
 

 

 

 

  

LAURIE THOMAS – ACCOUNT EXECUTIVE 

PAMELA BAEZ- PRODUCTION SPECIALIST  

LINSDAY DAVIS – CREATIVE SPECIALIST 

LORENA SANTAMARIA – RESEARCH SPECIALIST 

KATELYN CACCAVALE- MEDIA PLANNER 

 

 

AriZona Beverage USA, Inc.  
 

 

Top Notch Advertising 

SPRING 2012 

 



 

 

 

1 

 

 

TABLE OF CONTENTS  

 

 

 

TITLE  PAGE NUMBER  

 

EXECUTIVE SUMMARY 

 

2 

INDUSTRY ANALYSIS 5 

COMPANY/PRODUCT ANALYSIS 22 

CONSUMER ANALYSIS 33 

PROBLEMS AND OPPORTUNITIES  45 

DESCRIPTION OF TARGET MARKET  51 

MARKETING AND ADVERTISING 

OBJECTIVES  

55 

BUDGET CALCULATIONS AND 

ALLOCATION 

59 

POSITIONING STRATEGY 62 

CREATIVE STRATEGY 70 

MEDIA PLAN 76 

CAMPAIGN EVALUATION 84 

REFERENCES  85 

APPENDIX A RESEARCH INSTRUMENT  

APPENDIX B: RESEARCH CHARTS  86 

  



 

 2 

EXECUTIVE SUMMARY  

 

Problems Facing AriZona Tea  

One of the largest issues facing the industry is competition.  With numerous brands of tea offering 

similar products with nearly the same benefits, it’s difficult for any one brand to stand out. In addition to 

the intense competition, ready-to-drink tea faces problems with availability.  AriZona tea, specifically, is 

only sold in certain retail stores in the United States and only in a few countries outside of North 

America. Also, the lack of advertising has created problems for the company.  Without advertising, it is 

harder for the brand to compete against Lipton, Snapple and Nestea, which produce national 

advertisements are a regular basis.   

Opportunities Facing AriZona Tea  

One of the greatest opportunities facing the brands in the ready-to-drink tea industry is the ability to 

expand their products.  Companies can expand their brand by introducing new types of drinks, new 

flavors, new ingredients or they can expand a product and/or brand line. Another thing that is quickly 

gaining popularity in the world today is the promotion of positive health benefits through organic 

products.  This is something that AriZona tea, as well as its competitors, have started promoting through 

their all-natural, gluten-free drinks 

 

Target Description  

This report will focus on all users of ready-to-drink tea who consumed AriZona tea within the past six 

months. Our specific target market is males and females ages 18-34 who are high school graduates, 

attended college and live in the southern region of the United States. Our campaign will focus on people 

who are young and vibrant, appreciate creativity and have a desire to take part in bold new experiences. 
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Our target market will consist of people who are extroverted and like spending time with friends, but 

also enjoy meeting new people. They possess a thirst for everything life has to offer them. 

Marketing and Advert ising Objectives  

 

We will be concentrating on two specific objectives. The first objective involves: each month of the year 

2013 AriZona tea will attempt to make 60% of both females and males between the ages of 18 and 34 

who drink AriZona Tea aware that the brand is the number one in the Ready-To-Drink-Tea market. The 

second objective involves: each month of year 2013 AriZona Tea will attempt to increase the knowledge 

and recognition of the brand slogan to 50% of females and males between the ages of 18 and 34 who 

drink AriZona Tea.  

Budget  

We have determined an advertising budget of $10,100,000 in order to reach our objectives. To achieve 

that figure the methods used were the Percentage of Sales. We chose to analyse the Ad/Sale Ratio of 

Lipton, which is the major competitor of AriZona tea to establish AriZona tea 2012 budget. 

 

Creative Strategy  

AriZona tea has never invest on advertising, therefore, the advertising campaign that will be conducted 

will have to be creative and strong enough to have a great impact in the target market and keep AriZona 

tea as the first brand in the RTD Tea market. We are using our target market to creatively depict the 

adventurous, young and fun-loving AriZona tea lover.  

Media Mix and Recommendations  

According to the MRI data, our target market for AriZona tea includes moderate to heavy users of radio, 

TV and magazines.  Considering that the budget is limited to $10 million, the media mix will be 
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composed by radio spots, print ads in magazines and outdoor advertising. We believe that 

radio offers high frequency and good coverage locally as well as regionally. Our radio advertisements 

will be focused in the southern region of the United States. We believe that magazines will be the best 

option in this media mix since AriZona tea’s target are heavy users of magazines. This media will give 

efficient coverage and the opportunity to see the ad every time there is a chance the reader chooses to 

re-read the magazine. For our final media recommendation we are going to concentrate on outside 

(billboard) advertisements. We think this will reach a large part of AriZona’s target and since most 

messages stay in one place for an extended period of time we will be able to reach our target market 

more than once.  
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INTRODUCTION 

 

Purpose  

The beverage industry is an enormous sector of the economy that introduces new products almost 

every day. It is a complex, global collection of diverse businesses supplying consumers with essential 

products for everyday usage. Ready-to-drink tea is a popular niche within the beverage industry, and 

AriZona tea remains one of the biggest corporations in this niche market. As a professional advertising 

agency, we believe that conducting an industry analysis is a vital part of the decision-making process for 

this business. The purpose of this document is to understand the beverage industry in order to make key 

decisions for the advertising campaign. We believe that this knowledge will improve the quality of our 

decisions and will be a crucial starting point in which to build our marketing and advertising strategy. 

Understanding the overall industry will give us a better understanding of AriZona tea’s positioning, as 

well as the challenges that the brand is facing and the actions that should be taken to improve its 

situation. 

Major Areas to Be Discussed 

We will divide the analysis into two sections: overview of the industry and structural forces shaping the 

industry. In the overview of the industry we will define the industry and describe its market. Next we will 

analyse the major competitors, since this is on of the most important elements in helping to better 

comprehend where Arizona tea stands in the RTD Industry. We will define the degree of concentration, 

the stage of maturity, and the general trends that the industry faces. In section two, we will use Michael 

Porter’s Five Forces model (which includes an analysis of the threat of entry, the power of buyers, the 

power of suppliers, the threat of substitutes, and competitive rivalry) to explore the environment in 

which AriZona tea operates in order to generate competitive advantage.  
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OVERVIEW OF INDUSTRY  

 

Definit ion of Industry  

The ready-to-drink tea industry or RTD tea is processed tea that comes in a variety of flavors and is 

prepackaged for easy access and purchasing ability.  The ready-to-drink industry is quickly becoming a 

trending industry for America’s thirsty customers. The legend of tea began back in 2373 BC, when some 

leaves from the nearby Camellia saneness plant accidentally floated into the pot of water boiled by the 

Chinese Emperor Shen Nung. Since then, tea has experienced a long evolutionary process toward 

convenience for the average American consumer.  

History  

The tea bag was invented in 1904 and ready-to-drink (RTD) tea hit its boom in the early 1980s, where 

companies began to see an interest in a consumers need for a quick, refreshing beverage (that wasn’t 

Coca-Cola). It made sense for early tea companies to progress with America’s high pace lifestyle and 

keep up with the demands of their growing industry.  

Popularity   

Within the last decade, tea has become the second most consumed beverage in America (next to water) 

and the RTD tea industry has boomed. Health conscious consumers are growing in the United States and 

the RTD tea industry rapidly took advantage and began advertising tea’s all natural essence and 

freshness.  

In a recent study done in 2008 by Information Resources Inc., Lipton brand ranked number one in loose 

tea bag sales, raking in approximately $172 million in overall sales. For canned and bottles teas, Arizona 

came in at number one with $293.4 million in sales, an increase of 5.7 percent since 2007.  
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Since back in 2007 researchers noticed trends of American consumers, where sales of canned soda 

beverages were decreasing and RTD tea (among other “healthy” beverages) were increasing. The RTD 

tea industry is steadily growing and it does not show any signs of slowing down anytime soon. With the 

growth of this industry we assume that the future will only bring more awareness and quality emphasis 

for ready-to-drink tea companies.  

Degree of Concentration 

The RTD tea industry is a loose oligopoly. There are a few large RTD tea brands within the industry 

including AriZona, Nestea, Lipton, Snapple and Tazo. The barriers to entry into this industry are difficult 

due to the success of the top brands. Each of the brands within this industry has an experience curve 

that creates a high barrier to entry. These top brands have complete access to all of the necessary 

distribution channels making it difficult for new entrants to be seen within the market. Competitors 

within the RTD tea industry must find ways to differentiate themselves other than price. Although 

AriZona offers RTD teas at the lowest price in the market, it is not low enough to solely depend on that 

as a means to set themselves apart from other competitors. The industry is concentrated at the top, but 

very fragmented at the bottom. High barriers to entry, economies of scale and the ability to expand 

internationally contribute to concentration. Factors contributing to fragmentation: a variety of RTD tea 

brands, no RTD brand dominating the industry, and large comparisons between all of the products 

within the industry.  
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TOP RTD TEA BRANDS 2010  

(INDIVIDUAL BRANDS) 

 

 Dollar Sales % Change vs. 
Prior Year 

Market Share % Change vs. Prior 
Year 

 

AriZona 

 

$619,562,400 

 

7.6  

 

28.0 

 

-0.1 

 

Lipton 

 

$327,612,100 

 

-7.9 

 

14 

 

-2.5 

 

 

Snapple 

 

$185,422,100 

 

2.2 

 

8.4 

 

-0.5 

 

 

Nestea 

 

$118,020,100 

 

5.3 

 

5.3 

 

-0.1 
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SNAPSHOT OF COMPETITORS 
LIPTON TEA COMPANY 

Foundation:  

 Lipton was created in 1890 towards to end of the 19th 

century, in Scotland by Thomas Lipton. In 1991 Lipton partnered with 

Pepsi to create one of the first bottled and canned ready to drink teas.  

Headquarters:  

Lipton is not a separate publicly traded company; it is part of 

Unilever, one of the world's largest consumer goods companies. Unilever's North American 

Corporate Headquarters is located in New Jersey.  

Current Sales Revenue:  

Current Sales for 2010: estimated $327.6 million in US  

Current Market Share:  

Lipton holds 14.8% of RTD Tea Industry market share 

Current Industry Mark : As of 2010, Lipton tea is ranked the number one company in tea 

bags and packaged beverages and number in Ready to Drink Tea.  

Current Campaign Slogan:  “Tea can do that”  

For this advertisement, Lipton takes healthy 

and all natural positioning. This ad ran in 2011 and is 

currently still running in the UK. Lipton compares the 

benefits of vitamins and avoiding health hazards with 

the benefits of their bottled RTD tea. This double page 

spread layout works well with the message they are 

trying and the comparison factors they are using. They 

do a great job using similar color patterns as the actual 

Lipton logo to keep the ad consistent, and the bold red headlines make it very easy and clear to read.  
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SNAP SHOT OF COMPETIT OR S  

SNAPPLE  
Foundation:  

Snapple is a brand of tea and juice drinks which is owned by Dr. Pepper Snapple Group and 

based in Plano, Texas. The brand was founded in 1972. 

Headquarters:  

New York City, USA 

Current Sales Revenue:  

Current Sales for 2010: estimated $185.4 million in US  

Current Market Share:  

Snapple holds about 8.4% of market share in RTD Tea industry 

Current Industry Mark:   

Snapple ranks number 3 among the 6 RTD Tea 

Companies  

Campaign Slogan:  

“Made from the best stuff on earth”  

This ad was published in early 2010 and ran for several 

months. It has very strong color attributes and depicts the 

variety flavors that Snapple has, including Lemon. The bright 

orange background and white graphic detailing play a role in 

the way the company wants to be portrayed as “young” and 

“fun”. The bright poster layout also goes along well with their 

slogan, but although common and known by consumers, it is 

not displayed in this particular advertisement. 

http://en.wikipedia.org/wiki/Dr_Pepper_Snapple_Group
http://en.wikipedia.org/wiki/Plano,_Texas
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SNAP SHOT OF COM PETIT O R S  

NESTEA 
Foundation:  

Founded in the 1970s,  Nestea is a brand of iced tea 

manufactured by Nestle and distributed by Nestle 

company's beverage department in the United States and by 

Beverage Partners Worldwide , a joint venture between The 

Coca-Cola Company.  

Headquarters:  

Switzerland  

Current Sales Revenue:  

Current Sales for 2011: estimated $118 million in US  

Current Market Share:  

Nestea makes up an estimated 5.3% of RTD Tea Market Share 

Current Industry Mark:  

Nestea Ranks number 4 among the top 6 RTD Tea 

Companies  

Campaign Slogan:  “You are what you drink” 

In this featured advertisement for a Nestle campaign of 

“You are what you drink” that ran in 2009, Nestea is 

advertising the benefits of drinking a healthy drink. The 

poster style layout gives the ad great form and function 

and has a great visual path that leads you straight to 

the company name. The “splash” of tea that is added in 

the background gives the ad a refreshing look. 

http://en.wikipedia.org/wiki/Iced_tea
http://en.wikipedia.org/wiki/Nestle
http://en.wikipedia.org/wiki/Nestle
http://en.wikipedia.org/wiki/Beverage
http://en.wikipedia.org/wiki/United_States
http://en.wikipedia.org/wiki/Beverage_Partners_Worldwide
http://en.wikipedia.org/wiki/The_Coca-Cola_Company
http://en.wikipedia.org/wiki/The_Coca-Cola_Company
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 STAGE OF MATURITY   

 

The tea industry has been a popular commodity for thousands of years, but it was not until the late 

1980’s and early 1990’s that hot-fill brands started selling tea in single-serve, packaged glass bottles in 

the “down-the-street outlets”, according to beveragemarketing.com.  Shortly thereafter, in 1992, John 

Ferolito and Don Vultaggio launched their first Arizona bottles into the market.  Approximately 70,000 

cases of AriZona tea were sold in 1992 alone. With packaged tea showing to be a popular item, more 

competitors came into the industry. Coca-Cola, which created Nestea, and PepsiCo, which partnered 

with Lipton, became the key competitors to Snapple and Arizona. It was not until the late 1990’s and 

early 2000’s that the hot-filled premium teas started to surpass the cold-filled teas, making AriZona tea a 

top seller.  

Lifecycle   

Presently, as an industry, ready-to-drink tea is being innovative, offering a variety of new products to the 

market every couple of years.  According to the Industry Statistics by the World Tea Expo, tea sales in 

the United States are expected to grow to nearly $8 billion by 2014, from its current $6.5 billion. Teatley 

Tea claims “tea is the world’s most popular beverage besides water”. We conclude that the RTD tea 

industry is in the maturity stage of its lifecycle.  

Sales Growth  

RTD tea sales remained positive in the US, growing by 8% in 

total value and volume terms (RTD Tea USA).  As of February 

19th, 2011, RTD tea sales are up by 17 percent in the natural 

supermarket channel and RTD tea is one of the two 

categories that had positive growth in 2009.  Specialty and 
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premium teas currently hold about 60 percent of the market share (World Tea Expo).  These statistics 

show the power of the tea industry, how strongly it is currently positioned and how dramatically it will 

continue to grow.  AriZona, ranking first in the industry within the U.S, started expanding overseas to 

countries such as the United Kingdom, Canada and Germany. AriZona has the potential to touch other 

countries such as China, India, Russia, Turkey, and Japan, who are the largest consumers of tea as of 

2010 (World Tea Expo).  

 There is a presence of demand and consumers within the RTD tea industry.  RTD tea has a 

widening buyer group with ages from 18 up to 54 being the main consumers.  Consumers know that 

there is an uneven quality throughout the many competitors in the industry. Ready-to-drink tea also has 

room to be innovative and take risks because their stage of maturity secures them. New consumers are 

entering the industry frequently because of the availability of the product. All of which are signs of a 

positive growing industry.  

 

RTD Tea Volume Growth 2003-2009 

   *Annual Average= 8.47% 
 
Year Volume Growth 

2003 +0.7 

2004 +2.6 

2005 +15.4 

2006 +26.2 

2007 +15 

2008 -1.8 

2009 +1.2 
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General Trends Facing the Industry  

Over the past decade, the U.S has had a huge “health” wave take over the general population. 

Restaurants, manufactures, supermarkets and chefs alike have been looking for ways to encourage a 

healthy lifestyle. Now, with the health-orientated consumer in mind, industries such as RTD tea work 

towards improving their product’s formulas. Consumers choose RTD tea over soft drinks due to its 

natural health properties like antioxidants. RTD tea also offers health-conscious consumers no-calorie 

unsweetened products. As consumers take their health into consideration, the RTD tea industry 

successfully offers flavorful, healthy beverages. Many companies, including AriZona, make the effort to 

include a health and benefits section on their webpage. That way, the consumer has the ability to read 

about the “all natural difference” in which AriZona can show the consumer that their products are 

derived from 100 percent natural ingredients, with no artificial flavors, colors, or preservatives. 

Consumers have peace of mind knowing that what they are drinking is truly beneficial with teas that 

contain ginseng for energy, are gluten free and are made with 100 percent natural juices.  

 

STRUCTURAL FORCES SHAPING THE INDUSTRY 

 

Rivalry  among Competitors  

RTD tea has a variety of competitors. Rivalry amongst the competitors includes trying to differentiate 

their products with product innovation, new flavors and health benefits, stand out packaging, 

competitive pricing and competitive placement, and availability. The tea industry does not only face 

rivalry within the industry, but also outside of the industry. Since there are so many options for 

beverages, RTD tea faces a large quantity of competition. In order for like AriZona to compete, they 

must adhere to their original, unique, eye-catching packaging as well as their low pricing and broad 

availability. Consumers can easily purchase a RTD tea while pumping gas and shopping at grocery stores, 
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super markets, drug and convenient stores, vending machines, dollar stores, online, and some fast food 

places.  

Rivalry Among Competition  

The rivalry within the industry itself involves five major components, which include packaging, price, 

size, availability and ingredients.  A RTD tea with artistic packaging that offers consumers a substantial 

amount of vitamin C per unit at a great price (AriZona tea) is more likely to be chosen over a similar RTD 

tea offering less value for price, basic packaging and less vitamin C per unit. RTD teas can compete by 

offering a variety of flavors, but in order to have a competitive edge, they should also consider unique 

packaging and fair price.  

Barriers to Entry   

Barriers to entry in the ready-to-drink tea industry are high.  There is an increase in efficiency of 

production as the number of goods being produced increases. Typically, a company that achieves 

economies of scale, lowers the average cost per unit through increased production since fixed costs are 

shared over an increased number of goods.  Brands such as AriZona, Lipton, Nestea, Tazo, and Snapple 

are successful and have been around for years, thus creating high entry barriers for new brands with less 

experience. 

Competit ive Advantage 

AriZona is number one in the ready-to-drink tea industry.  AriZona has strong brand identification due to 

customer loyalty, packaging, product differentiation and pricing.  AriZona tea customers can purchase 

the tea of their choice directly from the AriZona Beverage Company website.  In addition, customers can 

explore the AriZona store that offers the brand’s uniquely designed t-shirts, jewelry and lip-gloss.  

AriZona’s packaging is distinct from any other brand.  With their bright, bold and unique designs, 

AriZona tea stands out.  Not only do they offer eye-catching packaging, but also appealing prices.  A 23.5 

ounce can costs ninety-nine cents before tax.  This price is extremely competitive within the ready-to-
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drink tea industry.  AriZona offers tea options such as green, white, black, herbal and diet 

tea.  Each type of tea offers distinct and satisfying flavors. 

Resources   

Large financial resources are required to compete against the already successful ready-to-drink tea 

brands.  Capital is needed not only for the company’s facilities but for customer credit, inventories and 

absorption of start-up losses.  AriZona tea among other ready-to-drink brands has cost advantages that 

may not be available to new entrants.  Since AriZona tea, as well as many of its competitors, has been 

around for many years, they have the experience and the ability to produce their products more 

efficiently and at a cheaper price.  They understand the technology needed to be at the top and they 

have access to the best raw materials, suppliers and retail locations.  The brand’s experience curve 

creates a high barrier to entry for new entrants. 

Distribution Channels   

A new entrant into the industry must create its own distribution channels, while the current competitors 

already have access to necessary distribution channels.  With large, successful ready-to-drink tea brands, 

such as AriZona, the wholesale or retail channels are limited, making it tougher for the new entrant.  The 

new entrant must market their product through intense price breaks, promotions and selling efforts to  

compete against the already well-known companies. 

Government   

Government policy is also something that can limit or even stop new entries to industries.  Government 

policy and the potential rival’s expectations about the reaction of its competitors within the ready-to-

drink tea industry greatly influence the potential rival’s decision on whether to enter or not. 

 Overall, it will be extremely tough for a potential rival to enter the RTD tea industry due to the 

overwhelmingly high barriers to entry.  Economies of scale, product differentiation, capital 
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requirements, cost disadvantages, access to distribution channels and government policy are all issues 

that create high barriers to entry within the RTD tea industry. 

Substitute Products  

RTD tea products provide different benefits such as energy from ginseng, varieties of flavors, hydration, 

antioxidants and relaxing ingredients. Although the RTD tea industry offers these benefits, there are 

many substitutes to RTD tea. Each company has a significant presence in substitute markets, therefore; 

a decrease in RTD tea consumption can conceivably be counteracted in increased consumption of soft 

drinks, energy drinks and coffee.  These three substitutes satisfy the desire for energy and unique flavors 

that customers look for when they purchase beverages.  

(Needs- energy, caffeine, flavor, hydration, health, relaxation, refreshment) 

 

Products to Satisfy Needs 

 

Advantages 

 

Disadvantages 

Soft Drinks 

(Coke, Pepsi, Sprite, Mountain Dew) 

Refreshing-Nice Flavor-
Convenient packaging-Availability-
Refreshing-Contains sodium 

High sugar-Caffeine-Dehydrating-
Empty calories-Carbonation 

Energy Drinks 

(Red Bull, Monster, Rock Star) 

Energy-Improved mood-Increased 
concentration- Increased 
performance- Improved vigilance-
Stimulated metabolism 

Caffeine & Touraine-Anxiety-Risk 
of heart disease-Addicting 
qualities 

Coffee Antioxidant rich-Magnesium rich-
Promotes improved digestion- 
Treats asthma and headaches- 
Energy- Alertness 

Addicting qualities- Insomnia- 
Nervousness-Irritability- Risk of 
upset stomach- Increased heart 
beat 
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Soft Drinks  

Soft drinks are refreshing, full of sodium and often more flavorful than tea, due to the high sugar 

percentage. However, they face the disadvantage of the empty calories and carbonation. Drinks such as 

Coke, Pepsi or Dr.Pepper have an enormous brand loyalty, which makes soft drinks a significant threat 

to RTD tea as substitute. 

Energy Drinks  

Energy drinks can be placed as the second threat for RTD tea products. They provide energy, and 

increase concentration and performance. They also stimulate metabolism. These are all main reasons 

that students are the main group of consumers of brands such as Red Bull, which remains the most 

powerful brand in this category with $272 million sales in 2011 and 43% market share.  

Coffee 

Finally, we consider coffee products as the third possible substitute product of RTD tea. Coffee drinkers 

are loyal to this category, and barely change into another one. Apart from having big advantages such as 

promoting improved digestion and being a sufficient antioxidant, the consumption of coffee has 

manifested into a means of socialization. The substitute products mentioned above should all be greatly 

considered when developing a campaign for AriZona tea.  

Bargaining Power of Suppliers  

The AriZona Beverage Company is very particular with how their tea is produced and manufactured.  

AriZona’s tea is kosher, with the exception of Grapeade, and is made from all natural ingredients.  

According to their website, AriZona uses “aluminum cans that have a food contact surface resin that 

prevents it from chemically reacting with the tea.”  To ensure the freshest tea without using artificial 

preservatives, AriZona “pasteurizes and hot-fills the packages at 185 degrees to kill any possible 

contamination.”  There are few businesses that supply the materials and other products into the ready-
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to-drink tea industry.  Suppliers have high bargaining power over AriZona tea specifically because they 

are so particular about how their products are made and what goes into making them.  

Budget Al location 

 AriZona Beverage Company spends more money on items 

bought from suppliers to ensure that their tea is the best 

ready-to-drink tea within the industry.  AriZona’s products are 

unique and differentiated compared to regular tea, soda, 

coffee and other beverages.  The costs of switching suppliers 

would be high for AriZona tea.  Their strict specifications for the tea making process would require a 

substantial amount time and money for another supplier to learn and perfect.  There is a possible threat 

of the supplier integrating forward into the RTD industry with their existing knowledge of producing RTD 

tea for their buyers.  The ready-to-drink tea industry is not necessarily a key customer group to 

suppliers.  The beverage industry is huge and it provides suppliers with numerous customers. 

Bargaining Power of Buyers  

The bargaining power of buyers in the ready-to-drink tea industry is low.  The demand for ready-to-drink 

tea, specifically Arizona Tea, is high, compared to other RTD teas such as Lipton, Snapple, Tazo and 

Nestea.  AriZona tea has a strong following with many loyal customers; therefore, there are many more 

buyers in the industry than suppliers.  AriZona’s products are unique and differentiated.  AriZona 

Beverage Company has four different types of tea and each type has multiple flavors.  Due to brand 

loyalty, good taste and low prices, buyers of AriZona tea are less likely to integrate backwards into the 

industry.  Although there are substitutes, buyers are not likely to switch from AriZona brand tea to a 

similar tea.  However, with a high bargaining power, suppliers are more likely to integrate forward into 

the ready-to-drink tea industry.  Suppliers of RTD tea have experience in production and distribution.  
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Suppliers could easily start selling the tea directly to retailers.  AriZona tea, specifically, is a 

key supplying group of ready-to-drink tea.  Buyers eagerly and loyally purchase AriZona tea products.   

 

SUMMARY  

RTD tea did not penetrate the tea industry until the late 1980’s and early 1990’s; however, the market 

for RTD tea is currently at a high point in its growing stage. With an expected growth of $2 billion by 

2014, the RTD tea industry is seeing positive growth rates. The current position of RTD tea demonstrates 

how significantly the industry will continue to grow, not only in the United States, but in other areas of 

the world. 

The Good and The Bad 

Although the RTD tea industry faces many threats such as substitute items including carbonated 

beverages, coffee and energy drinks, general trends facing the industry are positive motivators for a 

plethora of new consumers. The health wave that has been washing over the United States throughout 

the past decade has encouraged consumers to become more conscious on what beverages they choose 

to consume. RTD tea offers a variety of options for the health-conscious consumers over carbonated 

beverages. AriZona, as well as other RTD tea brands offers teas with no sugar, no calories, and natural 

ingredients.  

Competit ion  

Rivalry among competitors remains a threat for the RTD tea industry. Because the industry is so 

concentrated with high barriers to entry, RTD tea brands must be innovative, unique, creative and 

economically friendly towards consumers. The convenience of purchasing RTD tea for consumers makes 

distribution for sellers more competitive. The five major components of rivalry among those within the 
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RTD tea industry include packaging, price, size, availability and ingredients. Ingredients are a key factor 

for many consumers that hope to find a RTD tea that is beneficial to their health and wellbeing.   

Bargaining Powers  

The bargaining powers of suppliers in the RTD tea industry remain high due to the fact that most RTD 

tea brands contain similar ingredients. AriZona is particular on how they want their tea manufactured, 

and its supplier could easily find another brand to supply if they wish. The bargaining powers of buyers, 

however; are low. Many buyers develop brand loyalty towards a specific RTD tea whether that is due to 

taste preference, price, size, or psychological reasons.  
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CONSIDERING THE PRODUCT  

 

Company History  

AriZona Beverages USA (often labeled AriZona) is a producer of various flavors of iced tea, juice cocktails 

and energy drinks from the United States, based in Woodbury, New York. The seemingly overnight 

success of AriZona Iced Tea in the early 1990s made its owner, Ferolito, Vultaggio & Sons, a major player 

in the multibillion-dollar "New Age" beverage market, which offers alternatives to traditional colas and 

other carbonated drinks. Since its early 1970s founding in Brooklyn, New York, as a beer distributorship, 

Ferolito, Vultaggio & Sons (FV&S) was intent on proving that, in co-founder John Ferolito's words, 

"We're high class enough to be No. 1, and low class enough to know how to get there." Inspired by the 

success of the Snapple brand of beverages, FV&S strove to provide a popular ready-to-drink tea 

beverage that soon distinguished itself primarily by its unique packaging: oversized, brightly-colored 

cans bearing southwestern-style graphics. In the late 1990s, the privately owned company, having 

moved its headquarters to Lake Success, New York, followed up its iced tea success with a line of fruit 

drinks and another line of carbonated drinks, as well as a beer called Mississippi Mud. 

AriZona Features  

The features that distinguish AriZona ready-to-drink tea from its competition are its ingredients, taste, 

packaging, and price.  All of AriZona’s products are gluten-free and kosher, with the exception of 

Grapeade.  AriZona’s products contain all-natural ingredients with no artificial flavors, colors or 

preservatives.  Real fruit juices and real tea leaves are used to produce every fruit and tea beverage in 

AriZona’s product line.  AriZona spends more money on a special hot-fill process, which eliminates the 

need for preservatives while making their products.  Most of AriZona’s competitors use a cold-fill 

http://en.wikipedia.org/wiki/Iced_tea
http://en.wikipedia.org/wiki/Juice
http://en.wikipedia.org/wiki/Energy_drinks
http://en.wikipedia.org/wiki/United_States
http://en.wikipedia.org/wiki/Woodbury,_Nassau_County,_New_York
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process because it is cheaper; however, the competitors must then use preservatives to keep their 

products from spoiling.  

Consumer Preferences   

Consumers are interested in products that not only taste good, but are good for them.  AriZona’s tea 

comes in a variety of flavors, with delicious taste and healthy benefits.  AriZona’s glass-bottled 

beverages really bring out the flavor and create a thirst-quenching taste for consumers.  The one thing 

that really helps AriZona’s products stand out against competitors, is the packaging.  With AriZona’s 

unique, bold and bright packaging, consumers can’t miss it in stores.  The bright colors and beautiful 

designs are eye-catching, creative and fun.  Consumers, especially young people, are eager to carry 

around trendy, stylish and healthy drinks.  

Price  

 The price of AriZona’s beverages really makes the purchase worth it.  The price of a 23-ounce bottle is 

99 cents in most retail stores.  The price of AriZona’s 100% natural tea, loaded with flavor and health 

benefits, is nearly half the price of its competitors’ teas.   

New Products  

Some of AriZona’s latest additions include 

the AriZona Sweet Apple Juice cocktail, 

CocaZona Coconut Water, Arnold Palmer 

Southern Style, AriZona Sports and AZ 

Energy.  The AriZona Beverage Company 

now has beverages in the sports drink and energy drink markets.  Not only does AriZona produce 

products for relaxation and health purposes, but they also produce drinks that help consumers stay 

active and energetic.  AriZona is constantly introducing new products and flavors, as well as, making 
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improvements to current products.  AriZona recently re-launched the RX Energy Herbal 

Tonic after changing the packaging and updating the formula.  With enormous success following the 

introduction of the Arnold Palmer, AriZona recently extended the Half & Half product line with AriZona 

Raspberry Half & Half.   

The “Cool” Tea  

As you can see in the charts below, AriZona tea is a tea that most people would consider is a drink for a 

younger generation. Fifty percent of our survey participants agreed with that. There were very little of 

the participant’s thought that it was for older people.  
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Healthy Living 

In a way, AriZona tea could be considered a fashion product, because it is affected by the consumer’s 

changing way of life. Currently, companies in the United States have been trying to get the population to 

eat and drink healthier by providing more health conscious products. AriZona has followed right along 

with this trend with providing their health and fitness line that includes teas that are gluten free, with 

less sugar, more antioxidants, and green teas that are considered all natural.  

Excellence in Price 

Most consumers find that AriZona is one of the most affordable and inexpensive teas on the market. 

Priced at $.99 a can, it would be hard for a competitor to beat AriZona for the price and huge quantity 

they provide. They average can for $.99 is about 23.5 FL OZ. Also, a majority of consumers rate AriZona’s 

taste quality as good and excellent! Top Notch would agree that for a $.99, 23.5 FL OZ can of excellent 

tea, would be considered a GREAT price-value relationship. We believe the average consumers are 

pretty happy with that! (as you can see with the results below) 



 

 26 

 

 



 

 

 

27 

AriZona Tea stands out for two reasons: its packaging and its price. Since 1992, AriZona has been 

designing amazing packages for each of its product variety. The brand is popular for its colorful, original 

and unique packaging. Not only do consumers buy AriZona because of the taste and its cheap price (99 

cents per can), but also to collect the packages. Finally, the balance between price and quantity is more 

than reasonable, since a 23 FL OZ. can, for instance, its just 99 cents price.  

 

Distribution  

Although AriZona can be found in grocery and convenience stores, the distribution of this product is not 

as widespread as the competitors are. However, the surveys showed that consumers think that 

AriZona’s availability is excellent, may be due to the fact that the majority of the AriZona Tea drinkers 

are young college students and those two places are where they more frequently go.  

RTD teas are widely available in locations easily accessible to consumers such as convenient stores, gas 

stations, supermarkets and vending machines. Survey results showed that respondents believed that 
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AriZona Tea had the highest availability. AriZona Tea was recorded as having 47% excellent 

availability while Snapple came in second with 39% availability. Nearly all of the RTD teas had a steady 

availability from average to excellent.  

Availabil ity  

Forty-three percent of respondents noted that RTD tea was available for purchase at convenience 

stores, while 35% believe that grocery stores were the most accessible places to purchase the tea. 

The chart below shows how respondents ranked the locations of RTD tea: 

 

RTD Tea Locations  

 

 

 

 



 

 

 

29 

Retail  Sales  

Retailers are interested in stocking and selling RTD tea because it is a growing industry. Over 80% of 

respondents have consumed RTD tea and 71% of respondents have consumed AriZona Tea particular. 

Retailers are very interested in stocking AriZona Tea as a RTD tea option due to the fact that it is the 

number one RTD tea brand.  

 

 

 

 

 

 

 

 

 

 

 

Packaging 

Packaging is an important way to establish brand recognition within the target market. In fact, the 

packaging and logo design can be considered an advertisement in itself. Survey results show that 

AriZona Tea was the number one brand mentioned when asked to recall RTD teas based on 

advertisements. Interestingly enough, AriZona does not do any form of media advertising. This signifies 

how vital packaging can be, even if it is just subconsciously important to consumers.  
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The table below is an unaided recal l of advertisements for RTD Tea:  

Results  

Survey respondents believe that packaging is not as important as other factors such as taste, ingredients 

and nutritive value. Respondents noted that packaging is only somewhat important (38%). Only 6% of 

respondents feel that packaging is very important and 17% say that packaging is very important. Even if 

packaging is not viewed as an important feature of RTD tea, it leaves consumers with a lasting image of 

the product, and if that image is a positive one, then the impact can greatly help grow brand loyalty. 

Survey results show that respondents believe AriZona Tea has the best packaging out of the six RTD teas 

discussed. 42 respondents felt that AriZona Tea has excellent packaging, while Snapple followed with 22.  
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The chart below reflects RTD Packaging : 

 

The packaging of RTD tea is not the only thing that draws in potential consumers. Labeling can greatly 

impact the consumer’s potential to buy the product. Consumers are more likely to buy a RTD tea that 

has a label with beneficial ingredients, nutritive value, and a lower amount of sugar. Other than taste, 

respondents felt that nutritive value and ingredients are the most important things when choosing a 

RTD tea. It would be valuable for AriZona Tea to always include the benefits of the product on the 

package and/or container.  
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Importance of RTD Features   

Above The Rest 

Among the common US population, AriZona is a very well-known company. Although they have little 

advertising and don’t concentrate much on customer awareness, they rely heavily on consumer word of 

mouth and in-store purchases. Being the leading company in RTD tea, AriZona trumps many other 

companies in consumer acceptance and reliability.  

Conclusion 

Here at Top Notch Advertising, we believe that one of AriZona’s biggest setbacks is their lack of 

advertising to the public and the fact that they might be missing out on large revenue due to this. We 

will be working with the company to assure that the advertising campaign will benefit the consumer and 

create an overall larger awareness of not only the product itself, but the lifestyle that AriZona customers 

will enjoy when drinking this refreshing RTD tea.  
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CONSUMER ANALYSIS  

 

 The size of the overall ready-to-drink tea market will reach $6.5 billion in 2011, up 5.2% over the last 

year, according to a recent report, “Tea and Ready-to-Drink Tea in the U.S.”  Ready-to-drink tea is 

currently the largest segment of the market with $3.3 billion in sales in the United States alone.  With 

retail tea market growth skyrocketing from 6.6% in 2012 to 8.7% in 2014, the estimated tea sales will 

reach $8.3 billion in that year, claims the “Tea and Ready-to-Drink Tea in the U.S.” report.  The report 

also states that “sales of tea certified by Fair Trade USA increased 38% in the past year.”  There are over 

90 tea companies that offer Fair Trade certified products.  Honest Tea, owned by Coca-Cola, “announced 

in October 2010 that it was converting its entire line of 28 tea varieties to Fair Trade certification,” 

according to the same report.  In 2010 alone, Fair Trade Certified products grew by 24%. 

 

Not only supermarkets, but alternative outlets such as convenience stores and natural food 

supermarkets, have noticed an increase in sales of their ready-to-drink tea products.  At natural food 

stores, canned and bottled tea has experienced double-digit growth.  While the traditional tea market in 

the United States is expected to grow two to three percent a year, ready-to-drink tea will grow five to 

ten percent, says Joe Simrany, President of the Tea Association of the USA.  Simrany claims, "People are 

switching to other categories. My contention is that these people should discover tea, especially RTDs - 

which is water enhanced with great flavors and which has health benefits."  Sales of ready-to-drink tea 

were up 11.5% in 2010, which was its best volume growth since 2007.  The ready-to-drink category will 

continue to grow in popularity with annual dollar increases in the range of 12 to 15%, claims Simrany. 

 

The United States is the sixth largest consumer of tea in the world, according to the Tea Association of 

the USA.  Ready-to-drink teas not only appeal to young, trendy people but they also appeal to 
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convenience.  The Tea Association states that the ready-to-drink tea category “has become 

the single largest category in the last 10 years. Most importantly, it's attracting young people. A lot of 

youth are replacing the older market.”  Consumers of AriZona tea, specifically, are concentrated in North 

and South America and Europe.  AriZona tea is most popular in the United States.  However, AriZona tea 

consumers are also concentrated in Canada, Mexico, Panama, Columbia, France, Germany, Austria, 

Switzerland, Spain, Netherlands and Belgium.  AriZona tea is expanding its geographic concentration to 

the other continents as well.  The company is branching out to specific areas in Asia, such as Taiwan, 

Hong Kong and Macau, as well as, areas in Africa and the South Pacific. 

Seasonality  

Ready-to-drink tea has outsmarted the seasonality of consumption.  With four different types of teas 

consisting of numerous flavors for each tea, AriZona products are bought steadily throughout the year.  

AriZona’s fruity flavors and thirst-quenching Arnold Palmer can be consumed cold during the summer 

months, while sensual flavors such as Apple Crisp can be heated up during the winter months.  AriZona 

also offers products such as energy drinks, sports drinks, coconut water and smoothies which are also 

consumed year-round.  AriZona’s diverse product selection allows the company to be successful 

throughout the year instead of select seasons.   

Multiattribute Attitude Model  

People typically have an influence on our decision making processes. According to the, which is an 

attitude model that examines the composition of consumer attitudes in terms of selected products 

attributes or beliefs, the Theory-of-reasoned-action-model states that we as consumers base their 

decisions on their subjective norms in addition to attitude, which is how we feel about something; 

otherwise stating, that we as consumers form an attitude about a product or service based on how we 

see it fitting our image, or based on what we think others will say, or how much you care about what 
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your significant peers say and think of you. Your 

subjective norms are based on your social 

influences. Where do you as a consumer think 

you fit in on a social scale?  

How Many Users? 

Based on our research from MRIplusonline.com 

and from our surveys we collected, we found that 

there are approximately 73 million RTD tea users. From those results, the social demographics that 

primary drink RTD tea, are white men and women between the broad ranges of 18 to 49, who 

graduated high school, but did not necessarily get a degree from college, that are employed, making a 

household income between $75,000 up to $149,000. That status describes the typical majority of RTD 

users.  

Demographics 

For AriZona tea,  the majority of the social demographic that has drank AriZona tea in the past six 

months are pretty much the same results; a bulk being white, males and females, with no college 

degree, but do work and have a household income 

within the $75,000 to $149,000 range. This study 

goes to show that RTD tea and specifically AriZona 

tea users have the same social influences. When we 

asked consumers the questions, why they drink RTD 

tea and what the positive attributes they associate it 

with, the most common answers were that it is quick 

and convenient and good tasting. This could be the 
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reason why our demographic of consumers choose RTD tea. They are influenced by the fact 

it is so convenient as well as tasty. We also see in our research that a majority of our RTD consumers will 

drink it for health benefits. When society is on its health kick, it is good to see the consumers are turning 

to RTD tea as their primary drink for health!  

Geography 

According to our research, the Census Region for the majority of RTD tea users is primary in the South. 

Ironically, for AriZona tea users, 28.2% of their consumers fall into the Western Region of the country, 

followed closely behind with 27.8% in the South.  

Uses for RTD Teas 

As stated earlier, studies have shown that RTD tea consumers will use their RTD tea primary for health 

benefits or drink it with meals. Some users of the product will drink it to relax, while few other will drink 

it to be alert or as a reward. 
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Average of Daily Beverage Consumption 2012
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Daily Consumption  

As you can see in the chart below, consumers who actually do drink RTD tea will consume it about 2-3 

times a week. That would be considered regular customer of the product. There are others that will 

consume RTD tea once a week and once a month, and very few that will drink it a couple times 

throughout their typically day.  

According to the survey results, 

and comparing to the 2006 year 

results, there have been some 

changes in the beverage industry 

between 2006 and 2012. As 

showed in the graphics, the 

biggest change has been the 

consumption of Milk that has 

increased from 6% to 20% in 6 years. Contrary, Soft Drinks consumption has decreased 6%, from 21% to 

15%. Other beverages’ consumption, such as, Bottled Water, Energy Drinks, Sports Drinks and Fruit 

Juice, has not suffer big changes and stay stable. RTD Tea, together with Sport Drinks and Energy Drinks 

are the beverages that are less consume, with a 4% of the Share of Belly. 
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Other Beverages 

In relation to the consumption of an average day, results showed that Soft Drinks and Energy Drinks 

consumption has dropped completely in 6 years, due to the awareness of staying healthy that people 

has developed during this period of time. On the other hand, Fruit Juice and Bottled Water consumption 

has increased due to the same reason. 30% of the survey participants stated that they never consume 

RTD Tea and just the 9% of the people answered that they drink it more than once a day. Results 

comparisons between 2006 year and 2012 year cannot be made because the Tea category was not split 

in Brewed Tea and RTD Tea.  

AriZona’s Reputation 

As the graphics show AriZona Tea has a good reputation in the beverage market overall. RTD Tea 

drinkers consider that AriZona Tea taste, packaging, price and availability are excellent comparing to the 

main competitors. A weakness was found in terms on the variety that AriZona Tea offers. Results 

showed that Snapple is the brand that offers the largest variety. Although AriZona is the second brand  

that have a large variety of flavours in the RTD Tea market, this would be an interesting point to analyse 

and try to improve for the future. 

The chart below reflects taste among RTD tea:  

 

 

 

 

 

 

 

 0

0,05

0,1

0,15

0,2

0,25

0,3

0,35

0,4

Lipton

Brisk

Snapple Arizona Nestea Crystal

Light

Tazo 

Excellent

Good

Average

Fair

Poor



 

 

 

39 

 

Packaging 

 

 

 

 

 

 

 

 

Variety 

 

 

 

 

 

 

 

 

Price 

 

 

 

 

0

0,1

0,2

0,3

0,4

0,5

0,6

Lipton

Brisk

Snapple Arizona Nestea Crystal

Light

Tazo 

Excellent

Good

Average

Fair

Poor

0

0,1

0,2

0,3

0,4

0,5

0,6

PRICE Lipton

Brisk

Snapple Arizona Nestea Crystal

Light

Tazo 

Excellent

Good

Average

Fair

Poor

0

0,1

0,2

0,3

0,4

0,5

0,6

VARIETY Lipton

Brisk

Snapple Arizona Nestea Crystal

Light

Tazo 

Excellent

Good

Average

Fair

Poor



 

 40 

0%

33%

2%

17%

0%

19%

19%

5% 5%

For Health
Soft Drinks

Bottled Water

Energy Drink

Fruit Juice

Coffee

Ready-to-Drink
Tea
Milk

Sports Drinks

Brewed Tea

 

 

 

 Availability 

 

 

 

 

 

 

Results 

Looking at the survey results it seems like in general AriZona Tea drinkers have an excellent and high 

degree of satisfaction except for the variety of flavours that the brand offers that is the reason that RTD 

consumers purchase Snapple when they 

are seeking variety. As mentioned before, 

this would be a good opportunity to try to 

improve that and achieve the satisfaction 

degree in terms of variety that Snapple 

has. The majority of the AriZona Tea 

drinkers see the brand as a brand for 

young, college students without a job 

position.  Although Bottled Water is the 

main product consumer’s drink for health, results show that the second beverage consumer’s drink for 

the same reason is RTD Tea, which is a positive attribute. Finally, in relation with the place consumers 
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normally purchase RTD Tea, the vast majority of them do it in Convenience Stores, followed by Grocery 

Stores, as can be seen in the following graphic. 

Consumer Decisions 

Consumers base their decisions on a variety of factors. For the 

RTD tea industry, consumers believe that taste, availability, 

ingredients and nutritive value are the most important 

components when looking for a RTD tea according to the 

survey results. When asked how important taste was when 

looking for a RTD tea, 85% of respondents said that taste was 

very important. Availability of RTD tea is 64% important.  

According to survey results, 50% of respondents perceive 

AriZona Tea as a RTD tea for young people. It is important for 

consumers to perceive a brand as young because this 

increases the opportunity to appeal to the older market as 

well. For instance, younger consumers will gravitate towards 

a RTD tea perceived to be for younger people, but older 

consumers will too. Purchasers of RTD tea enjoy it because 

they believe it is convenient, tasty, healthy and refreshing. 

Some tend to shy away from RTD tea; however, because they 

believe RTD tea has a large amount of sugar. Also, they are 

not fond of the taste.   
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Consumers of RTD tea want a tea with a satisfying taste at a low price. They also want their product to 

be easily available. Survey respondents are looking for a RTD tea with effective ingredients including 

antioxidants and nutritive value. According to the survey results, respondents choose RTD tea as their 

second beverage of choice (tied with milk) for their health, and 29 respondents prefer RTD tea as their 

beverage of choice when eating a meal.  

How Consumers Make These Decisions  

According to the survey results, consumers are aware that RTD tea can offer health benefits over other 

beverages such as soft drinks, coffee and energy drinks.  Caffeine was mentioned eight times in the 

results when asked about RTD tea. These results show that respondents believe RTD tea is a healthier 

option when looking for a beverage containing energy boosting affects. Health was mentioned 23 times 

when asked to describe positive traits of RTD tea.  

Another benefit of RTD is the availability of purchasing the products. 32% of respondents believe that 

availability is very important, and fortunately 47% of respondents feel that AriZona Tea has excellent 

availability. 
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Consumers make selections based on what they have heard about products through the media such as 

advertising campaigns on broadcast television, on billboards, and in print. Word-of-mouth through 

socializing or via the Internet is also a way that consumers acquire information in order to make a 

selection. Respondents believe that RTD tea was most readily available in convenience stores followed 

closely by grocery stores. Consumers also look at the information provided on the packaging. They look 

for RTD tea that provides the most health with the least sugar.  
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PERSONAL PROFILE – ARIZONA TEA DRINKER  

What’s up! My name is Michael Peck, but my friends call me Peck.  I recently turned 31-years-old on 

January 31st, 2012. I was born and raised in the snowy Buffalo, NY and quickly moved down to Atlanta 

for some warmer weather after graduating college six years ago. I earned my bachelor’s degree in 

Management Information Sciences at the State University of New 

York at Fredonia in New York. 

When I moved down to Georgia I brought with me a few loyal 

friends and my girlfriend of seven years Shelby Zimdahl. Shelby and 

I both fell in love with the city and decided to move into a high-rise 

apartment off of Peachtree Street in Buckhead. There, we both 

found great jobs and great places to hang out. Currently, I work as 

a Business Intelligence Analyst for LMS Intellibound Inc. I love my 

job because it is in walking distance from where I live and everyone 

is really cool and down-to-earth there. When I am not working, you 

will find me out and about. I am hardly home, because I love to go 

to new places, try new things and meet new people. People who 

know me best (or know me at all) know that I am an extroverted 

individual. I am one of those people who can talk 

to anybody. One thing I love to do is laugh. A 

sense of humor is the most attractive thing about 

someone. Other hobbies and passions of mine 

include watching ESPN. I also enjoy an active 

lifestyle, which includes rock climbing, hiking and 

skydiving. I love music and enjoy all genres 

thanks to my old gig as a DJ.  

When I’m not working or enjoying an extreme 

activity, I enjoy kicking back and reading magazines such as GQ,  

I love eating out at nice restaurants with Shelby. One of my 

favorite restaurants is McKindrick’s Steak House in 

Dunwoody. It has great food and an even better 

atmosphere.  

My favorite drink is AriZona tea. I often drink up to 3 cans a 

day. It is inexpensive, which gives the ability to easily stock 

up for the workweek. I love the variety of flavors and 

creative packaging. I even follow AriZona’s news and trends 

on Facebook!                                                        

 Michael J. Peck 

http://www.facebook.com/pages/LMS-Intellibound-Inc/114293281919193


 

 

 

45 

 

 

PROBLEMS 

  
Intense Competition 

There are several problems facing the ready-to-drink tea industry; however, there are many valuable 

opportunities as well.  One of the largest issues facing the industry is competition.  With numerous 

brands of tea offering similar products with nearly the same benefits, it’s difficult for any one brand to 

stand out.  AriZona tea is just one popular brand of ready-to-drink tea among many renowned brands, 

such as, Lipton, Nestea, Snapple, Tazo and Crystal Light.  There is a lack of differentiation between 

AriZona tea and these four main competitors.   

Availabil ity  

In addition to the intense competition, ready-to-drink tea faces problems with availability.  AriZona tea, 

specifically, is only sold in certain retail stores in the United States and only in a few countries outside of 

North America.  Unlike its competitors, AriZona tea is not available in vending machines, nor in the 

popular health food store, Whole Foods. The fact that the tea is not sold in more areas and more places 

makes it difficult for consumers to find the drink.  Consumers are apt to choose a similar ready-to-drink 

tea rather than go to another location to find AriZona tea in particular.  

Change in Taste / Preference 

 Another issue that faces the ready-to-drink tea industry is the constant change in consumer demands.  

Consumers’ tastes and preferences change on a regular basis.  There are the brand loyal consumers and 

the consumers who change their brand purchase based on price, quality and promotion.  Not only do 

brands need to focus on satisfying the needs and wants of their loyal consumers, but they need to focus 

on attracting the attention of indecisive consumers.   
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No Advert ising Which Has Led to Lack of Slogan Recogniti on 

Lastly, for AriZona tea, the lack of advertising has created problems for the company.  Without 

advertising, it is harder for the brand to compete against Lipton, Snapple and Nestea, which produce 

national advertisements are a regular basis.  AriZona has to spend more time promoting their products’ 

taste, quality and packaging to make up for not advertising.  Although consumers are aware of AriZona 

tea, it is only due to the low price, artistic packaging and word-of-mouth.  If AriZona tea wishes to have a 

heightened competitive edge over their competitors, advertising is heavily encouraged.  Consumer 

access to media is more common than ever, thus, making advertising an important part of brand 

awareness. 
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OPPORTUNITIES 

 

Product Expansion 

One of the greatest opportunities facing the brands in the ready-to-drink tea industry is the ability to 

expand their products.  Companies can expand their brand by introducing new types of drinks, new 

flavors, new ingredients or they can expand a product and/or brand line.  AriZona tea expanded their 

brand line by introducing AriZona clothing, jewelry and makeup that can be purchased online through 

their website.  By creating new products or re-vamping old ones, the brand can attract both new and old 

costumers.    

Focusing on Natural Ingredients  

Another thing that is quickly gaining popularity in the world today is the promotion of positive health 

benefits through organic products.  This is something that AriZona tea, as well as its competitors, have 

started promoting through their all-natural, gluten-free drinks.  Consumers are eager to hear that the 

drinks they are consuming are not only tasty and of high quality, but healthy too.  Going organic is a 

great opportunity for ready-to-drink brands to attract new consumers and spark interest in continuous 

brand consumers.  Since tea is healthier than coffee, tea is being incorporated into many coffee shops 

and restaurants.  Consumers are choosing tea over coffee, because tea is naturally caffeinated and 

provides natural antioxidants.  Now is a opportune time for ready-to-drink tea brands to reach out to 

coffee shops, restaurants and health stores that do not sell their brand, and try to get their products 

sold there.   
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Brand Packaging Creates a Youthful Image  

Bright and bold packaging is one trait that helps AriZona tea stand out against its competitors.  AriZona’s 

opportunities to continue creating fresh, beautiful and intricately-designed bottles, are endless.  AriZona 

tea’s signature blossom-tree design on a bright turquoise can has caught the attention of millions of 

consumers.  The bold colors and creative designs create a fun and youthful brand.  AriZona’s trendy cans 

and bottles can make anyone carrying the drink feel hip, youthful and original.  AriZona should continue 

to produce eye-catching packaging to attract and exceed consumers’ expectations of the brand. 

A Small  Price for a Great Value  

Another thing that is quickly gaining popularity in the world today is the promotion of positive health 

benefits through organic products.  This is something that AriZona tea, as well as its competitors, have 

started promoting through their all-natural, gluten-free drinks .AriZona’s price and value is one of the 

brand’s greatest strengths against its competitors.  It is also one of the company’s greatest opportunities 

to continue building the brand around. 

Introducing Advertising 

For AriZona tea in particular, advertising is a great opportunity to promote their brand and gain brand 

awareness.  Advertising is an excellent way to bring attention to a brand and gain the interest of millions 

of consumers at once 
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PROBLEMS AND OPPORTUNITIES SOLVABLE THROUGH 

AN ADVERTISING CAMPAIGN 

 

Focus on Consumer Taste and Preference  

The survey results show that respondents have certain preferences and tastes in mind when purchasing 

a RTD tea. As said earlier, respondents are looking for a RTD tea with great taste, noticeable health 

benefits and low amounts of added sugar. When asked to give their perceptions of AriZona tea, good 

taste, sweet, refreshing and flavorful all ranked within the top ten for respondents. Now that AriZona is 

aware of consumer demand, taste and preference, an advertising campaign can be geared toward the 

specific preference that the RTD tea target market desires. The products that relate most to consumer 

preference and taste can be featured within the campaign in order to draw in a larger consumer base.  

Focus on Product Expansion 

RTD teas frequently have the opportunity to create and promote new products that draw in the target 

market. The best way to create profitability with brand expansion is to market it with successful 

advertising campaigns. This will give the brand an edge over the competition especially if that brand is 

the only one with a product of that caliber. AriZona tea has unique products unlike any other within the 

RTD tea industry. They have the opportunity to create quality campaigns that feature unique products, 

whether they’re a new or a long-term product.  

Focus on the Benefits of Drinking AriZona Tea  

With health becoming a growing concern for consumers, AriZona can take advantage of this trend by 

promoting the benefits of their RTD tea not only through packaging that offers consumers health 

information, but also through print ads that list all of the positive health benefits AriZona tea products 

contain such as rich antioxidants and ginseng. It could also be noted that AriZona tea uses all natural 

ingredients and no artificial flavors or colors.  
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Focus on AriZona Tea’s Blank Slate  

A major problem for AriZona tea is that there has never been an advertising campaign let alone an 

advertisement. Although the brand is established within the RTD tea industry, it may be difficult for the 

brand to come up with an effective campaign while having nothing in comparison (i.e. previous 

campaigns).  Fortunately, this problem can be transformed into a profitable opportunity. With no 

previous advertisements available that feature AriZona tea, the company has the advantage of starting 

from scratch. The only way consumers currently know about AriZona tea is through packaging, word-of-

mouth and online sources. This gives AriZona a vast amount of leeway to go any direction they desire. 

Effective advertising will not only increase awareness among consumers, but also retailers. If an 

effective campaign creates a large enough consumer base, retailers inevitably become more willing to 

sell those products within their stores; these stores include convenience and grocery stores, as well as, 

coffee shops and organic whole foods departments. 

Main Focus for Ads 

A successful advertising campaign for AriZona tea is pivotal for the brand to further expand its consumer 

base. With so many different routes this company can travel, AriZona tea has plenty of opportunity to 

create a positive and profitable campaign. AriZona tea can focus on health, flavor, current user 

perceptions or how the product shapes an exciting lifestyle. According to survey results, respondents 

perceive AriZona users as young, hip/cool and healthy. AriZona tea was also ranked number one in 

unaided recall of RTD tea brands giving it a preconceived advertising edge over its competitors.  
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DETAILED DESCRIPTION OF TARGET MARKET 

 

Demographics 

This report will focus on all users of ready-to-drink tea who consumed AriZona tea within the past six 

months.  

Based on 2010 MRI data, our target market has the following characteristics:  

Males Ages 18-34  24.9% 

Females Ages 18-34  20.8% 

Caucasians   61.9% 

Southern Region  27.8% 

High School Graduates   29.2% 

Attended College  31.2% 

Graduated College +  23.4% 

Psychographics 

Our campaign will focus on people who are young and vibrant, appreciate creativity and have a desire to 

take part in bold new experiences. Our target market will consist of people who are extroverted and like 

spending time with friends, but also enjoy meeting new people. They possess a thirst for everything life 

has to offer them. Their life style consists of working hard and playing hard. Traveling, partaking in 

unique opportunities and yearning to experience different cultures are all qualities we hope our target 

audience embodies.  
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Based on 2010 MRI data, our target market enjoys the fol lowing media 

outlets  

Magazines (heavy users) 25.5% 

Radio (moderate users)   22.2% 

TV (heavy users)  20.3%   

The 2010 MRI data information regarding media outlet usage by the target market suggests that 

advertisements for AriZona tea be focused on magazine ads, billboards, and radio time. Due to the 

current budget, TV advertisements will not be considered for this campaign.    

Att itudes Towards Product 

Survey results also show that respondents believe AriZona tea possesses a better-than-average taste 

(70%), excellent availability (47%) and a better-than-average price (54%) compared to its competitors. 

Perceived Benefits 

AriZona products are made with all natural ingredients containing no chemicals or preservatives.  Survey 

results show that respondents felt as though RTD tea should be consumed for health benefits second to 

bottled water. See chart below. 

Beverage Consumed for Health:  
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Product Needs 

AriZona tea is a great product for it’s on-the-go target market. AriZona Brewing Company manufactures 

products at affordable prices, with great availability and preferred taste. With our age range set at 

adults 18 to 34 for the target market, it is assumed that they are active individuals with a fast-paced 

lifestyle. A desired RTD tea possesses convenience of purchase and a desirable taste, which consumers 

find in AriZona tea products. Survey results also show that respondents believe that AriZona tea 

possesses a better-than-average price (54%), an excellent availability (47%) and a better-than-average 

taste (70%) compared to its competitors. See tables below. 

 

 

 

 

 

 

Usage Information 

AriZona is the market leader in the ready-to-drink industry. With a considerable amount of competition 

from companies such as Coca-Cola and Pepsi, Arizona excels with absolutely no advertising.  There are 

10.7 million men and women, between the ages of 18-34 that are AriZona users. These users enjoy 

consuming AriZona products any time of day, multiple times a day. According to our survey results, most 

users consume RTD tea with meals.  
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 Total Adult* AriZona Tea Users: 

N=10,743,000 

 

 Adult* Female AriZona Tea Users: 

  N=4,890,000 

  (20.8% of AriZona Users) 

 

 Adult* Male AriZona Tea Users: 

  N=5,854,000 

  (24.9% of AriZona Users) 

*Adults between the ages of 18-34 only 
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OBJECTIVES  

 

SNAPSHOT OF ARIZONA TEA’S CURRENT SITUATION IN THE MARKET PLACE  
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Objective 1 

 Each month of the year 2013 AriZona tea will attempt to make 60% of both females and males between 

the ages of 18 and 34 who drink AriZona Tea aware that the brand is the number one in the Ready-To-

Drink-Tea market.* 

*(Assuming that the base level of awareness of our new campaign is 0%, in relation with the suveys’ results) 

 

Objective 2:  

Each month of year 2013 AriZona Tea will attempt to increase the knowledge and recognition of the 

brand slogan to 50% of females and males between the ages of 18 and 34 who drink AriZona Tea.  

 

Lavidge & Steiner Hierarchy of Effects Model 

This marketing communication model suggests that a customer goes through six steps, before 

purchasing a product. The six steps are as follows: awareness, knowledge, liking, preference, 

conviction and purchase. After the customer has made their purchase, (as with many 

communication models) the Hierarchy of Efforts Model, suggests that reassurance and 

communication 

with the 

customer must 

continue.  
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TRANSLATING ARIZONA MARKETING OBJECTIVE INTO AN 

ADVERTISING OBJECTIVE 
 
AriZona Tea Sales in 2009 = $581,100,0001 
 
Projected Sales =    581.1mm      = 48,425,000 units/mth 
 12 
 
 
Purchase rate is 3 per weeks, which equals 12 per month. 
 
48,425,000     = $4.035mm  
     12 
 
 4.035mm       = 0.058  
69.525.000 
                                                   
 
 

 Pesimistic+Optimistic                                √0.058+0.0.58 = 0.14   Conviction  

                                                                                         2 

                 2                                                              
                                                              √0.14+0.14= 0.261   Preference  

                                                                          2 
 
                                                              √0.261  + 0.261   = 0.385   Liking  

                                                  2 
         
    √0.385+0.385              =    0.503   Knowledge  

                               2 
 
                    √0.503+0.503                  =      0.606     Awareness           

           

                               2   
 

                                                           
1
 RTD TEA REPORT April 2010  

Beverageworld.com 
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Using the Lavidge & Steiner Hierarchy of Effects Model  to Measure 

Purchasing Decisions 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Just ifying Objectives  

The objectives we have chosen are specifically tailored to attend to the needs of the AriZona Tea 

company. We are striving to achieve more than just recognition of the product, but full awareness of 

who a true AriZona Tea drinker is. The target market we have chosen fits the AriZona brand best and will 

help develop recognition among youth and young adults.   

Slogans and Logos 

Besides increasing brand awareness, we would also like for AriZona’s brand slogan to be recognized 

among the target market. With our advertising campaign we will strive to make sure AriZona’s 

customers are fully aware of the slogan, logo, brand and can easily identify and distinguish AriZona Tea 

products among competitors.  
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BUDGET CALCULATION AND ALLOCATION  
 

TOP RTD TEA BRANDS SALES AND GROWTH 2009  

 

BRAND DOLLARS (in millions) GROWTH (2008-2009) 

ARIZONA TEA $341.1 +7.6% 

LIPTON $337.8 -6.3% 

SNAPPLE $181.3 -2,8% 

NESTEA 117.1 +16.6% 

 

RECOMMENDATION FOR 2013 BUDGET 

 

We have determined an advertising budget of $10,100,000 in order to reach our objectives. To 

achieve that figure the methods used were the calculations of Percentage of Sales. We chose to 

analyse the Ad/Sale Ratio of Lipton, which is the major competitor of AriZona tea to establish 

AriZona tea 2012 budget. 

 

Brand Total sales (millions) Media Expenditures 

(millions) 

Lipton 643.9 24.6 

Snapple 574 9.6 

Nestea 351.9 18.5 

AriZona 341.1 N/A 

Total 1910.9 52.7 
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 Beverage Industry Ad/Sales Ratio = 0,075 (From Std) 

 Lipton Tea Ad/Sales Ratio= 0.226 (From Superbrands 2008) 

 Snapple: 9.6mm/574mm= 0.02 or 2% 

 Nestea: 18.5/351.9= 0.05 or 5% 

 Media expenditures: 24.6+9.6+18.5=52.5 million 

 52.7/1910.9= 0.0275 or 2.75% 

 

According to these calculations and to AriZona tea projected sales for 2013  

(341.1x1.076=$367 million): 

 

367mm x 0.0275= $10,092,500 

Therefore, our budget will be $10,100,000.  
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BUDGET JUSTIFICATION 
 

Growth Potential  

 According to Convenience Store News, RTD tea category has tremendous potential for 

growth, with current penetration at only 45%. 

 Health, wellness and the move away from soft drinks will fuel the category growth. 

 41% projected sales growth during 2009-2014. 

 

Market Share 

 AriZona tea is already number one, with virtually no advertising. The opportunity to 

broaden their base and strength their franchise through advertising is significant. 

 

Competitors and Clutter  

 Lipton is very aggressive with their advertising, and their sales have increased 

accordingly. 

 There are many RTD brands and new varieties on the market.  

 

Category Advertising  

 Lipton spends approx. $25mm and account for 34.8% Share of Market. 
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ARIZONA TEA CURRENT BRAND FRANCHISE  
 

Personality  

AriZona Tea has a unique image. AriZona’s personality might be described as pleasant and happy. Other 

words to describe AriZona’s personality include: arty, pretty, good looking, tasteful, innovative, young, 

popular, pleasure-seeking, fun-loving, quick, healthy, worldly, hip, and appreciated. 

Product Attributes 

The product itself has many physical characteristics that give it a fun and youthful personality that is 

appealing to everyone. For starters, it is a big bright can with beautiful art and design all over the 

packaging. It is an all-natural beverage with no preservatives, healthy antioxidants, and the only 

company that is naturally heat pasteurized which kills any disease-producing organism or bacteria. All of 

the variety of flavors has a smooth, refreshing and flavorsome taste. Some teas are sweet, such as the 

Arnold Palmer, Southern sweet tea, and different flavored tea and others such as the green tea 

selections are not as sweet. The performance of AriZona tea is second to none! It is effective if a 

consumer is looking for big bold taste that is also healthy for them. 

Packaging   

AriZona tea has created their identity through their creative packaging. Since every can has its own 

unique design, AriZona’s logo is the type of font they use to spell AriZona. With the big A and capital Z, 

AriZona can put their name on anything with that same font, and the consumer will know it’s the 

product and not the state.  On some of AriZona’s items, above and below the name will be the different 

colored triangles and sun.   
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Another great feature to AriZona’s identity is its cheap price! Everywhere consumers can find AriZona 

tea for $.99 or some places, even cheaper! 

Current Situational Associations  

AriZona tea is one of the most convenient and available beverages on the market. It is found at almost 

every gas station, supermarket, grocery store, convenient store, dollar store, and even some fast food 

restaurants and vending machines. The 23oz cans are large enough to allow a consumer to sip their 

drink throughout their day. AriZona’s Southwestern flare and background has become something we 

would like to emphasize more on.  

DESIRED FRANCHISE  

 

Since we at Top Notch Agency are focusing on making our consumers more aware of our slogan and 

status, we want to really focus on our target market. There are 23,476,000 people who are current 

consumers of AriZona tea. Almost 50 % of those people are between the ages of 18 to 34 years old. To 

effectively reach our target through advertising and give the image that youthful and mature audience 

alike will enjoy our drink we must set a realistic budget and be creative in our advertising ways. Since 

our target is starting from people who are graduating from high school up to middle aged adults most of 

whom have jobs, families, a house, and incomes, we will want to make sure our advertising ends up in 

their hands. We can do so by placing ads on social media, popular television shows, and even in popular 

magazines. We will inform, persuade, and remind our consumers to keep drinking our brand because we 

are number one for a reason and we are “An American Original”.  
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Essential Message 

Our essential message is “AriZona tea offers a refreshing, unexpected experience equivalent to that of 

the Southwest” 

According to the objectives this is the Desired Franchise of AriZona tea: 

Personality  

We want AriZona tea personality to be seen as dynamic,  funny, innovative,  but the 

most important: a brand that  makes you feel  young.  

Product Attributes 

In relation with the product attributes, we want to maintain the same perception about AriZona tea 

characteristics but underlining something that, according to the surveys almost nobody know, that 

AriZona tea is a Southwestern beverage.  

Desired Situational Associations  

We find the current situational association perfect, since people perceive the brand as available and 

large enough to refresh consumers for a long time.  We would like to emphasize the package size, 

because AriZona tea is one of the few brands that has the 23oz size, which a benefit, because consumers 

can get more for less. 
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CURRENT VS. LONG TERM DESIRED FRANCHISE 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Personality 

Current         Desired 

         Hip/Cool              Bold 

          Happy           Innovative 

        Popular           Established 

 Pleasure Seeking    Trustworthy 

     Fun-loving            Dynamic 

        Young                 Authentic 

       Stylish                   Pleasant 

Product 

Current     =      Desired 

           Tall Cans                            Refreshing         

             Bright                    Unexpected Great Taste 

         Flavorsome     Big, perfect size  

 $0.99 

         Refreshing  

      Unique Packaging 

  

Situation 

    Current     =      Desired 

From AriZona    

Southwestern Heritage 

Typical Tea                

Rare/Different 

Followers                          

Leaders 

  #1 The American Original 

                         



 

 66 

 

CREATIVE BRIEF  
 

Target Demographic:  

  Men and Women 

  Ages 18-34 

  Caucasian/Afr ican American  

  Lives in the Southern Region  

  AriZona Consumers  

Target Demographic  

Our campaign will focus on people who are young, vibrant, can appreciate and are attracted to creativity 

and open to new experiences. Our target market will consist of people who are extroverted with lots of 

friends, social, and likes to meet new people. We suggest that the audience be educated and employed. 

Their life style consists of working hard and playing hard. An athlete or someone who takes care of their 

health is another quality of our target. Traveling with family and friends may be a personal value they 

enjoy, as well as working out, and going out; anything that includes a good time! 

Franchise Focus 

To reach out to our current consumers and give brand awareness and tie our essential message to the 

mind of the consumer by on Product and Situation.   
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Essential Message 

The current total perception that AriZona customers have for AriZona tea is overall a very positive one. 

Our focus is to enlighten our consumer’s awareness of the brand. When a person thinks AriZona tea, 

they will think: “AriZona tea offers a refreshing and unexpected experience equivalent to that of the 

Southwest”; focusing on the desired situation of AriZona’s roots to the Southwestern style.  

RATIONAL 
 

Category need considerations 

We believe that it is important for a brand to be seen as an established and dominant brand in the 

market, especially a brand such as AriZona tea which has been number one for a long time. We will not 

only emphasize on the perception of that AriZona is youthful, fun and vibrant, but also make consumers 

aware AriZona is the leader in their market. 

Consumer pattern/trend considerations  

This desired  franchise will make not only older people to have a different perception about the brand 

(mature, established, trustworthy…), but it also will make the different audience aware that AriZona Tea 

is the leader in the market and could make them even more loyal to the brand.  

Exist ing franchise consideration  

The negative in the existing brand franchise is that AriZona Tea is considered a brand for young people 

according to the surveys’ results, which can be a disadvantage considering that older and mature people 
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also purchase it, so it could be a risk for potential consumers that they would have that 

perception of the brand. 

 

Competit ive franchise considerations 

The opportunities due to competitive franchises are that, as AriZona already has loyal consumers, with 

this new franchise it could reach even more people and reach not only young potential consumers but 

older ones. 

Summary statement of major problem facing brand 

According to the surveys’ results, AriZona tea’s perception of the target, which is men and women ages 

18-34, is young, youthful, fun, and vibrant. Fortunately, AriZona’s reality is the same as the perception 

which is what every company looks for. The only problem is that even though the existing franchise is 

positive and matches the reality, it could be a disadvantage in the fact that it is just considered a brand 

for young people. 

Since our target includes different types of audiences, AriZona tea’s desired franchise for the older 

people would be an experienced, respected, admired, trustworthy and dominant brand. This would 

emphasize how long AriZona tea has been around and the fact that it is number one in the Ready-To-

Drink-Tea market, the maintenance of which is the campaign main goal. Overall, as said earlier, AriZona 

consumers have a positive overall perception of the brand, and would like to keep it.  
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SUMMARY 
 

AriZona Tea preforms at the highest level possible in its Ready-to-Drink Tea industry, its consumers are 

fun and flirty and fulfill the requirements of a “cool” AriZona tea drinker. With this level of success, 

AriZona has made it possible for consumers to brand it as a youthful and up and coming beverage. 

Although AriZona has a distinct and rich history, we also know from extensive research that its loyal 

consumers are naturally led to grow with the company. By focusing on our target market, we will be 

able to better reach out to the consumers that need us most- those who strive to not only purchase and 

consume AriZona tea, but who, like us, expect only the very best from their preferred brand of tea. Here 

at Top Notch, it is not only about advertising and branding a company to its consumers, but making sure 

that this company becomes a way of life. We drink AriZona for pleasure, for refreshment and for 

fun…but most of all, to occupy those important and intimate levels of Maslow’s Hierarchy of Needs.  
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PROS AND CONS OF ARIZONA TEA CONCEPT BOARDS 
 

“Forever Young”  

Pros:  

 Energetic, fun, trendy and youthful, just like AriZona’s packaging! 

 AriZona tea consumers feel hip carrying the tea and drinking from AriZona’s beautifully -designed 

cans. 

 Consumers are encouraged to try new AriZona teas, as well as, new things! 

 Older consumers feel more youthful supporting a hip, trendy and modern brand. 

Cons: 

 Consumers may mistake the advertisement as AriZona tea makes you feel physically young, rather 

than carrying the tea makes you look young and hip. 

 It focuses on the people who drink AriZona tea, rather than the brand itself. 

 “Forever Young” is a common theme among many renowned brands. 

“Bold Southwest”  

Pros: 

 The Southwest is big and the colors of the landscapes are bold. 

 There are many big and bold attractions in the Southwest. 

 AriZona’s cans are designed with bold, colorful imagery. 

 Consumers enjoy supporting a tea that stands out among its competitors. 

 

 

Cons: 
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 Many people many not be familiar with the Southwest, its bold colors and big attractions. 

 The advertisement is focusing on the tea’s colors and design, rather than the tea’s benefits. 

 The word “Bold” could have many different meanings. 

 Some consumers may be afraid to try something “Bold.” 

“Size Matters”  

Pros: 

 Consumers love getting more product for a lower price. 

 The advertisement is about the product and the benefits of drinking from a bigger can, rather than 

being about the type of AriZona tea consumer. 

 A larger can lasts longer. 

 A larger can encourages people to do bigger things! 

Cons: 

 Some consumers may think a bigger can is more inconvenient. 

 Some consumers may mistake the advertisement as drinking from a bigger can will physically help 

them do bigger things. 

 Some consumers are afraid to try things out of the ordinary, such as a noticeably bigger tea can. 
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CHOSEN THEME 
 

For our AriZona tea campaign, our group chose to incorporate both the concept of “Bold Southwest” 

and the concept of “Size Matters,” into our final advertisement campaign.  We received a lot of positive 

feedback through Facebook for both advertising concepts.  Through our advertisements, we want to 

capture the benefits of AriZona tea’s larger can, while also, incorporating the bold colors, big landscapes 

and numerous outdoor activities found in the Southwest.  We chose to not base our advertisements 

around the theme “Forever Young,” because we felt that the “Forever Young” theme is very common 

among other brands.  We want our advertisements to be as unique as the brand of tea we are 

advertising.  We also felt that many consumers could confuse the message of our advertisement if the 

theme was “Forever Young.”  That advertisement could lead some consumers to believe that the actual 

tea makes them physically feel or look younger. However, the purpose of that theme was to focus on 

the youthful, trendy and colorful packaging.  We did not want to cause any confusion through our 

advertisements.  Therefore, our group came to our final conclusion to incorporate both concepts of 

“Bold Southwest” and “Size Matters” with the help of our friends and fellow classmates through 

feedback posted on Facebook based on the three pictures of our AriZona tea advertising concepts. 

 

Verbatims 

Forever young:  

“Although the Chevy Sonic/Nikon themes are really cool, I don't see how the AriZona tea can keep you 

"forever young". In the case of the Sonic, it gives you that freedom to "go and live an adventure" or 

"freedom" feeling. Same with the Nikon commercial...you are supposed to capture all of your 
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adventures with your camera. With the AriZona tea, it might "refresh" all of your great moments...but I 

still can't see the "forever young" thing.” 

 

“Personally, I feel the idea of "forever young" will resonate best with your target audience. I feel it is key 

to target the lifestyle of your target audience and really run with it. If you consider successful brands like 

Subaru, Toms and Red Bull, they show the lifestyle behind the product.. sort of like if you want to hike, 

adventure, do crazy sports; our product embraces that ideal and can help you achieve that goal. I’d go 

with this one and run with it. Brand lifestyle marketing is really hot right now and it will do well! 

Promise.” 

“The picture of the black and white girl holding a big bright can of colorful goodness is what gets me 

here. I dig the extremity of the people in your adds. They represent all the adventures of the youth. This 

add subliminally states that by drinking AZ tea you shall live for ever and having a blast doing so! Quench 

your thirst by drinking tea brewed on AriZona dirt.” 

 

Bold Southwest: 

 “Nice concept. I like the idea of relating the name with the southwest way of life (yes...I'm 

Mexican...but I completely understand what it means). Now there's a good point between the brand 

and being "fresh", "different", "limitless", "don't care what people think" stuff. Even now, the "forever 

young" concept makes more sense. Like!” 

 

“I love AriZona tea. In saying that, its pretty easy to persuade me here. I like how you acknowledged 

your young audience by adding your models who are dressed to perhaps do something crazy! My view 

of a bold southwest style tea would include a young female riding a bull in some fashionable clothes 
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such as these beauties.  I like how you got the message across without having these girls 

doing something crazy though!” 

 

“I really like this one but I don't know if some people would be offended by the use of "tribal" clothing. 

That aside, it's bold and fashion forward. Like, tea as an accessory.” 

 

“I think this one is the most successful, it speaks more for AriZona and the people/culture there through 

the patterns etc. If you want to propel the brand, go with this one, if you want to propel the people 

interested with the brand, go with the “forever young” one.” 

 

 

Size matters:  

“Now we are talking. Cool concept, totally related with (the can size of the) AriZona tea. I like the 

potential concept as you go look ‘for something bigger’. As in "you gotta go for it", "nothing is 

impossible", "you might start with something small...but you gotta go and look for the biggest thing out 

there". Fine, I'm a guy...ladies, SIZE DOES MATTER right?  We have a winner.” 

 

“I love how you make this can look big by placing a freaking lion next to it! Not to mention by placing a 

small kitten on the other side. Either side the can in the middle is really big, just like the actual can. Good 

job. Now I have to chug an AriZona because I have HUGE thirst. In other words, the SIZE MATTERS with a 

huge AriZona can in the middle with a kitten on one side and a lion on the other makes the ad.” 
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CAMPAIGN SLOGAN 
 

The essential message of our advertising campaign for AriZona tea is “AriZona tea offers a refreshing, 

unexpected experience equivalent to that of the bold Southwest.”  From our essential message, we 

produced our campaign slogan, “Experience the Bold Southwest.”  We will take ideas from two of our 

concept boards, “Bold Southwest” and “Size Matters” and incorporate our greatest ideas and concepts 

into multiple advertisements for this campaign.  We want to incorporate bold colors and big landscapes 

of the Southwest that will encourage consumers to do bigger things.  Our advertisements will include 

comparisons of the big AriZona tea can to doing big, bold activities, such as surfing and rock climbing, in 

the Southwest.  Through this campaign, we will focus on the benefits of the size of AriZona tea cans, as 

well as, focus on the big, brave and bold activities that take place in the great Southwest. 
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INFLUENCING CONDITIONS IN DEVELOPING 

MEDIA STRATEGY 
 

Target Audience 

The target market defined for the AriZona tea advertising campaigns are females and males from ages 

18 to 34 that are AriZona tea drinkers. Considering that this target audience is a young group, the media 

strategy will focus on the media habits they are most expose to, which according to MRI data will be 

magazines, radio and outdoor media.  

Creative Considerations 

AriZona tea has never invested on advertising; therefore, the advertising campaign that will be 

conducted will have to be creative and strong enough to have a great impact in the target market and 

keep AriZona tea as the number one brand in the RTD tea market. 

Geographic Considerations 

AriZona tea will focus on the southern regions of the United States.  The media mix that the brand will 

choose will need to be different considering this geographic area. For instance, the magazines and the 

radio stations that the target market in the South is exposed to is different from the North.  

REGIONS  INDEX 
 Northeast  133 

 South   75 

 Midwest   90 

 West   123 
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Seasonality  

Ready-to-drink tea is popular throughout the year.  The great thing about AriZona tea is it can be 

consumed cold or warm.  Fruity, sweet and refreshing flavours such as Watermelon and Arnold Palmer 

are particularly popular during spring and summer months.  However, AriZona’s flavour, Apple Crisp, is 

most likely consumed warm during the fall and winter months. 

Market Considerations 

Price 

AriZona tea’s advertising will be executed primarily through magazine and billboard advertisements.  

The “Experience the Bold Southwest” campaign will be efficiently and effectively reached by our target 

market through these two medium more so than any other medium.  The price of advertising in 

magazines and on billboards will account for more than half of our $10 million advertising budget. 

Promotion 

Due to the highly competitive nature of the ready-to-drink tea industry, many of the top tea brands, 

such as Lipton, Nestea, Snapple and Tazo, use aggressive sales promotion to boost short-term sales.  In 

order for AriZona tea to effectively use sales promotion tactics, it would be essential to use 

advertisements based on purchase occasion.  For our billboard, magazine and radio advertisements, we 

will feature AriZona tea consumers doing activities that call for refreshing hydration from AriZona tea 

products! 

Placement 

Advertising will be stressed in the southern regions of the United States.  The majority of media 

purchased will be heavily focused in southern cities on a local level, placing advertisements in local 

magazines and on local radio stations. 
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Product 

Visual illustration of the product is vital for advertising the size of AriZona’s cans.  By visually illustrating 

the drink, consumer’s senses, such as taste, smell and sight are enlivened.  AriZona tea products can be 

depicted visually more so in magazines and billboards than on the radio.  Therefore, there will be a 

heavy emphasis on magazine and billboard advertising. 

Competit ive Environment  

There are many RTD brands and new varieties on the market (approximately 105 new products were 

introduced in 2009). The competitors are strong and they have been running advertising campaigns for a 

long time. In fact, Lipton is very aggressive with their advertising and their sales have increased 31% 

after their “You are what you tea” campaign.  

Ad Schedules and Goal  

The planned advertising campaign will run beginning December 31, 2012 to December 31, 2013.  The 

“Experience the Bold Southwest” campaign will be advertised frequently from January 2013 through 

March 2013 and again from June 2013 through August 2013.  The goal is to promote AriZona’s teas that 

are popular to drink heated up during the winter months and to promote the fruity, refreshing teas that 

are better to consume cold, during the summer months. 

Media Obstacles 

The largest media obstacle that our campaign faces is the lack of finances to support this promotional 

campaign.  We want to reach several large, southern cities by promoting AriZona tea products, however, 

we are limited to a $10 million budget.  We have to be cautious and specific as to where, how frequently 

and through what type of media we promote AriZona products.  We have to be extremely resourceful 
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with the small budget we have and make sure to evenly distribute the advertisements throughout the 

most populated southern cities. 

 

BENEFITS OF CHOSEN MEDIA 
 

Magazine 

 In-depth local market coverage and emphasis  

 Scheduled release date 

 Room for extensive copy 

 Short lead time 

 Coupons / Promotions 

 Flexibility:  Both geographic and production 

 Message can be re-read as often as reader desires 

Radio 

 Good coverage: Local and regional 

 High frequency 

 Low cost 

 Low CPM 

 Selectivity 

Outdoor   

 Proximity to distributor 

 Location selectivity 
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 Mass reach (daily) 

 High frequency (monthly) 

 Low CPM 

 Constant presence 

 Creative impact 

 Geographic flexibility 

 24-hour a day exposure 

 Opportunity to position message to consumer on way to points of purchase 

 

Budget 

Since this is going to be AriZona tea’s first advertising campaign, the budget is limited to roughly $10 

million. This is going to affect the media strategy and will limit the media mix to magazines, radio and 

outdoor media.  
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MEDIA  MIX 

 

Target Market Definit ion 

According to the MRI data, the target market AriZona tea will focus on are males and females from ages 

18 to 34 that regularly consume AriZona tea.  Those within our target market are moderate to heavy 

users of radio, TV and magazines. Considering that the budget is limited to $10 million, the media mix 

will be composed of radio spots, print ads in magazines and outdoor advertising.  

Effective Reach Goal  

Each month of 2013, the media schedule for AriZona tea will attempt to effectively reach 60% of all 

ready-to-drink tea consumers, adults ages 18-34. 

Effective Frequency Goal 

A minimum typical four-week effective frequency level of 12+ units of AriZona tea is recommended for 

AriZona tea in fiscal year 2013.  An effective frequency level of 3+ units of AriZona tea is recommended 

per week. 

Determination of Advert ising Frequency Level  

The result of analyzing relevant marketing and advertising factors indicates that a 12+ unit frequency 

level is appropriate for ready-to-drink tea consumers, adults ages 18-34 in a typical four week period.  

Each of our targeted consumers must be exposed to twelve or more impressions in order for us to reach 

our frequency goal. 

Continuity  Objective 

During the fiscal year of 2013, media for AriZona tea will be scheduled using a pulsing pattern, given the 

high seasonality of the brand and the need to have constant market exposure.  Pulsing allows our 

executions to break through the clutter during seasons of high ready-to-drink tea advertising, such as 
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the winter and summer months.  In addition, due to the competitive nature of the ready-to-

drink tea industry, it is essential to maintain a constant share of voice. 

Media Mix and Rationale 

Magazines have flexible coverage and will give the brand the opportunity to focus on their target 

market. We believe that magazines will be the best option in this media mix since AriZona tea’s target 

market consists of heavy magazine readers.  This media will give an efficient and effective coverage of 

AriZona products.  There is the opportunity to see the ad every time the reader is re-reading the 

magazine, so he or she can remember the ad in the future. 

Radio has high frequency and good coverage locally and regionally, which will be perfect for the brand.  

It is easy to select the target age in radio due to its format. Moreover, radio media is extremely 

negotiable which is good because the campaign evaluation will be based on tracking studies and some 

changes may be needed. 

In conclusion, outdoor advertising easily attracts the attention of our target audience.   Consumers 

cannot "switch off" or "throw out" billboards. Everyone is exposed to billboards whether they are 

conscious of it or not. In this sense, outdoor advertising truly has a "captured audience.”  It's messages 

work on the advertising principle of frequency.  Since most messages stay in the same place for a period 

of a month or more, people who drive by or walk past, see the same message a number of times.  

Particular locations can be acquired for certain purposes. Outdoor advertising is an excellent adjunct to 

other types of advertising. In fact, it is most effective when coupled with other media forms. We believe 

is a good option for AriZona tea because it can stimulate drivers when they are on the road and convince 

them to buy the product while stopping at convenience stores or gas stations. 

Primary Medium: Print  

The primary medium used for AriZona tea’s “Experience the Bold Southwest” advertising campaign is 

print via magazines and outdoor media, specifically billboards.  These print media outlets will allow us to 
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effectively reach AriZona tea’s target audience in the most cost-efficient manner.  Through these two 

media vehicles we will be allocating most of the advertising budget. 

Secondary Medium: Radio 

The secondary medium used for AriZona tea’s “Experience the Bold Southwest” advertising campaign is 

radio.  Radio is also a cost-efficient media in which AriZona’s products can gain exposure.  Through local 

radio stations we will have the opportunity to reach our target on a more personal level with geographic 

concentration.   
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CAMPAIGN EVALUATION 
 

We believe that the best campaign evaluation method for AriZona tea campaign will be concurrent 

evaluation. This testing will be done when the advertising campaign is in progress. Concurrent 

testing will permit the company to make modifications during the campaign, if needed.  

 

The two major types of concurrent testing are tracking studies and coincidental studies. We will use 

tracking studies and will conduct a series of interviews with the target audience. These studies will 

allow the company to understand the effectiveness of the entire campaign and how much exposure it 

is creating. We will create the tracking schedule in advance to minimize error and to increase the 

validity of our research. Tracking studies will also allow to generate data on AriZona tea costumers’ 

product satisfaction, awareness, attitudes, desires, and the amount of product usage on average of 

the market target, helping AriZona tea to make improvements in future campaigns. Finally, it will also 

justify the return on the campaign investment (ROI).  
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