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" THE PROBLEM

Sy

AfroPop has built strong cultural connection.
But connection alone isn't enough.

The challenge:
e Low brand awareness in a saturated market
« Competing with brands that already dominate attention
e Storytelling that resonates... but doesn’t convert

Consumers feel the brand — but don’t buy it.

The gap is turning that feeling into action.
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AFROPOP

AfroPop is a culturally inspired sparkling beverage brand founded
in 2024, blending authentic flavors with modern design and
storytelling. Guided by a mission to celebrate joy, heritage, and
community, the brand positions itself as more than a drink, but a
cultural experience rooted in connection.

Through artist-designed packaging, vibrant visuals, and social-first
storytelling, AfroPop celebrates Black culture in a way that feels
lived-in, expressive, and real. By highlighting everyday moments
and shared experiences, the brand invites consumers to not just

drink the product, but connect with what it represents.



AfroPop's
identity is
rooted in
authentic
cultural
heritage
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Storytelling is
central to its
brand, not an
add-on
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Represents a
growing
category of
culturally
inspired brands

!

Ideal case to
measure
authenticity
2 attitude »
purchase
intention




REASONING OVERVIEW

AfroPop is rooted in culture, storytelling, and
community, positioning itself as more than a
beverage but a shared experience.

Consumers value authenticity, but connection is
strongest when brands reflect real-life moments,
not staged or aspirational content.

There is an opportunity to make AfroPop’s

storytelling more visible and grounded in everyday

experiences to strengthen emotional connection

and drive behavior. S






MARKET LANDSCAPE

This target audience is increasingly drawn to
brands that reflect their identity and

culture.

This creates a gap: while many brands focus
on function, fewer offer meaningful,
culturally driven experiences that build

emotional connection.
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OKOLA-HOMA SODA GO.

A locally rooted craft soda brand that emphasizes nostalgia and regional identity.
Oklahoma Soda Co. focuses on traditional soda experiences and small-batch appeal,
with less emphasis on cultural storytelling or modern lifestyle positioning.
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| POPS 66 SODA RANCH

A destination-based soda brand known for its wide variety and roadside Americana
experience. Pop's 66 leans into novelty, choice, and tourism appeal, creating a fun but
product-driven experience rather than a culturally meaningful one.
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| POPPI SODA

A functional soda brand focused on gut health and low sugar. While not a direct
cultural competitor, Poppi represents a long-term threat as it leads in the better-
for-you soda category AfroPop is entering.

13






Sydney STRENGTHS

Authentic cultural storytelling
Emotional connection and community focus
Vibrant branding and social presence

Natural ingredients and transparency

WEAKNESSED

Limited brand recognition and distribution

Risk of cultural tokenism if mishandled

Cultural focus may not resonate with unfamiliar consumers

OPPORTUNITIES

Growth in culturally conscious consumerism
Digital engagement + experiential marketing
Sustainability storytelling potential

Expansion into new products + markets

THREATS

Market saturation

Trend shifts and authenticity fatigue

Larger competitors adopting similar narratives
Supply chain and cost challenges
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AUTHENTIC STORYTELLING IN BRANDING

Authentic storytelling refers to brand narratives
that are credible, emotionally resonant, ana
consistent with a brana's true identity (Soaergren,
2021). Rather than focusing on product features,

It emphasizes emotion, heritage, and shared
experience — allowing consumers to form
personal connections with pbrands.

"Authenticity differentiates meaningful stories from marketing noise."
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GENUINENESS TRANSPARENCY @ CONSISTENCY

Openness and Alignment between
Staying true to values honesty in what a brand says and
and origins communication does (Sodergren, 2021)




i CONSUMER ATTITUDES & PURGHASE INTENTIONS
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Perceived brand authenticity positively influences consumers' willingness to buy
by enhancing emotional trust and cognitive evaluation (Papadopoulou et al,,
2023). When storytelling evokes positive emotions and aligns with a consumer's

values, it transforms brand perception into purchase behavior.

"Authenticity differentiates meaningful stories from marketing noise.”
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NARRATIVE TRANSPORTATION THEORY

When consumers become mentally and emotionally
iImmersed In a brand story, they temporarily suspend
skepticism — increasing empathy, trust, and
identification with the brand (Escalas, 2004).

AfroPop's cultural storytelling transforms passive
viewers Into active participants — which Is exactly
what your data measured.

How does authentic storytelling in branding influence
consumer attitudes and purchase intentions?
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BLAGK ADULTS (18-4%)

Black adults who prioritize cultural identity,
community, and self-expression.

They respond to brands that demonstrate
authenticity and reflect real-life experiences.

Highly active on social platforms, this audience favors brands that
emphasize representation, authenticity, and emotional resonance over
traditional messaging.
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College Student - Creative - Social

ABOUT

Jordan is a senior studying communications who spends
time with friends, creating content, and staying tapped
into culture online. They are always looking for brands that
feel fresh, expressive, and culturally relevant.

MOTIVATIONS

Wants to feel represented and connected through the
brands they engage with

Active on Instagram and TikTok, shares everyday moements,
influenced by visuals and storytelling

BARRIERS

Quick to disengage from brands that feel staged, forced,

or inauthentic Svdne
YAerin
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Established Professional - Community-Oriented - Grounded

ABOUT

Maya is a professional who values stability, intention,

and meaningful connection. She prioritizes brands that
reflect her lived experiences and support her community:.
She is thoughtful in her purchasing decisions.

Values authenticity, quality, and cultural alignment
in the brands she supports. Seeks products
that feel intentional and worth investing in.

Supports Black-owned businesses, shops with purpose,
engages with storytelling content that reflects real
experiences, and shares trusted brands within her network.

Disengages from brands that feel
performative, trena-driven, or disconnected

S dngy from genuine cultural understanding.
+)Aerln






PRIMARY RESEARCH

Responses were analyzed to identify relationships between authenticity, emotional engagement, trust, and purchase

Intention. These insights informed the strategic and creative direction of the campaign.

30-question survey

Quantitative Survey (Qualtrics) 4 structured sections: These are your core variables:
« Brand familiarity (warm-up) « Perceived Authenticity
n = 200 respondents : . :
e Storytelling perception « Emotional Engagement
Distributed via Instagram + e Attitudes + purchase intent e Trust

Facebook + campus channels » Demographics / psychographics « Purchase Intention
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wno WE HEAGHEB Survey Total = 364 responses

Gender Race Age
® Female Male © Black or African American 18-24 ® 2534
Prefer nottosay @ Other _
@ Prefer not to say 35-44 45 54
White
@ Non-binary / third gender ® 5564 @ 65+

@ Amer. Indian / Alaska Native

or’




| EMOTIONAL ENGRGEMENT RECEIVED

Key takeaway: “Content connects, but doesn't fully immerse”

Captured my attention
Felt emotionally involved
Made me feel something

Found it relatable
Felt memorable

Want more like this

Mean
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| AUTHENTICITY IS THE STRENGTH

Key takeaway: "AfroPop feels real and culturally grounded”

Feels genuine

Authentic, hot staged
True to its identity
Cultural refs respectful
Real values, not marketing

Open and honest

Mean
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| INTENT DOESN'T FULLY CONVERT

Key takeaway: "Authenticity alone isn't driving action”

Would consider trying
Likely to purchase

Would choose over others
Willing to spend money

Would recommend it

Mean
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WHERE THE GAP EXISTS he

Perceived authenticity was ‘
highest (M = 3.76), but did not Emotionalicfgagertichs
translate into action.

Emotional engagement Perceived authenticity
(M =3.37) and purchase
Intention (M = 3.63)
lagged behind.

Purchase intention
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NEY INSIGHTS

Campaign Goal
Encourage consumers to see AfroPop as an authentic part of meaningful cultural moments and increase their intention to

purchase during the summer season.

Develop static and short-form video content that captures memaory-
STRATEGY 1 driven summer moments, allowing audiences to see themselves
and thelr communities reflected In the campaign.

Incorporate suptle but clear calls-to-action that encourage
STRATEGY 2 consumers to try AfroPop as part of their own gatherings, routines,
and summer rituals.
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NEY INSIGHTS

Campaign Goal
Encourage consumers to see AfroPop as an authentic part of meaningful cultural moments and increase their intention to

purchase during the summer season.

Create documentary-style social content that places AfroPop within
STRATEGY 1 familiar, culturally resonant moments such as cookouts, front porch
gatherings, family time, and everyday celebrations

Use storytelling-led captions and supporting copy to reinforce
STRATEGY 2 AfroPop's connection to heritage, community, and joy without
making the content feel overly branded or staged.
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GREATIVE BRIEF

AfroPop's greatest strength is its cultural authenticity, but it must be
expressed in a way that feels lived-in rather than performative. The
opportunity is to move beyond product-focused advertising and show
AfroPop within the real moments audiences already value.

"l connect with brands that feel like they understand my world, my
people, and the moments that matter to me.”

Position AfroPop as a culturally grounded beverage that belongs inside
real, memory-making moments rather than outside them as a
traditional advertisement.

AfroPop is for the moments that already mean something.

Warm, nostalgic, and culturally grounded. Documentary-style
photography and video, natural lighting, lived-in environments, and
scenes that feel intimate rather than staged — joyful, familiar, and
emotionally resonant.

Syd
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AFRO
POP

FOR OUR MOMENTS




AfroPop is more than a beverage. It's part of the laughter,

gathering, rhythm, and memory that shape eveﬁg_/dayﬁfé'

By placing the brand inside real summer moments, the campaign
transforms AfroPop from something consumers simply see into
something they can feel, remember, and bring into their own lives.
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I  afropopco

QO QY A

'.(Er. Liked by sydney.aerin and others

afropopco For our moments

For when Saturdays meant wash day. You didn't know
it then... but those were the moments! #AfroPop

@ Q ®

- 4

VISUAL LANGUAGE:
MOOD & COLOR

A deep, warm color palette
was chosen to reflect the
emotional tone of the
campaign—grounded,
nostalgic, and intimate.
Each color pairing mirrors
the feeling of the moment
rather than the product
itself, reinforcing
storytelling over selling.
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ﬁ. Liked by sydney.aerin and others

afropopco For our moments

For when the cousins got together. Too loud, too
many, just right. Bring that feeling back w/ #AfroPop

@ Q ® 4
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249 Liked by sydney.aerin and others

afropopco For our moments ™"
For when the dominoes got loud. Talking, laughing,
one more round. #AfroPop

@ Q &
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For when the

table stayed full. .
. ‘"-L%" =,

'ﬁ. Liked by sydney.aerin and others
afropopco For our moments

For when the table stayed full. Food passed, stories
shared. Bring #AfroPop to your next onel

@ Q ® &
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< Posts

afropopco

For whe

‘f‘t‘ Liked by sydney.aerin and others

afropopco For our moments
For when tha kitchan got o0 crowded Somehow
everyone still fit. #AfroPop
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BUILDING A
COHESIVE STORY

Each post functions as a
different moment within
the same world. Together,
they create a consistent
narrative that reflects
community, joy, and shared
experience—core to
AfroPop's brand identity.
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HOW FAST
ARE YOU
GETTING UP

ou

WHEN Y
HEAR THIS?
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n‘ Send Message . o a | (@ sendMessage
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vo: VO: VO VO: VO:

‘It always starts at the table® “Where the kids run free” “And the elders watch and '‘Because they've seen this "This |swhat we protect, What
FX: FX: smille” before.” we pass down."

Kids laughing in the Music fades in warnm and easy.  FXs FX: FX:

background. 5izzliing. The Footsteps on grass. Screaming Music settles into-a greove, Soft - Music swells gently. Wind Music softens. Amblent
sounds of a cookout coming and giggling. conversation underneath through trees, The golden hour warmth. The quiet satisfaction
alive hum of a perfect evening: of a full table.

TIKTOK STORYBOARD #2

TRACK: "POISON" — START AT ICONIC OPENING BEAT / GROOVE DROP
s - KEY MOMENT: WHEN PEOPLE IMMEDIATELY RECOGNIZE THE SONG AND START MOVING

VO: VO:
"These are the moments that *AfroPop. For our moments®
made us” FX:
FX: Silence, One warm note holds.
Music facdes te almost nothing
stiliness.

Ay i Poms Sl i
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A GOHESIVE STORY SYSTEM

Designed to increase perceived quthenticity, emotional
engagement, and purchase intention.

This profile is designed to feel like a continuous story rather than a collection of
posts. Each piece works together to build a world rooted in culture, memory,
and shared experience.

By balancing moment-driven imagery with intentional brand touchpoints, the
feed reinforces authenticity while maintaining a strong, recognizable identity.

This approach allows AfroPop to live within everyday moments—
strengthening emotional connection and encouraging consumers to see the
brand as part of their own experiences.
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These will guide the tone and language of
the campaign content:

o Authenticity
e Heritage

e Joy

e Community
e Belonging

e Memory

These keywords were drawn from survey
findings showing that Black consumers
respond most strongly to culturally
grounded storytelling rooted in genuine

identity, shared experience, and celebration.

AFRO
POP

FOR OUR MOMENTS
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HASTAGS

Suggested hashtags to support the
campaign include:

o #ForOurMoments
o #SipTheCulture

e #PopOfloy

o H#AfroPop

o H#TastesLikeCulture

These hashtags create consistency across
platforms, increase discoverability, and invite
Black consumers to share their own cultural
moments — turning the campaign into a
community conversation, not just an
advertisement.

AFRO
POP

FOR OUR MOMENTS

S
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DISCUSSION

DESIGNATE A SOCIAL MEDIA LEAD OR INTERN

Oversee content scheduling, posting, and daily engagement across platforms. This role ensures consistency in
tone, timing, and interaction with the audience.

PROVIDE STAFF OVERSIGHT & DIRECTION

Establish clear creative guidelines for visuals, captions, and messaging to maintain alignment with brand
storytelling. Regular check-ins ensure content stays intentional and on-strategy.

MAINTAINING CONSISTENCY

Consistency in storytelling, tone, and visual identity is key to building authenticity and recognition. A
structured content calendar and defined brand guidelines ensure every post contributes to the larger

narrative.

Consistency reinforces authenticity, which directly influences consumer trust and purchase intention.
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INTRODUCTION

Q' The UNIVERSITY of OKLAHOMA
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SHOWN 3 CURRENT
INSTAGRAM POSTS TPOCERY * v R .. 168 +'r1rr:l|:.u;.'-|.1r.i-::l s e .I.I.“.:I-!mn.c-[l-, Z

Nearly 100 years later, Jam#l Stephens created
AFROPOP, Oklahoma's only Black owned soda COmpany.
With enlturally inspired flavors like Blucherry
Lemonade and Blackberry Cream Soda, AFROPOP is
“crafied for the culure™

/%
R L e CULTURE

MEAGING
[HELOVEQEPOP
WITH GULTURE.

|"||
. ~AES ) 20

—
= >
ATo M 24

Q} GEE ":_;E-? ?

Liked by ehasharnander 876 and others

_ 4

Qr Do Y

esomelexEasslE and aothers

O

Liked by noluraveragenatl and others

alropopco Have you had a can of Afropop |ately? ..{_'g w



ATTENTION CHECK AND
EMOTIONAL ENGAGEMENT
QUESTIONS

Attention Check

emotional Engogemont




PERCIVED AUTHENTICITY
QUESTIONS
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TRUST QUESTIONS
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PURCHASE INTENTION
QUESTIONS
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AFROPOP KNOWLEDGE,
DEMOGRAPHICS, GIFT CARD
ENTRY QUESTIONS

AfroPop Knowledge Demographics
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Rings of Association
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