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I. THE NATURE OF THE PROBLEM

We have heen asked to prepare a proposal for a
motivational researeh study which would investigate
the full range of public attitudes and associations
with a lemon-lime type of soft drink. The findings
and practical applications of our research are to
be used to develop effective sales appeals for
"UPTOWN", now marketed largely in the Great Lakes
region and in Canada.

In preparing this proposal we conducted a small
number oOf interviews at a recent consumer panel
session in our Living Laboratory. While the re-
sponses we uncovered could not in any way be con~
sidered definitive, they do suggest several interest-
ing sidelights on the nature and dimensions of the

problem.

Since our panel members were not familiasr with
UPTOWN, we asked for responses to Seven-Up which
you told us was & very similar type of drink.

From these interviews, the following tentative

picture emerges:

1. People do not seem to associate a goft drink

like Seven-Up with the specific taste of lemon-
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lime. They seem to think of it as having its
own distinetive flavor and taste which the:,r
associate with the brand name rather than with
the generic type. While such associations
obviously involve the taste of lemon-lime
they do not seem to be as sharply defined as

is the case with such generic soft drink

types as, for instance, orangeade or cherry.

Because of such preliminary reactions we suspect
that our future research for UPTOWN cannot hope
completely to isolate the abstract concept of
"lemon~lime" frcm-ita association with a specific

brand name.

2. The limited number of people we interviewed
tended to separate themselves into two sharply
divided groups:

a. Those who were strongly attracted to the
taste of soft drinks like Seven-Up, Squirt,
Half & Half etc.

b. Those who were strongly repelled by such
drinks.

There were very few half-way or moderate

attitudes towards the taste of such drinks. Each
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group reflected eg_uall:.r strong opinions on aither
the positlve or the negative side.

3. Those who liked Seven~Up described it in

such terms as:

. A nice, clean taste

. Refreshing

. Not so filling as a cola drink
. Not as gassy as a cola drink

. The children like it best. It doesn't
stay in the refrigerator long.

L, Those who disliked Seven-Up tended to associate
the taste with Citrate of Magnesia (a laxative).
They rejected it strongly on those grounds and
their reaction iook the form of a shudder, =a

grimace (Ugh!). Others rejected it on the ground
that the name Seven-Up seemed to them "vulgar.”

Again, we would like to emphasize that these are
not definitive findings. They must be thoroughly
resesrched and validated in the field and must be
expanded to include many other areas of motivation.
They do, however, lead us to a definition of the

practical purposes to be aéhievad by the proposed
gtudy.
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II. THE PRACTICAL PURPOSES
OF THIS STUDY

Our past experience in the soft drink field, com-
bined with the attitudes just discussed, indicates
that for the most practical results the proposed

study should be structured to achieve the following
major goals:

1. To explore and define the full range of
attitudes -~ both positive and negative --
to the generic "lemonilime" taste and flavor cf
UPTOWI,

2, To correlate these attitudes with public

attitudes towards Seven-Up as the most widely-
used product of this generic type.

3. To develop a copy platform and a total sales
promotion gpproach based on the most positive
of these attitudes ~- those best calculated

to elicit favorable responses to UPTOWI.

. To determine the most effective appeals for
UPTOWI

(a) with the adult audience, and

(b) with the juvenile and teen-age audience.




2. To determine the most effective appeals for the
use of UPTOWN
(a) as a straight drink, and
(b) as a mix.

6. To determine what different appeals, if any,
should be used for the U, S. market as against
the Canadian market.

T. To uncover the full range of associations with

the name UPEJHH -- both positive and negative.

8. To define the nature and personality mekeup of
the best potential audience for UPTOWN adver-
tising appeals.

9. To uncover possible new ways of using UPTOWN,
both as a summer and winter drink -- an all-

season drink.

10. To investigate attitudes to the packaging format
(bottle, label, color, size ete.) of UPTOWN and
to make recommendations, if needed, for changes

in this area.

11. To assess the relative merits of appeals to

calorie=-conscious consumers.

12. To test the effectiveness of current advertising
and sales promotion appeals and to make concrete
recommendations for change or improvement in this

area, if needed.

-
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IIY. .BACKGROUNDOF PRACTICAL EXPERTENCE
WE WILL APFLY
TO THIS ANALYSIS

Our investigation for UPTOWN will draw upon the
accumulated experience of the Institute gained
in conducting motivational research studies into
consumer attitudes in a wide range of product
classifications. During the past twenty years,
we have completed over one thousand such studies
involving some 300,000 consumer case histories.

Many of these studies have been made in Canada,

where the Institute maintains offices in both

Toronto and Montreal.

Of particular value to the present study will be
the general background gained through our research
work for Hires Root Beer, for Pepsi-Cola, and
our investigation into the attitudes of Europeans
to a soft drink very much like UPTOWN,

Also spplicable to the proposed study will be our
extensive research for the Glass Container Manu-
facturers Institute, for many beer and liquor
companies, for companies in the tea field and in

the field of citrus fruits. Our continuing research
in the supermarket field will, of course, also be

gpplied to the marketing problems of UPTOWN,
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IV. FRUITFUL AREAS
OF RESEARCH

In the sections which follow we outline some of the
major research areas which suggest themselves as
being fruitful of results. These areas are based
on our understanding of the nature of the problem
as discussed with Mr. Kohn as well as on our past
experience in the field.

However, we wish to emphasize that these research
areas should not be considered either definitive
or inflexible. We know from our past experience
that new areas of research frequently emerge from
our first wave of interviews in the field. We
also feel that more detailed discussion with the
olient may uncover other aspects of the problem

which should be added to the final structure of

&

the study.

1. The Nature of Thirst

As a basis for our other areas of research we
believe it will be valuable and fruitful to ex-
plore the full range of associations people have
with thirst itself. What is the language of thirst?
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In a previous study, one of our respondents

described his thirst in the following vivid image:

"I was so thirsty I could spit cotton.”

What key words do pecople use to describe their

thirst? What do people think of as the most satis-
fying thirst quencher?

From this area of research we would confidently

expect to develOop a body of language and associations
yhidhﬁwuulﬂ serve as a gulde in projecting the thirst-
quenching qualities of UPTOWII, We would also be

able to measure these "ideal" responses against

the language pgﬂple use in describing their reactions
to the thirst-guenching qualities of the product
itself which will be uncovered in a succeeding area
of research.

2. The Taste & Flsvor of "UPTOWN"

In this key area of our research we would be seeking
to uncover all the associations people have with
this generic type of lemcn-lime drink. However,

as previously indicated, we feel it will be im-
portant to relate the generic type to a particular

brand image. This can be done most effectively by




® i : b ioh [ ot - B
e PR sl e dtd Rl i e TRt -'*-1' s s
B

using UFTOWN, Seven-Up or any other similar type
of drink with vhich the particular respondent is
familiar.

This approach would also have the advantage of

giving us insights into the competitive climate
which will be more fully detailed in a separate

research area to follow.

Our past studies in the field of citrus fruits
have uncovered a wide range of positive emotional
associations with such products. Here we would
be seeking to determine whether such positive
associations and attitudes are carried over to

a carbonated soft drink like UPTOWN. We would
also want to uncover and validate any negative
associations such as those which emerged from

our Living Laboratory session.

What is the taste language people use in talking
about this type of drink? How do adults speak

of it? Are the attitudes of men different from
those of women? How do children and teen-agers
reaot to it? How do these factors vary, if at

all, as between different regions? As between

the U. 8, and Canada?

il 1.
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The practical application of our findings in this
area would be the development of a program for
projecting the most positive appeals through the

various forms of advertising and sales promotion.

3. The Product Imsge of UPTOWN

Our experience shows that in most product areas
the consumer has built up an "ideal" concept of
what the product should be like. In this area of
research we would therefore be probing to discover
the "ideal" image for this generic type of lemon-
lime drink. Once we have uncovered the nature

and dimensions of the "ideal" we will be in a
pogition to determine how UPTOWN measures up to
this "ideal”.

We will be investigating all the positive and
pegative attitudes to the product itself. The
actual taste, the degree of carbonation, the
times and places in which it is most frequently
used, the effect of current advertising on the
product image, the total word-of-mouth which
surrounds the product -~ these are some of the

major factors to be covered in this area.

We also believe it will be important to investi-

gate the attitudes towards the name UPTOWN
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itself in order to determine all the positive
agsgociations with the name as well as any

negative stereotypes which may emerge.

From these areas of our research we will develop
e comprehensive product profile which will serve
as a guide to future advertising and ssles
promotion policies and will indicate new ways
in which UPTOWN might be used and effectively

promoted.

4. Strsight or Mix

One of the potentially significant variables in
the use of UPTOWN will be the attitudes towards
its use as a straight drink and the attitudes
towards its use as a mixer for hard liquor. We
will therefore be probing for these two levels of
response. We will want to know how people use
UPTOWN. Do they drink it with meals? If so, are
there any special foods they feel it goes best
with? One of our respondents, for instance,

found it a "perfect"” combination with Chinese food.

What types of liquor do people mix it with, if at
all? Do they use it with wine? Do they drink

it only in summer or also in winter? If they




don't think of it as a winter drink, what appeals
can be developed to gain its acceptance as a
year-round beverage? If it is promoted as a
mixer, what potential effect might this have on
its appeal as a straight beverage for children and
at mealtime?

5. The Competitive Climate

We heve already mentioned that the competitive
picture of UPTOWN in relation to similar beverages
such as Seven-Up is a vital factor in determining
its appeal. It will therefore be important to
develop a competitive profile of UPTOWN in relation

to other leading brand names in the field.

How does UPTOWN compare in the consumer's mind?

How does the dealer feel sbout it in relation to

other brends? 'What shelf space does he give it?

Does he recommend it as a "local" product? What
;

are 'I:he; ‘ma.in agsets of other leading brands and
what can UPTOWN learn from this 7

Our objective in this area of the investigation
will be to uncover the value system consumers

uge in judging this type of product. From this

we will be in a position to recommend the practical
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