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3Team Fast Break

01: Planning

Imani Bieniemy 



The 
Framework

Team Fast Break

Trade-Offs
Cost of materials, design, changing 
packaging.

The Goal
to promote Crystal Light in a way 
that appeals to a sports fan-base.  

Evaluation
Generating anticipation and 
excitement.

Target Audience
athletes and sports- lovers

Customer Needs
Appealing to the masses to make 
drinking water fun and tying it to 
something that a large group of people 
find fun.

Prioritizing
Collaboration



Summary
- Utilize a select few Crystal Light 

products
- Collaborate
- Still connect with current 

customers

Team Fast Break
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02: Execution

Ella Neskora  
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Target Persona

Age- 18-25 
Occupation- Collegiate athletes
Location- US south (SEC & ACC)

Make Hydration Easy
AUDIENCE

Team Fast Break

The  Crystal Light Athlete 
How we can help

Crystal Light can act as a venue for a new type of 
hydration

Pain points

Fun Hydration on the go is something the busy 
collegiate athlete struggles with

Hardworking & Enthusiastic



Engagement & Personalization

-On-Campus tabling/free samples
-NIL sponsorships

Marketing Strategy 

Trickle Down Effect

-High level collegiate athlete sponsorships 
will incentivise high school athletes->expand 
consumer base

Team Fast Break
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03: Control

Orly Ogilvy & Amelia Kristen
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 Budgeting

Multi-Pronged Budget

Performance Benchmarking using Nestlé – why?

1. Product and service
Large, diverse product portfolio that includes food, beverages, 
nutritional health products, pet care, and bottled water. Brands 
relevant to Crystal Light include nuun. 

2. Business Model
Emphasizes sustainability, innovation, and health-focused 
products. Robust R&D operations, partnerships, and acquisitions 
to stay ahead in the industry.

3. Size
One of the largest food and beverage companies in the world, 
with over 277,000 employees and operations in 188 countries. Its 
size gives it significant economies of scale, broad market reach, 
and influence over supply chains

4. Growth Rate
Shown targeted growth in the sports drink sector, particularly 
through its acquisition of Nuun – strengthening its position in 
the functional beverage and sports nutrition market.

Benchmarking

Zero-based Budget for a cost-efficient approach

Y1: Rebrand & Reformulate
Spend 85% of approved budget, saving 15% for contingency
Costs: R&D, redesigning, marketing, samples
Alignment: Focuses on sustainable growth, innovation, and 
strengthening brand presence

Y2: Expansion 
Spend 90% of approved budget to ensure market expansion
Costs: Production, market campaigns, retail distribution 
agreements 
Alignment: Embeds Crystal Light in new sales channels and 
solidifies its presence as a credible performance drink

Y3: Deepen partnerships & develop premium products
Spend 95% of approved budget to maximize momentum 
Costs: international market entry, premium product R&D, 
sponsorships
Alignment: Positions Crystal Light as a global player 



Ad Reach & Engagement

Metrics:

CPC/CPM 

Visits / Pageviews

Unique Users

Increase Awareness

KPI Framework 

Lead Generation & Purchase Intent

Metrics:

Click-to-Buy Rate

Add-to-Cart Rate

Info Request

Engagement with tools

 Repeat Behavior & Loyalty

Metrics:

Reviews

Promo redemptions

Retargeting campaign visits

Increase Sales Increase CLV
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04: Monitor

Ruby De Frees  
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- Major Risk
- 51-75% Likelihood
- Mitigation: diversifying from other competing brands. For example, 

Crystal Light is available in powder form, liquid form, and travel size. 
This quality should be emphasized with our marketing.

Risk #1: Market Risk

- Critical Risk
- 0-25% Likelihood
- Mitigation: This risk can be mitigated in a multitude of ways. Firstly, by 

ensuring that employees are adequately trained and educated. Secondly, 
production is organized and the company takes proactive steps in order to 
be up-to-date on compliance regulations.

Risk #2: Regulation Compliance

- Major Risk
- 26-50% Likelihood
- Mitigation: is product should be released sooner rather than later. Historically, 

Crystal Light sales have been on a slow decline, but with their new Vodka 
Refresher line, the brand has regained some relevance. This momentum should 
be used to push this product in order for it to be received well.

Risk #3: Launch Timing

RISK 
ASSESSMENT
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- Initiate 
meeting/webinar 
with employees

- Present 
marketing and 
product ideas 
through 
powerpoint

Awareness

CHANGE MANAGEMENT STRATEGY

ADKAR Model

- Celebrate 
product success

- Routine surveys 
and employee 
evaluations

- Determine 
reactions of 
employees

- Encourage 
enthusiasm 
about product

- Showcase 
products and its 
redeeming 
qualities

- Keep employees 
informed of 
directed 
audience 

- Educate staff 
about NIL

- Social Media 
Training

- Establish 
employee 
confidence in 
using and selling 
the product

- Provide support, 
feedback, and 
performance 
metrics

ReinforcementAbilityDesire Knowledge
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05: Closure

Amelia Kristen



Team Fast Break



Awareness

Team Fast Break



19Fast Break

Orly Ogilvy
orly.ogilvy@yale.edu

Imani Bieniemy 
imanibieniemy@gmail.com

Ella Neskora
ellabarbettaneskora@gmail.com

Hamilton Moore
hamilton3220@gmail.com

Ruby De Frees
rubydef@sas.upenn.edu

Amelia Kristen
kramelia@sas.upenn.edu

NEXT STEPS

Questions & Contact Information



Thank you

Team Fast Break


