
Ad Campaign: Duos 

 

Duos®: Creative Brief 

 

Why are we advertising? 

We would like to implement a brand cohesion plan, so that when a customer buys this product, over time, 

they begin to buy the products together. Eventually creating a unbreakable mental link between two 

products. 

  

Whom are we talking to? 

Our target audience is younger drinkers, about ages 21-35. With emphasis on people who are already 

Coca Cola or Diageo customers. 

  

What do they currently think? 

Currently some of our customers may buy the two products together but may or may not combine them as 

a mixer. 

  

What would we like them to think? 

We would like them to look at our drink as a ‘low-risk’ trial option before committing to buying a handle 

with a two-liter coke product. The goal is for the customer to mentally link one product to another. Just 

having the product in store suggests the connection to the customer. 

  

What is the most persuasive idea we can convey? 

Many of Coca Cola’s customers are extremely loyal, we are simply conveying an extension of the brand 

they already love. The brand equity from both companies is incredibly valuable. 

  

Why should they believe it? 

Many of these liquors have been paired with these sodas for years, were simply now capitalizing on the 

connection and implementing a convenience factor along with it. 

  

When and where is the target market most receptive to our message? 

Our target market is most sensitive to our messaging either in the liquor store or grocery store. This is not 

a staple item they got to the store for but rather a convenience or novelty item that the customer picks up 

while in the store. 

  

Are there any creative guidelines? 

Combining both companies’ identities, while having a standout identity for this individual product. 

 

 

 

 

 

 

 

 

 

 



Duos®: Guerrilla Technique 

  

Word of mouth is the most powerful form of advertising today. Friends come with an inherent amount of 

trust and believe one another when they suggest a product. As a company we would like to tap into the 

inherent trust and turn customers into advocates for our brand. The quickest way to achieve this is to 

initiate a conversation on social media. 

 

To spark this conversation, we want to employ the most heavily 

used social platform among our target market, Snapchat. We’re 

going to start with a Snapchat filter that uses a call-to-action, 

interactive challenge: “Name a more iconic duo”. This phrase 

not only challenges our market but also taps into pop culture 

referencing a viral meme shared on twitter. 

 

Along with a collective snap story, we will employ an Instagram 

campaign featuring both snap submitted duos and duos posted 

with the hastags: #amoreiconicduo #iconicduos and 

#cokecrownchallenge, and actual people trying our product 

Duos®. Using social media in this way allows people to see and 

connect with their peers with genuine interest and enjoyment, 

while also spreading brand awareness. 

 

While social media seems to be saturated with ads these days, 

this campaign provides an interactive, repetitive, and engaging 

edge. It is contemporary, humorous, inexpensive, and 

widespread. 

 

 

Print Ad 

Combining both brand’s iconic colors and bottles 

maintains the recognition of both brands but in a 

seamless association. When someone looks at this ad 

we want them to see without a doubt the cohesion and 

relationship between the products. The copy ‘Better 

Together’ enforces the idea of mixing the two drinks 

together and suggests a feeling of harmony.  

 

 

 

 

 

 

 


