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Executive Summary

Surfside is a rapidly growing canned alcohol beverage brand, renowned for its easy-going, beach-
themed style, described as “sunshine in a can”. It is primarily known as a non-carbonated alternative to
other competing seltzers within the canned cocktail industry, emphasizing variations of hard iced tea
and hard lemonade flavors.

With summer rapidly approaching, Surfside is recognizing the season as an opportunity for critical
growth within the market and must take advantage of all opportunities to grow the brand to new
heights. In pursuit of this growth, Surfside is striving to increase its online presence, upgrade and
develop email and SMS strategies, increase retail sales, implement new and improve upon existing
online channels, work with influencers on the micro and macro level, and finally develop strong
benchmarks into its content plans.



Having researched Surfside's active media pages, it was evident that the implementation of new
marketing tactics was paramount for sustaining positive growth. While Surfside has many strengths
when it comes to its online appearance, themed marketing campaigns, and use of social media, there
is room for improvement in these categories. In this proposal, Surfside is being approached with a new
$100k content strategy, including a $35k allocation to hero content, the driving force behind updated
marketing campaigns. Coinciding with this, Surfside will delve into multiple categories of content,
including new YouTube videos, podcast episodes, and newsletters, in addition to its existing social
media outlets. Similarly, the company will also expand its demand generation by investing in paid
advertisements in tandem with updated SMS and email marketing platforms for loyalty building and
demand harvesting purposes. These goals will be accomplished through the application of the
suggested new platforms and software integrations, Meta Advantage+, Attentive, and Omnisend.

With the updated marketing succession plan, Surfside is poised to take full advantage of the
upcoming summer season by carrying out an overhaul of its existing marketing to take it to the next
level, and therefore increase its customer base.

Objectives + SMART Goals

Surfside's 2026 Summer strategy is built around five measurable objectives spanning brand
awareness, audience growth, retail performance, content channel launches, and influencer impact.
These are each tied to specific metrics and deadlines across the May through August season.

The first objective is brand awareness and reach, with a goal of increasing total social media reach by
30% year-over-year between May 1and August 31, 2026. Success will be tracked through impressions,
follower growth of 30% across Instagram, TikTok, and YouTube Shorts, and a cumulative 2 million video
views across all platforms by the end of the season.

The second objective focuses on owned audience growth through email and SMS. The target is to add
50,000 new combined subscribers before July 4th, 2026, measured by new subscriber count, cost
per subscriber, and an SMS opt-in rate of at least 25% of the email base. Key tactics driving this goal
include a "Summer Starts Here" giveaway, QR codes placed at retail locations and events, and
influencer swipe-up opt-ins throughout the season.

The third objective is retail sales lift, aiming for a 20% increase in sell-through across Surfside's top 10
retail markets compared to Summer 2025. Performance will be measured through velocity per store
per week, promo redemption rates, and geo-targeted paid media results. Supporting tactics include
geo-fenced paid ads, an SMS "Find It Near You" campaign, and influencer content that calls out
specific store locations.



The fourth objective is the launch of Surfside's video and podcast channels. The YouTube channel
should launch by May 15, 2026, reaching 20,000 subscribers, 200,000 cumulative long-form video
views, and a 10% average view rate by season's end. The accompanying podcast targets 8,000
downloads within its first eight weeks of release.

The fifth objective covers influencer impact, targeting partnerships with 20 micro-influencers in the
10-50k follower range and 5 macro-influencers with 250k or more followers between April and August
2026. Combined, these partnerships should generate 3 million cumulative impressions, a 5% average
engagement rate, and 10,000 tracked link clicks across the season.

Finally, all paid media activity is held to consistent performance benchmarks integrated into the
broader $100k content plan: a click-through rate above 1.5%, a cost per acquisition below $8 for email
acquisition campaigns, and a return on ad spend above 3.0 for retail-focused campaigns.

Research Insights + Recommendations

Media Analysis
Website

Surfside's website makes a strong and immediate first impression. The hero section leads with a bold
"Sunshine in a Can" headline set against a bright golf course backdrop, with the 100 calories and O
bubbles callout front and center, communicating the brand's core value proposition within seconds of
landing on the page. Navigation is clean and intuitive, with dedicated buttons for Flavors, Press, Find in
Store, and Shop, keeping the experience simple and purposeful. The new flavors section is visually
well-executed, showcasing the colorful can lineup in lifestyle settings that feel consistent with the
brand's sun-soaked aesthetic. The product information page is a particular standout, using four
branded badges, "No Bubbles No Troubles," "Gluten Can Piss Off," "Can't Fake What's Inside," and
"Proudly Kosher Rabbi Approved" — to communicate product credentials in a way that is both
informative and true to the brand's personality. The embedded "Get Social" section brings the
Instagram community onto the site effectively, with content like the Good Vibes Tour RV post
reinforcing the experiential side of the brand.

That said, there are meaningful opportunities to strengthen the site's digital marketing performance.
The newsletter signup, while styled well with a "Join the Party" CTA, is positioned at the very bottom of
the page below all footer links, significantly limiting its visibility and opt-in potential. Moving this to a
pop-up or prominent above-the-fold placement and pairing with an incentive like a discount or
exclusive offer would meaningfully improve list growth. Additionally, the site only links to Instagram
and Facebook, with those icons appearing twice in the mid-page and footer sections, but no links to
TikTok, X, or YouTube despite Surfside maintaining verified presences on those platforms. This creates
a fragmented brand experience and misses an opportunity to drive cross-platform engagement.
Finally, both shopping options redirect users to Stateside Brands rather than completing the purchase
on the Surfside site itself, which introduces unnecessary friction in the conversion path. Overall, the



website reflects a strong and cohesive brand identity. These recommendations are opportunities to
maximize an already solid foundation rather than overhaul what is working.

Email Newsletter

The existing email newsletter does several things well. First, it leads with strong brand imagery of
friends enjoying Surfside at the beach, centers the logo prominently, and uses large, legible text that
reinforces the brand's visual identity. An "Order Now" button and links to press and media content add
utility, and Facebook and Instagram are linked via icons. However, there are meaningful gaps to
address. The newsletter should be triggered as a pop-up on the website with an incentive such as a
discount or free gift to drive sign-ups. Content should be made more interactive and include current
promotional campaigns to keep subscribers engaged. X should also be added to the social links for
consistency. One significant issue is that the newsletter is currently being flagged as spam upon sign-
up, which needs to be resolved to protect deliverability and list growth.

Instagram

Instagram is where Surfside's digital presence is strongest. The profile is well-constructed, and the
logo serves as the profile picture, the bio communicates the brand personality clearly with the "no
bubbles no troubles" slogan, and pinned posts effectively highlight the product alongside a notable
Forbes feature. Highlighted Stories provide clear pathways to promotions and purchase. The brand
integrates naturally with sports culture, pop culture, and seasonal events, and the active "Good Vibes
Tour" campaign (featuring an RV traveling through Florida with free samples and a photo booth) is a
strong example of experiential marketing extending into social content. Influencer partnerships are
also in use. The main areas for improvement are engagement and discoverability: Surfside should
respond to customer comments more consistently, ensure influencer collaborators are properly
tagged in posts, and use hashtags more strategically around the brand slogan, name, and relevant
events to expand organic reach.

Facebook

Facebook represents the weakest channel in Surfside's current digital presence. The about page is
underdeveloped and does not give new visitors a clear picture of the brand, and engagement is
notably low, with approximately 12,000 followers and fewer than 100 likes on most posts. Given that
Facebook's user base skews older than platforms like Instagram or TikTok, the recommendation is to
tailor content strategy here toward an older demographic, like emphasizing lifestyle, occasions, and
product education, rather than the trend-driven content that performs on other channels. Increasing
posting frequency and improving the page's profile information would be foundational first steps.

X (Twitter)

Surfside has a verified X account but is not leveraging it effectively. The brand's content on Xis heavily
skewed toward baseball, missing an opportunity to associate with the broader range of sports and
lifestyle contexts the brand is built around. The recommendation is to diversify sports associations and



actively engage with high-impression posts and conversations already happening on the platform,
which is a low-cost way to increase visibility and brand relevance.

TikTok

TikTok's algorithm heavily rewards consistency, and Surfside's current posting inactivity is working
against the brand's ability to build traction on the platform. The primary recommendation is to
increase post frequency significantly, using creator-native formats like trending audio, POV content,
day-in-the-life, rather than repurposed assets from other channels. Regular activity is the single most
important factor in maintaining and growing reach on TikTok.

Content Strategy



Budget Allocation ($100K)

The largest share of the budget ($S35k) goes toward hero content
production, covering 2-3 high-quality video shoots in beach and
outdoor lifestyle settings that serve as the anchor for all channels
throughout the season. This includes footage that can be
adapted for YouTube, paid ads, and organic social, making it the
most leveraged spend in the plan. From there, $25k is allocated
to influencer and creator partnerships, split between macro
influencers for broad reach and micro-influencers in key markets
like San Diego, Miami, and Austin. Authenticity takes priority over
raw numbers, and these partnerships feed directly into the
brand's omni-channel presence. Paid social amplification across
Instagram, Facebook, and Pinterest receives $20k, though that
spend shouldn't be activated until organic content has
demonstrated what's resonating. An additional $8k is set aside for
podcast and YouTube-specific production which covering
recording equipment, editing, copyright rights to music, and
episode development costs as Surfside builds out those new
channels. Photography and static assets receive S7k for product
shots, lifestyle stills, and retailer materials, and a S5k contingency
is held back for trending moments, UGC amplification, or
opportunistic collaborations.

Content to Develop for Launch + H1

The centerpiece is a 60-90 second "Summer Starts Here" hero
brand film positioning Surfside as the drink for easy, in-between
summer moments like post-surf, rooftop hangs, a pregame that
stays chill rather than loud. That film gets cut down into 15s and
6s versions for paid social, pre-roll, and stories across platforms.
On the creator side, product should be seeded to both macro and
micro influencers 3-4 weeks before launch to generate authentic
first-taste content that feels organic rather than scripted.
Throughout the season, an occasion-based content series ties
Surfside to specific summer moments like beach volleyball, boat
days, backyard cookouts, and outdoor concerts. This gives each
channel a consistent but platform-native story to tell. Clean
retailer and trade assets round out the production needs for in-
store displays, end caps, and cooler clings, while a simple UGC



challenge or tag mechanic encourages real customers to post

and become part of the brand story.

Building the Story Across Digital Channels

Instagram serves as the visual anchor, where a clean, sun-
drenched feed aesthetic is maintained while Stories and Reels
carry behind-the-scenes and creator content. TikTok requires a
different approach however. Content here should be built natively
by creators rather than repurposed from Instagram, leaning into
trending audio, POV formats, and day-in-the-life styles. Paid
social spans Instagram, Facebook, and Pinterest with 3-4 creative
variants tested early, scaling only what performs. Email and SMS
form a critical owned-channel layer: a pre-launch teaser, a launch
day announcement, and a recurring "where to find us this
summer" series keep the brand top of mind with existing
customers especially if Surfside can create content with their
mobile van. YouTube and podcast content extend the brand
narrative into longer-form storytelling, building credibility and
community beyond the scroll. In markets where Surfside has retail
presence, paid content should be geotargeted to align with in-
store activations.

The season follows a clear narrative arc: the pre-launch window
(2-3 weeks out) is for teasing, seeding creators, and building
curiosity; launch week is when the hero content drops, paid turns

on, and the first email goes out; mid-season through June and

July sustains momentum with occasion content, podcast
episodes, and UGC amplification; and late August shifts to a "last

days of summer" tone while capturing learnings to carry into the
fall strategy.

User Personas



Jose Martinez

Chelsea
Whittaker

BIO

Jake spends his weekends or his free
time going out with his friends or
hanging out with his coworkers after
a shiff. His go to spots are the beach,
the park, or meeting up at a friend's
house. He's extroverted and outgoing,
always frying to make any time as
fun as possible. He likes to get easy to
grab drinks with a variety where he
can be confident people will enjoy.

VALUES/GOALS

* Have fun with friends

* Keep things simple and easy

* Making sure people are having a
good time

BIO

Chelsea focuses her lifestyle on
health and wellness but also
does want a drink from fime to
time if she’s at a social event.
Drinks that are low calorie and
contain low sugar are important
to her so she feels she is aligned
with her health goals.

VALUES/GOALS

* Maintain a healthy lifestyle

* Can drink without guilt

* Choose brands that have health
as part of their identity

DEMOGRAPHIGS

¢ Occupation: Server at a
Restaurant

+ Age: 26

¢+ Location: San Diego, CA

DISLIKES

¢ Doesn’t have time to make
complicated drinks

* Needs drinks that are available
at his favorite spots

* Needs something portable and
shareable

FAVORITE BRANDS

) coorbasH
TARGET

DEMOGRAPHICS

¢ Age: 31
¢ Occupation: Yoga Instructor
* Location: Denver, Colorado

DISLIKES

* Sugary, high-calorie alcoholic
drinks

+ Artificial ingredients

* Heavy Hangovers

FAVORITE BRANDS
R sweetgreen

lululemon




Anthony Johnson

Eugene Rockwell

BIO

Marcus centers his life around sports,
he is up to date with all sports players
and any statistics from past or
present. He loves going to games as a
season ticket holder and hanging out
at tailgates before the games and
going to parties to watch games with
his friends and family. Anthony loves
using sports as a conduit for his social
activities and likes to stay up to date
with all sports affairs.

VALUES/GOALS

* Maximize the game day
experience

* Enjoy drinks that are easy to
carry around

* Stay social and engaged
without interruptions

BIO

Eugene is a big career focused
individual but he also likes tc have a
good time on his days off. Whether
with he's with his friends on the
weekends or outreaching with other
business professionals he likes to hit
the courses and needs a couple drinks
to get everyone in a good and
competitive mood. These weekends
are important to Eugene because
they’re his outlet from the stress of his
job.

VALUES/GOALS

* Connect with business
professionals in a fun way

* Make sure everyone’s in a good
mood

* Drinks that he can carry around
easily and are easy to hand
around.

Email Newsletters

DEMOGRAPHIGS

¢ Age: 22

¢ Occupation: Sales
Representative

* Location: Chicago, IL

DISLIKES

¢ Long concession lines that pull
him away from the game

+ Heavy alcoholic drinks that make
him lose focus on the game

+ Limited drink options that feel
boring or generic

FAVORITE BRANDS

NSTDOIT.

Fanatics

DEMOGRAPHICS

* Age: 45

+ Occupation: Investment
Brokerage manager

* Location: Miami, FL

DISLIKES

* Not being able to stay sharp and
connect with people

+ Expensive country club cocktails
on the courses

* The possibility of a weekend
ruined

FAVORITE BRANDS

&

TOPGOLF

AMERICAN

[EXPRESS]

Omni-Channel Campaign Strategy




| A LIGHTER WAY TO
Surfside| - pRINK THIS WEEKEND

Why Suriside?

» Made with Real Tea
» Made with Real Juice
» Only 100 Calories

» 2 Grams of Sugar

A CLEANER WAY TO
SIP

Surfside’s all-natural
ingredients, premium vodka,
and low sugar content make

Surfside a great pick for those
who want a clean, crisp. and

easy Lo enjoy drink.

TRY SURFSIDE THIS WEEKEND
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Why Surfside?
Ready to Drink

Variety of Flavors

Delicious
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SMS Marketing

SURFSIDE

“Welcome to Surfside! It's Friday Night!
You're officially in. Get ready Surfside is ready when you
for refreshing drinks made are. Grab a 12 pack for the
for beach days, game days, crew.
and everything in between.”

Perfect for sharing. Don'’t

“What's your vibe? Reply show up empty-handed.
f Beach Hang

2 Game Day
@ chill Night
@ Golf Weekend
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¥ Check Out Our Giveaway
on Instagram! ¥

Enter to win limited edition
shirts, koozies, and a GIFT
CARD

Did you know you can crush
a workout and enjoy Surfside
guilt free? With premium
ingredients and real tea,
Surfside is only 100 calories!

Refresh without the guilt!
Grab a pack of Surfside
today.
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Episode 1 - The Weekend Playbook (The Social Drinker)

This episode of the podcast will be a strong opener to help Surfside establish itself as a cool company
that caters to people who like to have fun, casually drinking with friends on the weekends. The episode
will feature 3-4 employees from the company who are playfully notorious for living it up with one
another on the weekends. The premise will be that they are telling funny stories from their times
hanging out when they were drinking Surfsides, as well as good advice on what differentiates a good
hangout from a bad one. To keep it structured, the friends will tackle one topic at a time. Various topics
will include: the best hangouts they've ever had, loosely emphasizing Surfside’'s role, the perfect
recipe for an effortless kickback, things that ruin the vibe with stories to coincide, and finally, a rapid-
fire section about preferences, best moments, or embarrassing stories. This episode will be an
enjoyable experience for not only people who are fans of Surfside, but also people who like to spend



time sharing any sort of drink with their friends on the weekend. Jose Martinez, our social drinker, is the
perfect target for a listener of this episode.

Episode 2 - Behind The Can (Health-Conscious Sipper)

This podcast episode will dive deep into the creation of the beverage consumers know and love,
sharing what feels like fun insider information in a fun and transparent way. The episode will be
structured in the form of an interview, where the host will have a factory manager and a project
developer present to answer various questions about all things production when it comes to Surfside.
Many topics will be covered in this episode, including how the product is made, truths about low-
calorie drinks, interesting facts that most brands don't typically tell customers, and even how new
flavors are decided and created. This episode of the podcast is designed to be interesting and
informative, presenting a plethora of useful information in a credible manner that somebody such as
Chelsea Whittaker, our health-conscious sipper, would find fascinating.

Episode 3 - Perfect Game Day ProKit (The Game Day Fan)

This episode is catered to a true game day pro, someone who lives for the game and understands the
importance of standing by their team. Drafting the perfect game day is often a controversial topic, as
everyone has their own idea of what that looks like. We will also spotlight Surfside as a top pick for the
choice of drink. In this episode, the hosts break down what's essential for creating the ultimate game
day experience. The conversation is competitive and highly interactive, pulling in listeners and
encouraging them to think about their own game day setups. Midway through, we introduce a game
that brings the energy up, building off everything discussed about creating the perfect game day. We
also include a wrap-up of recent games, leading into a “Two-Minute Drill: Game Day Edition,” where
hosts and guests rapidly debate different topics in under two minutes. Overall, the episode is fast-
paced, high-energy, and intense, designed to get listeners fully hyped and ready for the game.

Episode 4 - What Makes a Perfect Round? (The Weekend Golfer)

This episode centers around the golfer persona, focusing on creating a dynamic debate between the
hosts and listeners about what truly makes a perfect round. It explores the key elements that shape
that experience, from specific techniques in the course to the overall mood and mindset needed to
stay consistent and perform well. A major part of that conversation is what you're drinking. This is
where Surfside is naturally integrated, emphasizing its portability, accessibility, and cost-effectiveness
throughout the round. It becomes part of the overall formula for keeping the experience smooth,
social, and enjoyable without disrupting focus. The episode is designed to be highly interactive,
encouraging listeners to share their own ideas of what makes their perfect round, from gameplay
strategies to drink choices. It also includes a call to action, inviting listeners to try Surfside themselves

as a way to stay sharp, relaxed, and fully engaged throughout every detail of the game.




Video 1- Influencer Interviewing (Long Shorts Video)

At a sports game, we'll collaborate with a small sports YouTuber (eg, Jackson Olson). The video would
start with Jackson saying that he's partnering with Surfside to find the insights of fans, then going out
pre and post-game to different fans asking them questions about their favorite teams, players, and
favorite rituals. Finally, we'll ask them what their go-to beverage choice is for gameday and ask them if
they have ever heard of Surfside, proceeding to give them a free can. We can then have them try it to
tell us what they think. The video would be approximately 2 minutes long.

Video 2- Sensory forward commercial at a beach

The commercial starts off at the beach with people sitting in beach chairs when someone opens a
cooler of Surfside, and it pans to a top-down view of the can with the sound and visual of the can
opening. Then it pans again to everyone dancing and partying on the shoreline with the surfside cans
in hand. Laughter will be audible alongside soft sounds of the waves crashing.

Video 3- Competitive Game Video

An advertisement where middle-aged men are playing a game at a golf course, and their goal is to
“play golf,” but instead of hitting it in the hole, they have to knock over a can of surfside. They are
drinking surfside while competing with each other. Cutting over to their great shots and miserable
misses, their banter, all while having them drinking surfside with a smile on their face. The winner at the
end gets a 24 pack of Surfside and is celebrating on a podium, while the losers look saddened while
golf clapping, but setting a theme of unity. We are the champions playing during the celebration part
of the ad.

Video 4- Informative-based video

Short video with a panoramic of the different beverages in line adjacent to fruits and a very vibrant,
colorful background with the song “Walking on Sunshine” playing in the background softly with a
woman's voice saying, “ A non-carbonated seltzer made with real tea, premium vodka, and a variety of
flavors to choose from, it delivers a crisp, clean taste at only 100 calories. Made for wherever the good
times take you. Surfside no bubbles, no troubles.”

Video 5- Campaign-based video

Based on their current Surf and Turf campaign. The video will start with a POV of entering Chickie’s
and Pete’s and a montage of the meet and greet with Jimmy Rollins, and then cut over to people
enjoying their food at the restaurant and other participating restaurants with the Surfside drink combo.
It will end with a drone zooming out from the restaurant and over the city of Philadelphia with the
Surfside logo centered at the front of the screen. Paradise by Coldplay would be playing in the
background throughout the video.



Strategic Brand Partnerships

Micro-Iinfluencers

Jenniter Friday
jennnbellee

Las Vegas-based content creator and beverage cart girl at a golf course

34K followers on her personal Instagram, 452K on her golf-focused account @jennnbellee
Built her platform documenting real, candid interactions with golfers on the course

Content style is fun, relatable, and humor-driven — matches Surfside's laid-back brand voice
perfectly

Her audience is primarily golfers and golf lifestyle enthusiasts, which aligns directly with
Surfside's existing sports marketing and golf course imagery

As someone who literally serves drinks on a golf course, a Surfside collab would feel complete
organic rather than forced

WHY?

%marl ArianNa  ywuye
kumari_arianna

Beach and coastal lifestyle content creator with an authentic, sun-soaked

aesthetic

Content leans heavily into beach days, ocean moments, and island-inspired living

Already has swimwear brand collab experience with @maoiswim, showing she's

comfortable with sponsored content and product integration

e Content style is vibrant and lifestyle-forward — aligns directly with Surfside's
colorful, summer-first brand identity

JB

@ @jb_ofthe_sun WHY?

* Bio reads "Be your own sun ¥ ", very aligned with Surfside's sunshine and
good vibes identity

o Already partnered with Fujifilm (@fujifilmfrance and @fujifilm_id), showing
brand collab experience

» Content themes include cinematic travel, nature, and adventure, visually
beautiful and aspirational

» His aesthetic and vibe match Surfside's color palette and laid-back outdoor
energy perfectly

Macro-Influencers



https://www.instagram.com/jennnbellee/
https://www.instagram.com/kumari_arianna/

Madison Beer ~ WHY?

e Global Reach &
Influence (40M+
Followers in 1G)

e Involvement in the

. fashion and music
I@I @madisonbeer ndlustry
e Cross-generation

appeal A

Rory Mcllroy - why?

e Among the best
professional golfers in
the world

' l . e 2x Back-to-Back
@ @rorymCIIroy Masters Champion
o Affiliated with large,
reputable companies

David Dobrik - wHy?

e Tens of millions of
followers across
multiple platforms

. . e Known for high-energy,
u @daVIddObrlk social atmosphere

e High-engagement,

short-duration content

Brand Collaborations

MLB-PNC Park

@& PNC Park

e Proven stadium success: Surfside already has locations at other baseball stadiums where they
have pop-ups specifically for their products. This is an expansion of something that is already
working.

* Reliable Income/Sales: Stadiums are consistently holding games and have people buying
concessions frequently meaning that sales are assured

» Regional brand building: Expands brand reach more nationally and helps consumers identify with
the brand.

e Game-day culture fit: Light, refreshing drinks with low alcohol are ideal for watching sports
games.

WHY?



https://www.mlb.com/pirates/ballpark

Live Nation
&P Live Nation

e Mass exposure: Live Nation runs thousands of concerts and festivals which helps branch

the Surfside brand to new and potential customers

Situational Influence: People frequently purchase and drink alcoholic beverages at festivals

and live music events which will influence customers to purchase surfside because limited
products are available and Surfside will be there.

Demographic: Younger audiences tend to go to concerts held by Live Nation which fits in

with our target demographic increasing the likelihood of exposure and conversion.

VIP Lounge access: At certain venues we can create VIP rooms that are associated with our

brand to help create desire and positive brand association for Surfside ‘

WHY?

LIVE NATION

UL SI QRS eSSIONS

P
o SRS TP,

Billabong

§§BILLABONG WHY?

e Brand alignment: Both companies represent surf and beach culture. With a congruent brand
identity there is a higher likelihood of consumers to connect with the collaboration and deepen
consumer identity with the brand.

* Merch: We would be able to create an exclusive clothing drop that associates with the Surfside
brand. This can become a staple for our brand and help with multiple promotional aspects.

» Authenticity boost: Billabong would support the credibility of Surfside’s brand identity helping
align the perception of the brand to the consumer.

Paid Advertisements + Copywriting
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drinksurfside.com
Made with real tea, Learn more
100 calories, no bubbles, just

smooth refreshing flavor.

Rosy Aguilar

This Facebook paid advertisement targets males and females ages 30-50 who enjoy casual
social settings such as backyard barbecues, sporting events, and outdoor activities like golf,
which aligns with Surfside’s “weekend golfer” and social lifestyle personas. The ad will run on
Facebook as a sponsored post with an estimated spend of $6,000 over four weeks, with the
primary objective of driving conversions and in-store traffic. The visual features a relaxed,
real-life setting of friends enjoying Surfside on a golf course, reinforcing the brand’s role in
everyday social occasions. The headline, “Your Go-To for Easy Summer Weekends,”
emphasizes convenience and versatility, while the caption highlights key product benefits:
“Whether it’s a backyard BBQ, a day on the course, or watching the game, Surfside is the
perfect grab-and-go drink. Made with real tea, only 100 calories, and no bubbles—just
smooth, refreshing flavor.” The call-to-action, “Find It Near You,” encourages immediate
purchase behavior by directing consumers to nearby retailers. Overall, this ad leverages a
more practical and relatable approach tailored to Facebook’s slightly older audience,
focusing on real-life usage occasions and clear product value to drive action.
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SUNSHINE IN A CAN
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drinksurfside The Surfside wave isn't slowing down #_,
Summer's calling and we're answering & © Buy one pack, get
one FREE all season long — because good vibes are better
shared. Link in bio to shop. #Sunshineinacan
#NoBubblesNoTroubles #Hardtea #Summerdrink #Summer

This Instagram paid advertisement targets males and females ages 21-30 who enjoy social
settings, outdoor activities, and summer experiences such as beach days, concerts, and
casual hangouts with friends, aligning closely with Surfside’s “social drinker” persona. The ad
will run on Instagram across feed and stories with an estimated spend of $6,500 over a four-
week period to drive brand awareness and engagement during the peak summer season. The
creative features a bright, vibrant imagery of friends holding Surfside cans, reinforcing the
brand’s social and shareable nature. The headline, “Sunshine in a Can,” highlights the brand’s
core identity, while the caption emphasizes seasonal relevance and promotion: “The Surfside
wave isn’t slowing down £, Summer’s calling, and we’re answering = Buy one pack, get one
FREE all season long—because good vibes are better shared.” The call-to-action, “Find Your



Flavor,” encourages users to explore product options and make a purchase. Overall, this ad
leverages strong visual branding and a promotional incentive to capture attention and drive
consumer action on a platform where Surfside already performs well.

This Pinterest paid advertisement targets
females ages 21-35 who are interested in
wellness, summer aesthetics, and curated SUMME
social experiences such as beach days, ESS
brunches, and hosting gatherings, aligning
closely with Surfside’s health-conscious and
lifestyle-focused persona. The ad will run on =
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can, and fresh fruit, designed to feel
aspirational and “save-worthy” for users
browsing inspiration content. The headline,
“Summer Hosting Essential ©,” positions
Surfside as a staple for curated summer e
moments, while supporting text highlights PR g ey s

key product benefits: “100 Calories * No 100 Calories * No Bubbles * All Summer... oo
Bubbles « Easy Sipping.” The call-to-action, Surfside
Sponsored

“Grab A Pack,” encourages users to explore

the product lineup. Overall, this ad leverages Example of possible women's Pinterest

board below with saved Surfside ad for
inspiration

Pinterest’s highly visual and female-
dominant user base by presenting Surfside as
a light, refreshing, and stylish addition to
everyday summer experiences.
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Platform and Software Integrations

To improve Surfside’'s digital presence, the company will be integrating three new marketing platforms
to their repertoire. These additions will allow Surfside to more effectively target potential consumers
in three areas: demand generation, demand harvesting, and loyalty building.

Meta Advantage+

Meta Advantage+ is an Al-powered suite of products designed to optimize social media campaign
performance. The platform automatically applies its artificial intelligence towards the campaign’s
audience, placement, and budget. Meta Advantage+ claims to improve cost per acquisition by
upwards of 7%. Additionally, it boasts a 10% lower cost per qualified lead and a 20% improvement in
cost per acquisition when using Advantage+sales campaigns. This service is used by many reputable
companies, including Hydro Flask, Vuori, Mattel, and Unilever. Implementation of Meta Advantage+ will
result in more cost-effective demand generation for Surfside when uploading paid advertisements on
flagship social media platforms.

Attentive

Attentive is an SMS, RCS, and email marketing tool that utilizes Al functions to capture, store, and
activate customer data in a cost-effective manner. Used by large companies such as Samsung,
Reebok, and Crocs, Attentive integrates personalized data to deliver highly effective digital marketing
directly to consumers, particularly with its SMS functions. Its SMS function, which Surfside should
adopt, promises over 2x conversion rates, 50% higher spending rates from replying customers, and



over 1billion messages sent and received monthly. Surfside will be able to directly target consumers
with necessary information, including but not limited to: new flavor drops, online or in-store sales
promotions, or local events taking place. SMS marketing is an underutilized market for the company,
and necessary steps should be taken to adopt Attentive. Implementation of a platform such as this, for
Surfside, is a necessary and worthwhile investment towards harvesting demand from potential
customers, of which Surfside possesses a phone number.

Omnisend

Omnisend, another email and SMS marketing platform, is one of the best at what it does. This software
is designed to make email campaigns as effective as possible. By simply uploading brand assets,
Omnisend can heavily assist in creating campaigns that are on brand every time. With over 150,000
brands using and trusting it, the company advertises a $79:1 ROl ratio, solidifying itself as a strong
investment. It also has many different pricing options based on the volume of customers that emails
will be sent to, with further options to use either the standard model or pro, which provides support for
unlimited emails and support for more contacts, depending on the volume of customers. Omnisend
also provides support and recommendations for campaigns to assist in making them as effective as
possible, thus transferring much hard work away from Surfside’s in-house marketing team. Utilizing
this platform would alleviate a lot of labor from Surfside, while enabling them to make more money in
the process.

Conclusion

Surfside is a generally recognizable brand, although not as mature as brands such as White Claw and
Truly. They are currently growing as a company and with their product line. We have chosen to focus
on developing brand awareness and outreach across digital platforms because the brand already has
a consistent product, so a majority of marketing efforts need to be focused on generating demand
from consumers. Surfside has a strong brand identity that can connect with a wide array of consumers,
so utilizing this is pivotal to the success of the current campaign.

The reason we decided to branch out into new media-centric marketing is that consumers are
increasingly spending more time on internet platforms compared to traditional media such as TV
commercials and Radio ads. A lot of our media is owned media, reducing our costs with most of them
focused on partnerships and production. The multi-media strategy also lets us demonstrate our
company identity efficiently, creating better brand recognition amongst new and recurring customers.
The use of Influencer content marketing and brand partnerships is the primary method for our
expansion of brand awareness. This will be the majority of our expenses, but it is expected to propel
our growth better than other outlets. We chose to partner with Baseball stadiums, Jennifer Friday, and
Rory Mcllroy to expand our outreach with sports enthusiasts. We chose Billabong, Kumari Arianna, and
JB to reach the beach lifestyle. Finally, we partnered with Live Nation, Madison Beer, and David
Dobrik for large-scale multi-industry placement and general population outreach.



For our owned media, we plan on developing existing media platforms and also branching into creating
a YouTube channel and podcast for our brand that lets us streamline our brand identity and promise to
the consumer. Creating engaging content that a consumer will elect to interact with rather than
forcing them, as advertisements frequently do. The YouTube channel and podcast episodes will be
centered around the same topics, but have their respective creative elements based on their
platforms. The production can be done in an inexpensive way with the potential to catch virality and
reach a mass audience. Additionally, our platform integration will add supplemental use and
accessibility from the back end to create manageable systems for observing metrics and keeping
consistent brand production throughout all potential platforms.

Our goal to increase retail sales will be done through a mix of direct and indirect methods. Since we are
partnering with Live Nation and more baseball stadiums, we are increasing our chance to get first-time
purchases, and with a strong product, we can assume that people will enjoy our product, leading to the
first step in repeat purchasing. Additionally, we will use SMS and Email marketing campaigns to remind
consumers of our products, leading to higher purchase rates. Our SMS marketing directly lets
individuals know of upcoming events or scenarios in which they can enjoy our product. The former
creates excitement around the product for existing customers, and the latter simply presents
scenarios to reinforce the use of our product to existing customers. The email marketing campaigns
include the same methods as our SMS campaign, but also have a link to help customers locate stores
that are close to them. We also have emails that promote the benefits of our products and suggest to
the consumer to go grab a pack. We have the phrase “Grab a Pack” filtered throughout multiple
outlets of our campaign, which helps increase the likelihood of retail purchasing in our advertisement
methods.

By using an all-encompassing omnichannel campaign, we should be capable of measuring significant
growth in new consumers and expanding our brand awareness primarily through our influencer and
brand partnerships. The email and SMS campaigns are designed to create attention for new and
existing consumers while also creating awareness and encouraging retail purchasing. Our YouTube
and podcast media will be designed to increase novel engagement and not turn into direct sales, but
to improve brand image in the mind of the consumer. We will use software integration to streamline all
media and ensure our campaigns align with brand identity. The effects of all our efforts should be
reflected as a significant gain in product awareness among new consumers and excitement with the
novelty of our product, which will indirectly increase our long-term sales alongside methods for
encouraging repeat purchases to sustain long-term revenue and profitability.



