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BLACKBEARD CREDENTIALS 
 
We are creative storytellers who recognize the value in hidden treasures - our 
clients. We find those treasures, develop a relationship with them and navigate the 
best path that will allow their stories to be heard. 
 
Strong relationships give us the precious insight that fuel the most successful 
campaigns. Blackbeard works outside of the box in the packaged goods market, 
this is a valuable asset to an emerging brand.  
 
Our clients already have a unique story, we just make it known. 
 
Bud Light Hunter ’s  Ad 
http://www.youtube.com/watch?v=0GG8-mpNNMo  
 
Subaru Love Campaign 
http://www.youtube.com/watch?v=2qf8OGLqE1s 
 
eSurance Trust Campaign 
http://www.youtube.com/watch?v=Yn2YK0FWDxY 
 
Research & Perceptual  Mapping 
 
The packaged good our class chose to create an advertising campaign for was 
energy/nutrition bars. Our assignment was to research the market, find a gap or 
niche we could fill and then execute a campaign. The first part of the campaign 
consisted of research and then creating a product to fill whatever we felt was 
missing in the market. We needed to find an opportunity and we did so by trying to 
create an energy bar that would take an out-of-the-box approach, which was 
completely different from the current market, whose brands and products sold with 
the in-the-box approach. The second part of the project consists of our creative 
strategy and how we could use all the different media outlets (both new and 
traditional) to get our product on the market. That will be discussed later in this 
book. 
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We first began doing research to figure out what we could do to be different and 
up to date. After creating some perceptual maps of how current consumers see the 
market, we started noticing some trends. First, we noticed that energy bars could 
really be placed into two distinct groups. The first was the Bodybuilding products 
segment, and this created a market in which consumers looked to get larger or gain 
some sort of competitive advantage.  It included products that were packed with 
protein and other ingredients, but the amount of protein was the major selling idea.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The second distinct group we noticed was defined as the Healthy Lifestyle 
segment. Consumers in this other segment were individuals who looked for 
nutrition contained in the bars to keep their bodies balanced and wanted such 
luxuries as organic and gluten free. Consumer purchase decisions could be directly 
correlated with the ingredients each bar claimed to have. 
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            After taking this into consideration we began to think more outside the box. 
We didn’t want to create a bar in which the ingredients were the major selling idea. 
Instead we used ideas from such companies as Nike and Subaru, who used  
emotion to sell products. They could create advertisements that had no pictures or 
descriptions of their actual products, but the emotional appeal consumers were 
attached with, was a huge basis for their campaigns. We decided to follow that 
same sort of core idea and decided that we wanted to create a nutritional bar that 
created an emotional connection with that consumer. We did not want them to buy 
our product under the rational of what ingredients it contained, but more how it 
made them feel. We created our own dimension in one of our perceptual maps that 
we called the High/Low emotion dimension and if you view the perceptual maps, 
you can see we could dominate that sector with the emotional appeal. As for our 
target audience we also went a different, non-traditional route, to find those who 
could benefit most from our bar. 
 
After taking this into consideration we began to think more outside the box. We 
did not want to create a bar in which the ingredients were the major selling idea.  
 
 
 
 
Instead we used ideas from such companies as Nike and Subaru, who used 
emotion to sell products. They could create advertisements that had no pictures or 
descriptions of their actual products, but the emotional appeal consumers were 
attached with, was a huge basis for their campaigns. We decided to follow that 
same sort of core idea and decided that we wanted to create a nutritional bar that 
created an emotional connection with that consumer. We did not want them to buy 
our product under the rational of what ingredients it contained, but more how it 
made them feel.  
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We created our own dimension in one of our perceptual maps that we called the 
High/Low emotion dimension and if you view the perceptual maps, you can see we 
could dominate that sector with the emotional appeal. As for our target audience 
we also went a different, non-traditional route, to find those who could benefit 
most from our bar. 
 
SEE NEXT PAGE FOR FINAL (AURA) PERCEPTUAL MAP 
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Target Audience |  Selection Based on MRI Data 
 
As illustrated in the perceptual maps, Blackbeard decided to target a group of 
consumers whose needs could be fulfilled through the use of emotion, a new 
dimension in the energy bar category. MRI research data shows us that there is a 
large group of consumers already in the category who embody characteristics 
representative of a typical business professional. These characteristics include: high 
education, high income and a career in a professional or management related field.  
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Table 1:  MRI data was pulled from the website www.mediamark.com. The MRI 
data below showcases the education, occupation and income of people who have 
purchased energy/protein bars within the last 12 months. The Index ranks these 
categories based on the likeliness of these types of people to purchase the product. 
After reviewing the data, it shows people who are “Educated: College Plus” are 
46% more likely to purchase an energy/protein bar than others. 
 
Characteristics MRI # 
Educated: College Plus 146 
Educated: Post Graduate 161 
Occupation: Professional and Related 146 
Occupation: Management, Financial and Business 129 
Occupation: Sales and Office 113 
Income: $75,000- $149,000 120 
Income: $150,000 + 120 
 
After reviewing the data, we see that there is a large opportunity for profit in the 
market. These business professionals are already active consumers in the energy 
bar category; yet no single energy or protein bar on the market targets this specific 
audience. Another important insight illustrated by the MRI data is that these 
people are not brand loyal. Therefore, we believe this is a golden opportunity to 
target business professionals through the use of emotion. 
 
Because the characteristics of a typical business personal are not gender specific, 
we decided that our target audience will include both men and women. Due to the 
nature of their education and the high status of their education, the age bracket of 
these individuals ranges from 25 to 44. In order to illustrate both the 
psychographics and demographics of the target audience, we created two 
personas: Kathy Morgan and John Aiden. 
  
PERSONA 1:  Kathy Morgan 

§ Title: CEO 
§ Technology:  Avid user of Mac computers and iPhone 
§ Health: Yoga every day after work 
§ Education: BA, MA and Ph. D 
§ Income: $150,000 annually 
§ Miscellaneous: She enjoys expensive products that boost her self-confidence. 
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She is also very active in charitable organizations and donates often. 
  
PERSONA 2: John Aiden 

§ Title: Department Director 
§ Technology: Uses a Blackberry for everything 
§ Health: Gym work-out every morning before work 
§ Education: Currently has a Bachelor’s Degree and is pursuing a Master’s 

Degree 
§ Income: $75,000 annually 
§ Miscellaneous: Enjoys spending his money on products and services that 

improve his family’s well-being. 
 
As demonstrated by the two personas, we have catered our product to fit into the 
lifestyle of the savvy business professional. All of our competitors target in on 
completely different types of people: athletes, dieters, calories counters and health 
conscious individuals. Therefore, our consumers have a very different type of need 
from an energy bar. While our target is health conscious, they crave success and are 
in need of a mental boost of confidence to power them through their workday. 
 
Product Recommendation 
 
The idea of an out of the box approach may at first come across as narrowing down 
Aura’s potential consumers to a small category. However, by creating a product 
that is tailor suited to a specific niche market, Aura will create brand loyal 
consumers and the quantity of brand loyalists will only continue to grow because of 
the unique benefits Aura has to offer. Aura will provide its consumers with 
experiences of inner status, success and confidence. With the combination of an 
innovative creative campaign and unique ingredients that help maintain mental 
strength, Blackbeard Creative is confident in the emotional connection the target 
audience will develop with Aura. 
 
When making the final decisions of what marketplace to enter and what benefits 
Aura should offer, as an agency, we looked to the creative campaigns done by Nike 
as an inspiration. The strong emotional connection between inspiration, 
motivation, dominance and a pair of Nike running shoes is the type of never fading 
connection we hope to maintain with Aura’s consumers. It is these emotional 
connections that will turn Aura’s brand into a legacy. 
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Product Description 
 
The product we have created is Aura, an energy bar supplement that will enhance 
our target audience’s mental and emotional strength throughout their entire day 
and offer them the overall benefit of feeling confident. With ingredients that have 
been scientifically proven to boost brain activity and reduce stress such as ginkgo, 
choline and Omega 3 fatty acids, Aura has the ingredients our target audience 
needs to perform mentally at the highest level. Aura compliments the success of a 
business person like Gatorade supplements the success of an athlete. This is why 
Aura will become essential to the business men and women’s everyday life. 
 
Aura Packaging 
 
Aura will be packaged in a sleek box that will tuck perfectly into a suit jacket, 
briefcase or purse. Within this box will be three separate bars. These three bars will 
be separated by a perforated edge that allows each bar to keep its freshness and 
continue to hold the flavors that our target audience will desire. Each package will 
be priced at $2.50 and each box will be packaged with 8 bars and priced at $16.99. 
This will drive consumers to buy in bulk for the entire office, which will reduce the 
price to approximately $1.50 per bar. 
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Unique Bar Code for packaging: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Aura will have a product line that consists of bold and exquisite flavor 
combinations. All of Aura’s products will provide the same benefit of giving the 
target audience the confidence they need to succeed, but will differ in the color of 
the packaging. The colors of each packaging will correlate with the description of 
what that color Aura exudes.  This differential aspect amongst packaging will later 
be enhanced throughout our creative campaign.  With strong color combinations 
and flavors such as honey coconut, chocolate raspberry and mint infusion the target 
audience will be left craving more. 
 
Distribution 
 
Due to the uniqueness of Aura, the distribution will take place in a rare way. Aura 
will be the first energy bar supplement to be distributed at Starbucks Coffee 
Stores. With the high population of Starbuck Coffee Stores, we hope that Aura 
will continue to grow and one day be found at every Starbuck Coffee Shop world-
wide. However, Aura will not only be distributed at Starbucks Coffee, consumers 
will also be able to purchase Aura at Whole Foods Market. 
 
Every day our target audience is driven to succeed and everyday Aura will 
supplement them on their road to success. With Aura they will have the mental 
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strength to stay confident, positive and take on anything that comes their way. 
 
COMMUNICATIONS ISSUES 
 
Business Definition 
  
Overall, we are not selling nutrition, we are not selling health and we are not selling 
energy. While every product in this category contains nutritional value, we are 
focused on selling an experience, not promoting the inbox qualities. The 
experience we are providing is self-confidence, which is an emotional appeal that 
competitors haven’t targeted yet. 
  
Aura connects the consumer to a lifestyle that encompasses self-confidence and 
success. By associating Aura to a lifestyle, it creates a persona for the product that 
directly communicates to our target audience. The people using Aura possess the 
same persona that it embodies. We are targeting the culture and feelings people 
have when they are on top of their game as it pertains to success and confidence. 
  
We are not introducing some revolutionary ingredient or benefit that the health 
market has ever seen before. So by establishing a product persona, we can focus on 
the experience the consumer has when they enjoy Aura rather than sell them on the 
ingredients/benefits. The energy bar market is saturated because all other brands 
emphasize the same qualities: body building, weight-loss, energy and recovery. We 
are highlighting the confidence that these ingredients deliver. When a person gets 
the nutrition they desire they experience a feeling of assurance because they made a 
healthy choice and they can continue with their busy schedule. 
We are NOT in the business of selling ingredients, we are in the business of 
confidence. By using an emotional appeal to relate business professionals to Aura, 
we can position it in an entirely different market that has not been targeted.  
 
For instance, in the same way that a professional athlete that has risen through the 
ranks and is on the verge of superstardom, take a business executive who is on the 
verge of becoming CEO and capture the moments in that person’s life that display 
high levels of confidence. This will give our target audience a persona they can 
relate to as well as aspire to.  
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Creative Introduction 
 
Blackbeard Creative believes an advertising campaign is not successful unless it 
can accomplish a few strategic goals. One, it must set the product apart from 
others in the product category. Two, it must establish or fuel a strong brand 
following. Three, it should reach a quota of units sold each month. Lastly, and 
most importantly it should speak directly to the consumer enabling them to feel 
emotionally connected and therefore obligated to be loyal only to your brand. 

 
Our agency strives off distinguishing ourselves from other agencies. Our working 
style, personalities and strategic positioning have communicated this in a variety of 
ways. The creative below is also different from the rest. 
 
Creating unique advertising, we have determined, is the only way to survive in the 
present day advertising world. Our agency takes advantage of specific contexts and 
mediums enabling our creative to stand out amongst the crowd. This creates 
advertising that is unique across multiple mediums, but still establishes the same 
overall tone and brand strategy. Overall, it funnels the consumer to the same 
location: purchasing the product. 
 
Creative Strategy  
 
Our creative strategy accomplished three strategic goals. One, Aura will 
differentiate itself by creating an entirely new market. This will be accomplished by 
creating an emotional connection to mental strength. Second, it communicates 
directly to the heart of our target audience. We are creating a brand personality 
that our TA can feel connected to. Third, it combined the features of the bar and 
the natural effect our target audience feels after they are engaged with our 
advertisements and Aura.  
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CONSUMER PURCHASE CYCLE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1)  Initial  Awareness  
Although our eventual goal is to be able to simply sell the confidence our 
consumers know they get from Aura, we’ve decided it’s necessary to include the 
ingredients to give our target audience solid reasons to know why Aura will give 
them the confidence they need to get through their day. Without this, our target 
audience is likely to be skeptical we are merely making false promises not backed 
by anything real. 
 
2)  Understanding 
As a consumer, it's important to understand our message and our tone applies to 
you. It's what’s going to convince you to take that extra step to our next stage of 
the consumer purchase cycle, of purchasing. Without at least some sort of a 
connection from understanding Aura, the consumer has no reason to buy the 
product. 
 
3)  Purchase  
What's the point in having a consumer purchase cycle if not to help us get a 
consumer to purchase a product? As well as in grocery stores, we have planned to 
put Aura bars in what we believe is a unique and sensical location that will pique 
our consumer's interests. This special selling location ties into an important part 
of our campaign strategy but can also be used on its own or with other campaigns. 
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4)  Opinion 
After a consumer purchases Aura, we have another chance to solidify the opinion 
our target audience has of us and our product. These 25-44 year old business 
professionals  who need an extra boost for the day ask themselves, “since when has 
a brand represented me as an individual? Not only does the product itself make 
sense for my crazy, hectic lifestyle, but the tone the advertising provides reassures 
me that Aura is the pick me up for me.” 

 
5)  Investment 
We have taken this to have three different meanings. The first being the financial 
investment of Aura. At $2.50 a bar and $16.99 for a pack of eight, they are very 
competitively priced. Our targeted consumers are spending this same money on 
similar products so we feel the financial investment is pretty apparent to them. 
Second, is the time investment. Since Aura is so small and convenient, there is 
virtually no time invested in consuming one of these bars. Gone are the days of 
trying to drink down an entire coffee or eat a whole meal bar before meetings for 
your pick me up. Lastly, is the emotional investment consumers may feel toward 
the product. Since we are selling the confidence associated with consuming an 
Aura bar, ensuring the emotional investment target consumers should feel toward 
our product is a key aspect in our campaign. 

 
6)  Advocacy 
Finally, we want our target audience to share their experience with Aura with 
their friends. We are confident in our three part bar that once our target audience 
becomes consumers, they’re going to love the fact that Aura. They’re going to love 
the fact that in the middle of those tiresome meetings they’re so used to, Aura will 
keep them going and not going to need to embarrassingly try to open their protein 
bar or get up for that extra cup of coffee. Ideally, we’d want them to bring it back 
to their friends and colleagues and have Aura infiltrate offices and meeting rooms 
across the world. 

 
Timeline of  Launch 
 
Aura’s target audience is very politically charged and strives to be a responsible part 
of society. An appropriate launch for Aura is during the 2012 Presidential 
Campaigns, Debates, and Elections. The first month starts on September 3, 2012 
with the Democratic National Convention where over 100 million viewers will be 
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watching the televised campaigns. On October 3, 2012, the first Presidential 
Debate in Denver, Colorado will not only be televised but for the past election has 
been known to launch viral videos on Facebook and Twitter – this is where the 
second month’s launch will be easily viewed on an interactive level with your target 
audience. By November 6, 2012, the polls will be filled, people will be driving and 
watching televised results. This was crucial for the third month of our campaign 
that includes a more emotional television spot for the out of box approach and the 
radio spot. 
 
Initial  Awareness |  September 3,  2012 
Informational Television Spot 
Second Screen 
Guerrilla Vending Machine 
QR Code 
 
Understanding |  October 3,  2012 
Outdoor & Co-Op Marketing with Starbucks 
Facebook 
Twitter 
Banner Ad 
 
Opinion |  November 6,  2012 
Radio Spot 
Emotional Television Spot 
 
CREATIVE EXECUTIONS 
 
Informational  Television Spot |  “Mental  Strength” 
http://www.youtube.com/watch?v=Lm0PyxdOTy4 
 
As this is the first advertisement in the initial month of our campaign (the Initial  
Awareness stage), it was important to immediately set Aura apart from other 
energy and protein bars in the category.  This commercial addresses the 
subsequent skepticism that may result from implying that a protein and energy bar 
can help you achieve your greatest dreams and make you a confident and successful 
businessperson.  We did this by not creating another protein and energy bar. 
Instead, we created “a mental strength supplement for the true professional.”  

 



Blackbeard Creative |  Aura 
	  

	   15	  

 
We used a brief explanation of Aura’s unique ingredients as evidence to why this is 
A. not just another protein and energy bar, and B. how this supplement can help a 
person obtain confidence and his or her dreams. 
 
Second Screen |  “Dissecting Confidence”  
 
The commercial’s second screen component will enhance the consumer’s 
engagement with the product and deepen their understanding of its benefits.  Like 
our creative strategy states, “It is the little things that make the big things possible” 
the consumer gets to see how each small ingredient creates the whole.  The second 
screen app will allow the consumer to glide his or her finger over the bar and 
essentially dissect each part from the outside into the center. This provides an 
interactive, yet, interesting way for the consumer to learn and engage with the 
product.  
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Guerri l la  Marketing |  “Handshake Vending Machine”  
 
The concept behind this execution was to create an engaging activity for our target 
audience to participate in that directly relates to a small, yet, highly important 
business practice: the handshake. Therefore, we decided to create the “Handshake 
Vending Machine” and place it in strategic business locations: New York Subway 
Systems, Wall Street, downtown Los Angeles, etc. This was a unique vending 
machine that has a hand sticking out of it that allows people to shake it. After a user 
shakes the hand, a mirror on the front of the machine glows as their “aura” and gives 
them a status report and an inspirational quote. To incentivize participation even 
further, a free sample of an Aura bar pops out of the bottom to allow consumers to 
try the new bar. 
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QR Code |  Facebook, Twitter,  Website l inks 
 
When fans scan a QR code from the product packaging received from the 
Handshake Vending Machine, their television screens, or the second screen, they 
will be brought to either the brand’s Facebook page, Twitter, or the website for 
product purchase.  
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Outdoor & Co-op Marketing 
 
Starbucks 
In our second month of advertising, our focus will be on the second third of the 
steps of the consumer purchase cycle, purchase and opinion. Our first tactic in 
tackling these goals involves placing Aura in Starbucks locations nationwide, 
knowing this is a prime location where our target audience frequently purchases 
their morning coffee and snacks to keep them going throughout the day. However 
we’re not interested in Starbucks to act merely as another retail location to get lost 
with the rest, we want to make Aura stand out and be on our target audience’s 
mind regardless of if they buy the product this trip or not. 
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We envision a partnership with Starbucks 
in which we replace their traditional white 
lids placed on coffee cups with colored lids 
that match up with our various flavors. 
When a customer is given their coffee, a lid 
color corresponding to their aura will be 
placed on top, grabbing the attention of 
the surprised consumer. Printed on the lid 
will be a confidence provoking quote along with the Aura website. This little 
change from the norm will make a big difference in the consumer’s day as they will 
be starting with this unique and fresh approach to their traditional coffee cup. 
Customers will then have the option to purchase an Aura bar that will be 
strategically placed above the traditional Starbucks’ pastries display case. As the 
customers make their way out of the Starbucks building, he or she will see a 
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reflection of themselves in the form of a window decal along with the appearance of 
a glowing “Aura”. Additionally, as the satisfied coffee drinker makes his or way to 
work, onlookers will curiously wonder why the consumer has an unusual lid and be 
compelled to research Aura.  
 
Timeline for Facebook 
www.facebook.com/auraconfidence 
 
Since March 31, 2012, Timeline for Brand Pages has been a requirement on 
Facebook. This requirement became an opportunity for Blackbeard to feature 
Aura as an interactive and promotional product. There are various Events Tabs, 
Applications, Video feeds from previously broadcast commercials, contests and 
feature fan favorites, etc. These small events, small motivational quotes and links to 
alternate ways to improve one’s confidence makes a big difference. 
 
Banner Ad 
 
At this point in the campaign, the target audience has been made aware of Aura 
and its benefits, by the time they are surfing the web or clicking on Facebook ads 
(like below), Blackbeard wanted Universal Food Company to branch out from 
traditional banner ads. By clicking on the ad below or “liking” the Aura page, fans 
will receive random discounts, enter contests and get to know other professionals 
in their field simply by becoming a Facebook fan of Aura’s timeline.  
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Radio Spot 60 Second 
 
ANNCR: When you’re climbing your way to the top its the little details that 

propel you past the biggest obstacles.  

SFX: Boss yelling, phone ringing in the background, secretary calling telling you 

the Wilson account is on line 4 

 

ANNCR: The difference between feeling confident or feeling unsure is made with 

a small adjustment. When you’re facing a heavy work week, meetings scheduled, 

appointments on the books and deals that have to be closed, a boost of confidence 

is a bite away.  

SFX: Sound of a clock ticking faster and getting louder...transitioned into a Aura 

wrapper being opened and you giving a sigh of relief. 

 

ANNCR: Grab an Aura and fuel your confidence. 

SFX: Fuel tank filling up with gas 

 

ANNCR: Aura gives you the sustained energy a professional needs when their 

tackling their day. Aura contains Choline designed to de-stress the body and 

Gingko Biloba a natural memory enhancer. Aura is the bite size fuel that will 

energize your mind without attacking your nerves. Every time, everyday, let Aura 

be your little aid that fights your biggest battles!   

SFX: triumphant music  
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Emotional  Television Spot |  “Dream Big”  
http://www.youtube.com/watch?v=Rm7ulCKzG0s 
 
This commercial takes a different approach because of its placement in our 
campaign.  This TV spot will run in the final month of our campaign. As a result, 
our target audience will have already heard about Aura and start to recognize its 
name along with how and why it works.  Thus, the copy in this spot focuses less on 
the actual ingredients that make Aura work and more on the effects Aura will 
ultimately help a person achieve.  The tone, feeling, style and manner still mirror 
the previous commercial, but the copy takes a more out-of-box approach in order to 
illicit a connection between a person achieving his or her dream and Aura.  
 
Three Things to Remember 
 
1. The first thing we want our audience to take away from this is that “It’s the little   
things you do that give you an edge - Aura is one of them.” As we’ve said before, it’s 
the way you shake someone’s hand, the way you fix your tie, staying up all night to 
work on a project to get you that promotion.  

 
2. Our focus on promoting the out of the box experience is what sets us apart from 
the other ad agencies, focusing on the confidence consumers get from choosing 
Aura instead of merely the health benefits. Because of this, we have created an 
emotional connection to an otherwise low involvement product category and have 
created a connection with our target audience stronger than any other brand has 
or could.  

 
3. Finally our ads don’t necessarily match specifically as one might see in a 
traditional advertising campaign. We’re keeping our ads together with a matching 
tone and theme consistent with the interests of our target audience. We’ve never 
done anything the same way as everyone else and we pride ourselves in that.  

  
Conclusion 
 
This information is adequate proof for Universal Food Company to see that we 
have the essence of Aura in us. Blackbeard knows it truly is the little things you do 
that make the big things possible. Every move we make, you make with purpose 
and intent, knowing our moves affect you and your business.  
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So, you say the words and we are in business. We have production crews waiting 
to film immediately and we have already started a conversation with Starbucks to 
implement the colored lids. As you can see, Blackbeard has spent a great deal of 
time living this project and we look forward to working with you and showing you 
the color of our Aura. 


