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Key Findings

BARSTOOL SPORTS | 561 likes

‘ nooners Comment if you relate




@hnhooners
Increase brand awareness

Follow trends

o Carry relatable content & social
strategies over

Build an already-strong brand
image

Collaboration opportunities
Grow omnhichannel marketing
Start a trend that other brands
may follow




Specific Measurable Relevant Time-bound

G

What exactly are How will you know Is it genuinely Does it contribute When do you

you trying to when you've possible to to your agency's want to achieve
achieve? achieved it? achieve it? revenue growth? this by?

1. Create aTikTok presence with at least 1000 followers
within 2 months

2. Increase Twitter reach by 25% every 3 weeks

3. Build TikTok engagement to 15% by the end of 2022
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e Assess the average

Measure the total number of people interactions social content
who see our social content receives per follower
Primarily TikTok (other social e Number of interactions
platforms have existing strategies in divided by your total
place) number of followers,
Impressions divided by frequency multiplied by 100%

o reach = impressions/frequency o engagement =

interactions/followers x 100%



e College graduate student
e Primary content: making/trying
drinks, liquor store job skits
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Canadian TikTokker and
influencer with 1.4M followers
College student

Primary content: social
drinking, partying, fun
lifestyle



Have influencers make special appearances sporadically on
Instagram, TikTok, and Twitter

Instagram
o Instagram “takeover” for a day

TikTok

o Livingston implements High Noons into a liquor store skit

o Raftus samples the newest flavors of High Noon, Raftus style ‘

Twitter -

o Twitter “takeover” for a day -
o Can be used to tease this content and upcoming influencer events
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4 SUCAR - 100 CALORIES = GlUTi s

Paid Advertising

SUN snps'

w/v

HIGH |
NOON VGDKA & SODA

\  SUNSIPS"

HARD SELTZER
REAL VODKA + REAL JUICE

NO ADDED SUGAR -« + GLUTEN FREE
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Monthly Ad Spend = $200-$1500 per month
Monthly Campaign Management =$1000-$2500 per month

Minimum Budget: $1 per day for impressions $5 per day for clicks, likes, or
views $40 per day for conversions

CPC = $3.56 per click



Influencers

Influencer Instagram YouTube TikTok Twitter Facebook
Nano $10 - $100 $20 - $200 $5 - $25 $2 - $20 $25 - $250
Micro $100 - $500 $200 - $1K $25 - $125 $20 - $100 $250 - $1K

Mid-Tier $500 - $5K $1K - $10K $125 - $1K $100 - $1K $1K - $12K
Macro $5K - $10K $10K - $20K $1K - $2K  $1K - $2K  $12K - $25K

Mega $10K + $20K + $2K + $2K + $25K +
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e Most competitors do not have a TikTok, we will be the first and
could inspire other brands to follow
e Smaller brand compared to competitors
¢ Having a mix of macro- and micro-influencers will help brand
visibility and also maintain familiarity
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Social Media Coordinator — Ensures that the operations of a social
media campaign are running smoothly

Social Media Specialist — Writes social media posts, produces
content, analyzes data, schedules posts, and runs paid
advertisements to maintain brand image

Graphic Designer — Creates next-level graphics and visual
elements to strengthen the visual appeal of High Noon



