








Katherine Stafford

Strategic Decisions for the “Fruit. Tempt Yourself” Campaign

Message Objectives

The goal of our message is to increase the fruit industry’s awareness as a fast and easy way to satisfy hunger while remaining health conscious and also to increase fruit sales by 7% beginning in January of 2002 and continuing for the next 12 months.  We want to accomplish the goal by emphasizing fruit in a new light as tempting and desirable, not just healthy.  In order to persuade the audience away from the competition and prompt them to purchase fruit instead, we feel the most affective way would be to include the nutritional facts and focus on its freshness, but also by adding humor and variety to the image.  Each of our mediums will include the same theme of “Fruit. Tempt yourself.”

Target Audience

Our target audience will focus around women ages 20 to 40 years old.  We chose to begin our age group with 20 because this is when many young women are member of the emerging consumer group for produce.  We want to instill in the women the idea of fruit as a quick and easy means to satisfy nutrition and hunger needs, while staying on pace with busy schedules.  Hopefully these ideas will stay with women, as they grow older so that they may influence their families to follow their eating habits.  Women tend to be very conscious of keeping fit and staying healthy, especially as they get older and the risk of health complications increases.  Overall women were chosen because they are responsible for 75% of family finances regarding consumer goods.  With this statistic it is obvious that women are the most effective agents to relay our message onto their families as well as follow it themselves.

Competition

Our main competition consists of fast food restaurants, cereal, donuts, and other snacks.  All of these foods are fast and convenient ways of sustaining hunger; however, they are not the healthiest ways of doing so.  Our campaign will attempt to guide consumers away from buying these tempting time-savers, and instead purchase an assortment of fruit to compensate.

Positioning Strategy
Our campaign will position fruit to be an efficient way to gain nutrients and satisfy hunger by comparing the negative aspects of other snacks and stressing the variety of fruit in an exciting and humorous light.

