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EXECUTIVE SUMMARY 

Mike’s Hard Lemonade was an instant hit when it first entered the U.S markets in 1999. It currently 

holds the number two spot in the Flavored Malt Beverage industry, taking 23.4% of the market 

share in this industry. Because of the growing popularity of this sweet flavored alcoholic beverage, 

it is especially important now for Mike’s to appeal to a larger audience, and regain the number one 

spot, which is currently held by Bud Lite Lime-A-Rita. Mike’s Hard Lemonade’s current consumers 

are married, middle-aged, Caucasian females with an average household income of $75,000-

$150,000, according to MRI data. However, Mike’s needs to target a slightly younger audience of 

Millennial generation woman. These women are living in metropolitan areas, with the means and 

the time to spend their disposable income on alcoholic beverages.  

 
Qualitative primary research survey was sent out and focus groups were held with young women 

who fell within our target audience. This primary research helped Mike’s Hard Lemonade to better 

understand the feelings and motives behind the alcoholic purchases and brand perceptions of the 

target market . From this, it was gathered that millennial women enjoy the taste of Mike’s Hard 

Lemonade because of its light, refreshing, fruity taste. Millennial women are spending more time 

online than any other generations and shy away from traditional advertisements. With this 

information and insight into the target audience, a Mike’s Hard Lemonade media plan was made.  

 
The $1 million budget was divided between four mediums: Online/Digital (45%), Print (10%), Out of 

Home (15%), and Promotions (30%). Television was removed from the media plan. But, since our 

target market are comprised of people who place importance on social outings and spend a 

majority of their time online and on their phones. So, television seemed to be an expensive and 

unnecessary outlet. The goal is to become the leading beverage in the Flavored Malt Beverage 

industry and this presented plan will help Mike’s Hard Lemonade do so.  
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Mike’s Hard Lemonade became an instant hit when it first entered into the market. 

Consumers loved the spiked lemonade flavor and continue to enjoy the multiple other 

flavors and variations Mike’s Hard Lemonade comes in today. The results of the primary 

research showed that Mike’s Hard Lemonade can gain market share by targeting a slightly 

younger audience and specific audience of women ages 18-34. Current consumers of the 

brand range from ages 25-54. The goal of Mike’s Hard Lemonade is to gain brand loyalty 

from the younger crowd that is still experimenting with the brands and who are deciding on 

which ones to become loyal to. There are 30 million women in our target audience and 

capturing their loyalty through print, online/digital, out of home promotions and non-

traditional media outlets would be key to bring Mike’s Hard Lemonade back to the top spot 

in the Flavored Malt Beverage industry.  

	  

INTRODUCTION 
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Mike’s Hard Lemonade first entered the U.S. markets in 1999 by founder Anthony Von Mandi, the 
owner of Mark Anthony Brands. He developed his idea for Mike’s Hard Lemonade after seeing the 
success of wine coolers in the 1980’s. He noticed that many people enjoyed wine coolers, but men 
didn’t like drinking such a fruity, ‘feminine’ drink around others. Years of intensive research and 
development lead to the idea of taking a traditional American favorite, lemonade, and adding an 
alcoholic twist. He chose to use a malt- alcohol base that could easily be flavored and colored but 
still could have higher alcohol content. The first product they released was the traditional hard 
lemonade flavor and it was an instant hit amongst the public. It quickly became the fastest growing 
brand in the Flavored Malt Beverage category with a 40% year to date sales increase from 2005 to 
2006. The company even managed to sell the first 10 million cases without spending a penny on 
advertising.  
	  
Mike’s Hard Lemonade showed instant success and the company still continues to develop 
different Mike’s hard products to appeal to the ever-changing market. At first they added different 
flavors to the original Mike’s Hard Lemonade like cranberry, black cherry, and strawberry, and crisp 
apple. Today, there are now a variety of products that come in different flavors, forms, and alcohol 
percentages. Such as: Mike’s Harder, Mikes Lite Mike’s Apple Ale, and Mike’s Frozen, which 
contains 11.2% alcohol. The company has continued to do well in the Flavored Malt Beverage 
(FMB) industry, currently managing to hold the number two spot in the FMB category. However, 
recently the Bud Light Lime family became a threatening competitor and currently holds the 
highest share in the category. At the moment Mike’s still remains number 2 in the FMB category 
holding 23.41% share.  

Since Mike’s Hard was first developed because of men, they still mostly continue to direct their 
advertising toward young adult men. They know their customers are suburban, with a higher 
income, and more educated than the average citizen and they attempt to position the product 
accordingly, in what they call “premium positioning.” This includes making the Mike’s Hard brand 
look valuable by pricing the product aggressively. Currently, six packs are sold at $7.99-$8.99, 
similar to many craft beers. They also frequently change their packaging to keep up with recent 
trends. Although the company first originated in Canada, its first U.S. headquarters was placed in 
Denver, Colorado. It has since moved to Seattle, Washington and is now settled in Chicago, IL 
since 2013. Their location makes sense for the target segment they attempt to reach.  

	  

COMPANY + INDUSTRY 
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	   	  COMPANY + INDUSTRY (CONTINUED): 

 
Unfortunately, even though their customers are almost 
equally split between men and women they no longer hold 
a “manly” perception at all and are mostly just seen as a 
wine cooler. According to a poll done by Mintel, almost 1⁄4 
of men would not want to be seen holding a ready to drink 
flavored alcohol beverage, like Mike’s. Furthermore they 
are appealing to the young underage drinkers for their 
sugary, alcohol masking flavors, and high alcohol content.  

Their advertising in the past has mostly consisted of TV 
advertisements, however they now plan on cutting almost 
all Television Advertisements and focusing elsewhere on 
digital media. This will include doubling last years paid 
media investment and placing ads on websites such as 
Discovery, The Onion, Buzzfeed, YouTube and even the 
weather channel, along with creating more original digital 
ads. This has been an overview of the Mike’s Hard 
Lemonade Brand, the next section will explain more about 
the Flavored Malt Beverage Industry.  

  

6 



	  

	  
	  
	   	  

CATEGORY TRENDS: 

 
Mike’s Hard Lemonade belongs in the Flavored Malt Beverage industry (FMB). This brand 

first entered this market with the original Mike’s Hard Lemonade flavor, but has since 

expanded its line with several more ways Mike’s Hard Lemonade can be enjoyed, through 

different flavors, alcohol percentages, and forms. Mike’s Hard Lemonade was an instant hit 

and has continued to do well in this market. However, with the popularization of the 

Flavored Malt Beverage Industry in the recent years, Mike’s Hard Lemonade has been 

fighting for the top spot amongst other FMB beverages. As of January 2014, Mike’s had lost 

the Flavored Malt Beverage market share lead to the Bud Light Lime family, which includes 

the Lime-a- Rita flavored drinks. MillerCoors’ Redd’s Apple Ale is also becoming a more 

increasing threat to the company along with the Smirnoff Ice brand. To try to regain the top 

spot, the company has decided to take its marketing plan completely digital for these years’ 

advertisements. Previously, Mike’s Hard Lemonade spent almost $19 million on television 

advertisements between 2012 and 2013 and the company spent $6.5 million dollars on 

digital advertising last year.  
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 REDD’S APPLE ALE LIME-A-RITA 

SALES $216 MILLION $502 MILLION 

MARKET SHARE 12.4% 22.8% 

AD SPENDING $30 MILLION $11.8 MILLION 

COMPETITOR INFORMATION: 

 
Here is a deeper look into Mike’s Hard Lemonade’s competition in the Flavored Malt 

Beverage (FMB) industry. The industry is a competitive one, with many different brands and 

varieties entering the market. One direct competitor is the Bud Lite Lime-A-Rita beverage 

from Anheuser-Busch. Its sales increased 81% in the year ended May 18, 2014, to $502 

million and gained 28.8% of the FMB market share. Another major competitor is Redd’s 

Apple Ale, made by MillerCoors LLC and launched nationally in early 2013, and is in third 

place in the industry with 12.4% of the market share and a 879.6% leap in sales, to $216 

million. Minor competitors are Smirnoff Ice and Twisted Tea flavored malt beverage brands. 

Two indirect competitors for Mike’s Hard Lemonade are craft beers and handmade cocktails 

and mixed drinks.  

 

 

 

 

Bud Light Lime-A-Ritas is positioned as a refreshing blend of flavor that mixes the taste of 

an authentic margarita with a splash of Bud Light Lime. The Lime-a-Rita is meant to cut the 

hassle of buying the alcohol and mixing products and then having to measure out amounts 

to make a drink that the consumer would like. Instead, Bud Light’s Lime-A-Rita does all the 

work for the consumer. The product is a beer-based margarita in a can. 65% of Lime-a-Rita 

drinkers are women. Redd’s Apple Ale positions itself as a fun brand of hard apple ale that 

aims to capture the attention of the curious beer drinker, males & females ages 21-35 years 

old, who like to try out different flavors and branch out. Mike’s Hard Lemonade competitors 

place their aim towards the younger, fun loving, educated crowd that Mike’s Hard 

Lemonade attracts as well. Primary research showed that respondents generally preferred 

Redd’s Apple Ale over Mike’s Hard Lemonade and preferred Mike’s Hard Lemonade to the 

Bud Light products.  
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COMPETITOR INFORMATION (CONTINUED): 

 
Bud Light Lime-A-Ritas promoted their brand by increasing their media spending from $2.7 

million in 2012 to $11.8 million in 2013. This year, director of marketing for Bud Light 

extensions Tyler Simpson said that spending will continue to grow significantly, continuing 

to invest in the Lime-A-Rita brand and brand extensions. Much of the budget is 

concentrated on TV spots for a campaign called “Fiesta Forever”, created by BBDO. The 

campaign also includes online, social media, and print advertisements. At the same time, 

Bud Light continues to create new flavors, and currently has ten trademark applications filed 

for additional flavors. 

 

 

 

 

The Fiesta Forever advertisements are bright and cheerful. The television commercial 

shows a man handing out various flavors of the Lime-A-Rita beverage extensions to 

workers in an office, pool-goers, couples and more and encourages them to forget the work 

and stress that needs to be done and to enjoy the moment and have fun. They promote 

their brand as an upbeat and fun beverage that would appeal to a younger audience that 

likes to have a good time and a nice drink.  
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COMPETITOR INFORMATION (CONTINUED): 

 
“The Redd’s Apple Ale ad launch campaign encourages consumers to “branch out.” The 

brew particularly targets men and women ages 21 to 34, a group that is typically interested 

in trying new things”. The campaign used the tagline “Branch Out” and several different 

apple puns, like “different to the core” to emphasize its apple taste, attempting to distinguish 

itself from the craft beer and other malt beverage industry liquor brands. The 

advertisements looked bold and tough. The campaign made it a point to emphasize the 

taste of the apple and did so in an obvious way. For example, a TV spot for this campaign 

showed a man getting hit in the head with an apple when thinking about which beer to 

order. The print advertisements also place a bold emphasis on the apple taste to stand 

apart from its competitors. No information on the exact budget of the campaign could be 

found, but it can be assumed to be large since it included a Super Bowl spot, TV 

commercials, digital, print and out of home advertisements.  

 

 

 

 

 

 

According to Binnys.com, a popular alcoholic beverage retailer, a 6 pack of 11.02 oz. bottles 

of Mike’s Hard Lemonade is sold for $8.99, a 6 pack of 12 oz. bottles of Redd’s Apple Ale is 

sold for $8.99, and a 12 pack of 8oz cans of Lime-A-Ritas is sold for $10.99. There currently 

is no MRI data for Redd’s Apple Ale. However the ale attracts the market for those looking 

to enter into the craft beer trend, those that don’t enjoy the taste of beer, and those looking 

for a light refreshing taste. Redd’s Apple Ale is sold overseas as well as across the United 

States.  
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EXTERNAL INFORMATION: 

 
Now that competitors within the industry have been discussed, here is a deeper look into 

the Flavored Malt Beverage (FMB) industry and current trends in this industry. Millennials 

play a key part in determining trends in the industry. According to the U.S. Census Bureau 

there are roughly 80 millennials. They are abundant and impactful. Millennials are currently 

at the age where habits and brand loyalties being formed, so tailoring to their wants and 

needs is crucial in capturing market share.  

One trend that affects the FMB industry is the increasing awareness and concern about 

health, wellness, and well-being. It was rated as one of the leading social trends that will 

affect the next decade. Consumers are being more and more aware about obesity, 

diabetes, high blood pressure, and other diseases. They are beginning to watch what they 

put into their bodies are leaning towards purchasing healthier options. This directly affects 

the consumption of alcohol because consumers are now becoming self-conscious, so many 

of Mike’s Hard Lemonade consumers are looking for more low-calorie options.  

Another trend expressed by the millennials is the social 

trend of binge drinking, especially amongst younger 

individuals. The National Institute on Alcohol Abuse and 

Alcoholism shows that more than 80% of college students 

consume alcohol, and half of those who drink consume 

alcohol through binge drinking. This can be defined as four 

drinks for women and five drinks for men in a two-hour 

period. This affects the flavored malt beverage because the 

ways in which alcohol is being consumed is changing. 

Drinks are consumed quickly in attempt to become 

intoxicated faster, so this could affect the flavored malt 

beverage industry because of its lower alcohol percentage 

than hard liquors. This can also be an opportunity to market 

Mike’s Harder Lemonade products into this market, since it 

boasts a higher alcohol percentage.  
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	   	  CURRENT CONSUMERS (SECONDARY RESEARCH): 

 

 
According to the MRI data, current consumers of Mike’s Hard Lemonade are 

educated, middle class, and Caucasian. They are typical of what you would find in 

most suburbs across America. The MRI data shows that the main consumers are 

between the ages 25-54 and more women than men choose to drink Mike's. Majority 

has graduated college and work in professional or office occupations. They share a 

household income of $75,000-$150,000+. Furthermore, married couples are more 

likely to purchase Mike's compared to never married, engaged, or widowed, divorced 

and separated.  

Our current consumers are interested in more educational television and media 

choices. They choose channels such as The Discovery Channel, History Channel, 

The Weather Channel and the news channels and read news magazines and 

distributed newspapers more than entertainment options. They also are sports fans 

and homemakers; they watch ESPN and Football on the weekends, as well as The 

Food Network, and read Better Homes and Gardens. Online, they are loyal to 

Google, choosing Gmail, and Google maps over other options. They are quick to look 

up information, frequenting WebMD and Wikipedia, along with news sites, such as 

CNN, and weather.com. They are interested in online shopping and use eBay and 

Amazon and also listen to online radio such as Pandora.  

These current consumers most closely identify with the VALS type, "Thinkers." 

Thinkers are people who are mature, well educated, knowledgeable and satisfied. 

They keep themselves well informed with what is happening around them and always 

seek to make the most informed decision. Thinkers tend to be more conservative and 

are very good at managing their finances. They value products that are practical and 

functional.  
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	   	  CURRENT CONSUMERS (PRIMARY RESEARCH): 

 

 
The primary research conducted indicated that there are other consumers of Mike’s 

Hard Lemonade, but they do not purchase as frequently as the main current 

consumers. It is through this finding that lead to the new plan of marketing toward 

millennials. By conducting a focus group, it was determined that Mike’s Hard 

Lemonade’s core value resonated with millennial women 18-34 specifically Mike’s 

tagline “When life hands you lemons, add alcohol”.  
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	   	  GEOGRAPHICAL EMPHASIS: 

 
The Mike’s Hard Lemonade is as prominent as most major beer brands in terms of 

their storefront presence. The beverage is an alternative twist to beer, so it is often 

displayed in proximity to a store’s beer selection. Most consumers of Flavored Malt 

Beverages will also buy across a multitude of segments. Wherever beer is stocked in 

a convenience or supermarket, there is a pretty good chance that Mike’s Hard will 

also be offered there as well. They are typically displayed side-by-side with the beer, 

and alongside the other Flavored Malt Beverage competitors, such as Bud Light’s 

Lime-a-Rita, Redd’s Apple Ale, Smirnoff Ice, Bacardi Silver, Seagram’s, and others. 

Mike’s Hard Lemonades’ presence is heavy all throughout the US, as it is a nationally 

distributed beverage.  

New trends encourage Mike's Hard Lemonades’ expansion overseas into parts of 

Europe, as well as the newly developing markets throughout Asia. The Flavored Malt 

Beverage category has seen a revival over recent years, and it is rapidly expanding 

at new global rates. Additionally, for Mike’s Hard Lemonade in specific, the new 

branded seal on each bottle that states “crafted to remove gluten” gives the company 

new growth opportunities into health-conscious markets/regions within the United 

States, such as the regions along the West Coast.  
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SEASONABILITY + TIMING: 

 
The tart and refreshing taste of Mike’s Hard beverages make this a perfect 

summertime beverage for a warm day/night on the beach, backyard, rooftop, front 

porch, or what have you. Mike’s Hard Lemonade is a well-established brand name 

and consistently sold year-round, unlike some of its seasonally exclusive competitors. 

Though the sales and overall popularity boom during spring and summer months, the 

beverage still manages to deliver acceptable year-round results. There are also new 

variations of Mike’s Hard to meet the consumer trends during cooler months. Mike’s 

Hard Lemonades’ busiest time of the year is the summer month range of May to 

August. As the temperature increases across the nation so do the sales of Mike’s 

Hard Lemonade. Through primary research, consumers answered that they drink 

Mike’s Hard Lemonade during the summer with 93% of respondents answering that 

they drank Mike’s Hard during the summer months.  
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CONSUMER DECISION PROCESS  
(CONSUMER PROFILE): 
 

 
o 96% of the respondents had tried Mike’s Hard Lemonade before--a majority of 

which stating that they were “somewhat satisfied” to “satisfied” with the overall 
consumption experience.   

 

o 93% of the respondents said that they drank Mike’s Hard Lemonade in the 
summer.   

 

o Survey sample was fairly active in nightlife with the average respondent claiming 
to go out  close to 4 nights a week.   

o Solid insight that those active in consuming alcohol are well aware of the Mike’s 

Hard brand, and consider/have considered purchasing it before--especially in the 

summer.  

 

o In general, the Flavored Malt Beverage category is often deemed as one with a 
“feminine”  connotation   

 

o Category is seen as transitional category that lies between beer and hard liquor.   
o FMB category also consumed as an alternative to beer with a flavorful twist. 

o Over 80% of survey respondents agreed that Mike’s Hard Lemonade is for 

women to consume. 

§ Ironically, Mike’s Hard Lemonade was originally crafted to appeal as a 

“Hard” beverage for male consumption.  

o Results confirm feminine beliefs of the Flavored Malt Beverage category--can 

apply to Mike’s Hard Lemonades’ competition too.  
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	   	  CONSUMER DECISION PROCESS  

(CURRENT CONSUMER MEDIA USE): 
 

 
o 82% of survey respondents stated they have been exposed to a Mike’s Hard 

Lemonade advertisement at least once.   

 

o Nearly 63% of the average respondent’s time consuming media is spent online, 
and 22% through television.   

o The digital space is ever-evolving and growing rapidly, especially for the more 

youthful demographics.  

o Time online is spent across social media sites and websites, such as Buzzfeed.  

o They are constantly consuming online throughout the day wherever they have 

access to the Internet--via mobile or at home.  
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	   	  CONSUMER DECISION PROCESS  

(BRAND ASSESSMENT): 
 
o Competition includes brands such as Bud Light’s Lime-A-Rita, Redd’s Apple Ale, 

Smirnoff Ice, Bacardi Silver, Seagram’s Escapes and Coolers, and others.   

 

o Mike’s Hard Lemonade has maintained a steady 2nd place spot in sales within the 
FMB category .   

 

o Purchases in the FMB category rely on being suitable for the situation   

 

o Mike’s Hard Lemonade is the beverage of choice for many in the summer months, 
bearing a tart and refreshing lemonade taste that is nostalgic to a consumer’s 
childhood--but with an  adult take on the timeless summertime beverage.   

 

o Competitors such as Smirnoff Ice and Bacardi Silver focus less on seasonality, 
and aim to  deliver an FMB that is cohesive with the nightlife scene. 

o They offer a more neutral flavor that can be adapted to taste preferences year-

round-- especially while out at night.  

 

o Flavor is more important now than ever before for FMB consumers.   

 

o Lime-A-Rita’s success relies on the idea of the “anytime margarita” that is ready 
to drink  out of the can. 

o Margaritas have a taste that can adapt to many situations, though it’s not neutral.  

 

o Mike’s Hard Lemonade is not considered a “neutral” flavor.   
o Relies on the situation and convenience to be consumed. 

o When the situation is right, Mike’s Hard Lemonade delivers a flavor that many 

desire--as proven by a successful history.  
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	   	  CONSUMER DECISION PROCESS  

(CONSUMER DECISION PROCESS MODEL): 
 
To understand the behavior of FMB consumers, and Mike’s Hard Lemonade in specific--it is helpful to 

breakdown the purchase cycle through the Consumer Decision Process model:  

 
1) NEED: 

o When a consumer enters a store, the need to purchase alcohol is established knowing they 
need a specific type of alcohol. A specific segment, such as FMB, is needed.  

§ For Mike’s Hard Lemonade, the development of the need relies heavily on situation and 

convenience. For instance, if a consumer is a female (or a male buying for a female), the 

weather is warm, they want something flavorful without the taste of alcohol, and they 

seek convenience in the consumption and purchase (i.e. no mixing)--then a need for a 

Flavored Malt Beverage is established.  

 

2) AWARENESS: 

o When a consumer approaches the alcohol displays, they know they are looking for a FMB 
amongst an array of the various alcoholic beverage segments that range from beer, wine, 
liquor, and malt beverages. The consumer will become aware of the brands available to 
satisfy this need.  

§ They are aware of a number of brands in the FMB category, including Mike’s Hard 

Lemonade-- due to its unique lemonade flavor, memorable branding, and past 

advertising.  

 

3) PREFERENCE: 

o The consumer will then narrow their decision down to several brands they would consider 
purchasing, and the preference of a few brands is established.  

§ In this case, a consumer would look at Bud Light Lime-A-Rita, Mike’s Hard Lemonade, 

and Smirnoff Ice.  
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	   	  CONSUMER DECISION PROCESS  

(CONSUMER DECISION PROCESS MODEL - CONTINUED): 
 

 
4) SEARCH: 

o Once a consumer has established a preference of brands, they will then search through 
these brands to see what brand is best for the situation in which they will consume the 
alcohol.  

§ The Lime-A-Rita is the anytime, pre-mixed margarita can, Mike’s Hard is the refreshing 
adult lemonade, and Smirnoff Ice has a neutral flavor that is a good choice at night over 
beer and vodka.  

 

5) SELECTION: 

o The consumer then selects one brand over the others. 
§ In the case of Mike’s Hard, a consumer will be spending the this warm day outdoors and 

in the sun. Therefore, the selection is between Lime-A-Rita and Mike’s Hard. The 
consumer prefers, or know who the person they are buying for prefers, a lighter taste 
over a margarita, thus selecting Mike’s Hard. Not to mention they also read the “Crafted 
to Remove Gluten” label, which further confirms the selection.  

 

6) PURCHASE + USE: 

o After the selection is made, and a specific brand is purchased and consumed. 
§ So, after selecting Mike’s Hard Lemonade, the beverage is purchased and later 

consumed—or distributed to consume 
 

7) SATISFACTION: 

o The level of satisfaction the consumer receives from their purchase determines whether 
this purchase cycle will take place for future occasions. 

§ If the consumer gains satisfaction from consuming Mike’s Hard Lemonade, then it is 
highly likely they will consider purchasing it again. 
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CONSUMER DECISION PROCESS  
(CONSUMER DECISION PROCESS MODEL - CONTINUED): 
 
From the survey, 96% of respondents had tried Mike’s Hard Lemonade. Because such a 

high percentage of the target audience had tried the product, Mike’s Hard Lemonade has 

high brand awareness within the target audience and is a known flavored malt beverage. 

This finding directly accords with the marketing objective to move into the number one spot 

in the flavored malt beverage market share. In order to move into the number one spot in 

the flavored malt beverage, it is important to focus advertising efforts on young millennial 

women. This would take away market share for both Lime-A-Rita and Redd’s whose main 

consumers are young millennials. The survey also indicated that Mike’s Hard Lemonade is 

mainly consumed during the summer months, which was also confirmed during the focus 

group.  

 

KEY QUOTES FROM FOCUS GROUP: 

 

“I would want a Mike’s Hard when I want something light and refreshing but also sociable. I 
would probably only drink Mike’s Hard in a group setting. I am more inclined to drink Mike’s 
Hard outdoors with friends at home or in a public space.” - Tracy, 21  
 

“I prefer the taste of Mike’s Hard compared with Bud Light Lime-A-Rita or beer because I 
feel both are too heavy of drinks. I want something light and can enjoy the taste” - Carlie, 23 
  

“When I think of Mike’s Hard, I think of summer. I usually drink them with friends at the 
beach or by my pool during the summer.” - Beth, 21  
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SWOT ANALYSIS: 

 

 
1) STRENGTHS: 

o Mike’s Hard Lemonade has strong brand recognition; a majority of those who 

consume alcohol have heard or consumed the brand 

o The company is consistently a top performer in the Flavored Malt Beverage (FMB) 

category-- currently the 2nd best 

o The brand boasts a unique market position as a “Hard” lemonade, and was the first 

of its kind to brand a product in such a way 

o Recent branding with a seal stating “Crafted to Remove Gluten” appeals to dietary 

interests, and potentially new markets   

o Mike’s Hard Lemonade excels in summer amongst the FMB category with strong 

sales, and acceptable sales year-round--as opposed to some seasonally exclusive 

competitors  

o Transitioned their marketing approach to almost exclusively digital/online in order to 

most effectively to reach their digital consuming target market   

 

2) WEAKENESSES: 

o The beverage is often deemed as a “girly” beverage choice--drinking Flavored Malt 

Beverage category is said to reduce masculinity for male consumers   

o Immersive digital approach limits opportunities across other mediums, and forces 

the company to put “all of its eggs in one basket”   

o Mike’s Hard Lemonade is typically not a beverage choice in the nightlife scene, 

whereas many of Mike’s direct competitors target this crowd effectively   

o The lemonade is not a “neutral” flavor that people can always consume--Mike’s Hard 

is limited to its situational consumption (i.e. daytime, summer, beach, outside, warm 

weather, etc.)   
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	   	  SWOT ANALYSIS (CONTINUED): 

 

 
3) OPPORTUNITIES: 

o The Flavored Malt Beverage (FMB) category has seen a revival over recent years, 

with higher demands for alcoholic beverages packed with flavor and don’t taste like 

alcohol 

o Millennials are highly-active across the digital space, and they constantly seek 

interaction with their favorite brands (Mike’s Hard has taken a stronger interest in 

their digital marketing)   

o Consumers are more health-conscious about what they consume now more than 

ever, and there is a strong emphasis on quality of ingredients (Mike’s branding 

themselves as “Crafted to Remove Gluten” can appeal to such sense)   

o The revival of the FMB market has led to an categorical expansion throughout 

Europe, as well as a growing interest in parts of Asia   

 

4) THREATS: 

o With the growing FMB category, new brands and brand extensions threaten to push 

out existing brands and reduce top performers’ sales--threat to saturate the category 

with too many options 

o New brands and extensions aim to target steadily growing nightlife trends, and main 

competitors are successfully becoming a “common” beverage of choice for FMB 

options at the bar (Mike’s Hard is losing sales by not working to fit into these trends)  

o With marketing to certain, influential demographics, such as millennials, and 

branding a beverage as something as appealing as lemonade risks appealing to 

underage drinkers   
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PRIMARY RESEARCH PLAN 

Mike’s Hard Lemonade can gain market share by targeting a slightly younger and 
specific target audience of women 18-34. There are roughly 32 million women in the 
United States aged 20- 34 that are still experimenting with alcohol and open to new 
beverage types. The disposable income of women in this target market is an 
opportunity for Mike’s Hard Lemonade to gain brand loyal consumers and increase 
market share.  

 
 

1) SURVEY: 

o Assist in narrowing down specific questions   

o Able to gain information quickly and analyze the data in a timely manor   

o Easily distributed to a wide variety of people with different demographics and 

 psychographics   

o Segment data and develop questions that need further review or information   

 

2) FOCUS GROUP: 

o Used to gain more insightful knowledge and understanding of the target audience  

o Moderator can continue to ask questions to spark conversation between 

participants   

o Learn psychographic information about the target audience and more lifestyle 

questions   
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RATIONALE, GOALS and OBJECTIVES: 

 

 
1) SURVEY: 

o Research why women 18-34 would drink Mike’s Hard Lemonade   

o Find out what time of year women 18-34 consume Mike’s Hard Lemonade   

o Gather information about the types of mediums the target audience is exposed to 

on a daily  basis   

o Find the best medium to reach the target market and where the best location of 

 advertisements would be in order for the target audience to see the ads   

o See how Mike’s Hard Lemonade compares to competitors (strengths and 

weaknesses)   

o Determine brand perception and if core values of Mike’s Hard Lemonade resonate 

with  target audience   

o Determine brand awareness among target audience 

 

2) FOCUS GROUP: 

o Gather information on what specific outlets women are interested in or spend their 

time  immersed in for each medium   

o Determine how to digitally engage the target audience   

o See how Mike’s Hard compares to the competitors   

o Determine brand perception and if core values of Mike’s Hard Lemonade resonate 

with target audience 
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	   	  METHOD DESCRIPTION: 

 

 
A survey was made to better understand the target audience. Respondents were asked 13 

questions about what they look for in a flavored malt beverage. The respondents were 

asked to rank according to preference Mike’s Hard and the main competitors in order to see 

how Mike’s compared to the other brands. The survey also included demographic 

information and questions regarding the brand personality of Mike’s Hard. A total of 88 

people answered the survey during November 12th, 2014 and November 20th, 2014.  

A focus group was conducted on November 29th, 2014 to further understand women 18-24. 

A member of the Mike’s Hard team moderated the focus group and asked questions about 

media consumption and lifestyle. The focus group contained six women between the ages 

of 18 and 34.  

 

PRIMARY RESEARCH FINDINGS: 

Through a series of 13 questions presented digitally as a survey, 96% of respondents had 

tried Mike’s Hard Lemonade. Because such a high percentage of the target audience had 

tried the product, Mike’s Hard Lemonade has high brand awareness within the target 

audience and is a known flavored malt beverage. This finding directly accords with the 

marketing objective to move into the number one spot in the flavored malt beverage market 

share. In order to move into the number one spot in the flavored malt beverage, it is 

important to focus advertising efforts on young millennial women. This would take away 

market share for both Lime-A-Rita and Redd’s whose main consumers are young 

millennials. 82% of respondents said they had seen some form of advertisement for Mike’s 

Hard Lemonade and most of the respondents said that they were somewhat satisfied or 

satisfied with the product. The respondents are significantly more exposed to the online 

medium when compared to print, radio and television.  
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	   	  METHOD DESCRIPTION 

(PRIMARY RESEARCH FINDINGS – CONTINUED): 

 
Respondents believed that Mike’s Hard is seen as a girly beverage, but also light and 

refreshing. This is consistent with the choice to only target women. A total of 88 

surveys were recorded and the surveys were distributed from November 12th, 2014 

until November 20th, 2014. The survey was a good provider of insights into the target 

audience with the majority of respondents being women 18-24.  

A focus group was conducted to gain insights into the minds of the target audience. 

Key questions that the focus group looked into were: What live television do you 

watch? What sites to you often visit while online? What do you like about Mike’s Hard 

Lemonade and how does it compare to Bud Light Lime-A-Rita? How would you 

describe Mike’s Hard. It was discovered that the majority of women did not watch live 

television, but instead preferred sites like Hulu and Netflix. Many also watched shows 

on Comcast’s Xfinity On Demand or recorded shows and watched them later and 

skipped commercials altogether. The focus group was able to provide insights into 

the sites that women 18-34 visit while online. These websites included: YouTube, 

Facebook, Amazon, Hulu, and Pinterest. The focus group also mentioned that the 

view these websites via apps on their phones and also heavily use the app 

Snapchat. The general consensus was that Mike’s Hard was a light and refreshing 

beverage that the women enjoyed drinking while poolside over the summer or at a 

beach.  
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TARGET AUDIENCE 

CURRENT FMB BUYERS + CONSUMERS: 

o Adult females (ages 18-34) 

o Post-graduate education, with professional & related occupations earning an average income of 

$75,000-100,000 

 

RATIONALE: 

o We are targeting the younger workforce who is single. Although they might just be starting out, 

they have the means and time to go out on the weekends and spend their money enjoying a 

slightly more expensive beverage.  

o This segment, bright and determined, still likes experimenting with their alcohol. This is the time 

they start becoming brand loyal, so we would like to get them at this stage of their lives. Mike’s 

Hard Lemonade is a fun, hip, and flavorful alternative to a lot that is in the marketplace right now.  

o Geographically, the audience focuses in the suburban, metropolitan areas due to the high traffic 

of young single professionals in these areas. These areas also provide a lot of nightlife and 

traffic for alcohol consumption.  

 

SCOPE OF THE AUDIENCE: 

o According the US Census Data, there are 63 million Americans between the ages of 20-34 years 

old as of the year 2012. This amount of people accounts for about 21% of the American 

population. 

o VALS psychographics (Strivers) – Strivers are trendy and fun loving. Strivers are active 

consumers because shopping is both a social activity and an opportunity to demonstrate to 

peers their ability to buy.  
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	   	  A DAY IN THE LIFE 

(TARGET CONSUMER PROFILE): 

 

 

 
LINDSAY MILLER: 

Hi there! My name is Lindsay. I am 24 

years old, single, and living in downtown 

Chicago. This past year I graduated from 

the University of Michigan with a business 

degree, and recently began my full time 

career as a marketing analyst for a large 

financial firm. I am excited because for the 

first time in my life I will be earning a salary 

and can spend my money on things that I 

enjoy doing. I work 40 hours a week and 

am a very busy person in general, but I 

love to go out on the weekends because it 

is a great way to meet people in this new, 

big city. My co-workers are similar to me in 

this aspect, and we enjoy getting together 

outside of the office. I have never been a 

big beer drinker, but I do enjoy other types 

of alcoholic beverages. I eventually want 

to settle down and have kids, but not for a 

couple years at least. I want to enjoy being 

single and independent in a big 

environment while I can. 
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MEDIA STRATEGY 

MARKETING OBJECTIVE: 

Be #1 in market share for flavored malt beverages category by 
increasing market share from 23% to 30% 

 

 

ADVERTISING OBJECTIVE: 

Create positive feelings toward the brand and brand likeability among 
45% of target audience 

 

MEDIA OBJECTIVE: 

Use online, print, and non-traditional advertisements to reach the target 
market throughout the year 
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 JAN-FEB MAR 15 APR 15 MAY 15 JUN 15 JUL 15 AUG 15 SEP-OCT NOV-DEC 

ONLINE          

FACEBOOK          

SPOTIFY          

HULU          

YOUTUBE          

AMAZON          

PRINT          

VOGUE          

COSMOPOL.          

O-O-H          

TAXI BANNERS          

UBER ADS          

PROMOTIONS          

SNAPCHAT          

CONCERTS          

SB/BEACH          

MEDIA SCHEDULE 

RATIONALE: 

A continuous campaign was chosen for the online mediums to keep the Mike’s Hard Lemonade 
brand fresh in our consumer’s minds throughout the year. Mike’s Hard Lemonade will have pulsing 
advertisements during the summer months for online, Print, and out of home mediums. Mike’s 
Hard Lemonade will be promoted in the spring and summer months because some of the 
promotions that are being done, like Spring Break and some music festivals and concerts take 
place during the Spring. Primary research showed that the majority of respondents enjoy Mike’s 
Hard Lemonade in the Spring and Summer, with more enjoying the product in the Summer, thus 
creating a rationale for a pulse schedule during the Spring and Summer seasons to keep Mike’s 
Hard Lemonade at the top of consumer’s minds during peak consumption time.  

PULSING 
	  

CONTINUOUS 
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MEDIA BUDGET 

RATIONALE: 

The allocation of the budget, and media plan choices, were made in order to most 
effectively reach our target market. The target market is an 18-34 year old woman and they 
fall into the category of Millennials. These women are no longer watching television, they 
get their news and spend their time mostly online and on digital media. Millennials are no 
longer affected by traditional advertising that generations before them were. They need 
something new, exciting, and eye catching. Therefore, the media plan allocates most of the 
budget to online and promotional media. It also includes out- of-home and print to reiterate 
the message and reach as many of the target audience as possible.  

$100,000 

$150,000 

$450,000 

$300,000 

BUDGET BREAKDOWN 
($1 MILLION): 

PRINT 

OUT-OF-HOME 

DIGITAL + ONLINE 

PROMOTIONAL 
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	   	  MEDIA BUDGET 

(TELEVISION): 

 

BUDGET PERCENTAGE & AMOUNT = 0% / $0 

 

 

 

 

 

 

RATIONALE: 

Although some millennials still currently watch TV, the numbers that watch it are declining. 

According to a small focus group conducted, and to the data from the Q3 total audience 

report, more and more young people are watching TV shows online on their computers, 

phones, and iPads. In fact, the 2014 Q3 audience report found that traditional TV viewing 

among 18-24-year- olds was down by 19% year-over-year. Instead, this generation is using 

sites such as Hulu and Netflix instead of sitting and watching a show when it actually airs. 

Therefore, it does not make sense for Mike’s Hard Lemonade to spend any more money on 

television advertising. Instead, by cutting this medium out, Mike’s can spend more on online 

advertising, where the viewers are, and more on non-traditional advertising, which is what 

the target audience enjoys more.  
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	   	  MEDIA BUDGET 

(ONLINE): 

 

BUDGET PERCENTAGE & AMOUNT = 45% / $450,000 

 

 

 

 

 

RATIONALE: 

The majority of the budget and media plan is directed towards online and digital media for 

many reasons. First off, it is one of the best mediums to reach the target audience. With the 

majority of the target audience being ‘Millennials’, they are very tech-savvy and involved 

with social media. They spend a large amount of their time on their phone searching 

websites and apps. Furthermore, online advertising provides high reach and frequency for a 

very fair cost. It is easily measurable and traceable so Mike’s will be able to see where 

things are and are not working fairly quickly. The plan is to do this through many different 

websites such as Facebook, YouTube, Spotify , Hulu, and online shopping such as 

Amazon. According to research done by Comscore, Facebook is the target audiences most 

visited social media website, followed by Instagram and Snapchat. Furthermore, 57% of 

YouTube videos are shared from this age group, making them prime places to put banner 

ads that will directly reach the target. Placing ads on these sites, such as CPC ads (pay per 

click ads) will be an easy way to directly reach our market and evaluate the effectiveness.  
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	   	  MEDIA BUDGET 

(PRINT): 

 

BUDGET PERCENTAGE & AMOUNT = 10% / $100,000 

 

 

 

 

 

 

RATIONALE: 

Since Advertisements in magazines are relatively inexpensive, Mike’s should still devote a 

small amount of the budget to Print Ads. Advertisements in magazines help to increase the 

frequency of the message to the audience and reiterate the brand. The target audience 

Mike’s needs to reach hardly ever reads the general newspapers, but still have interest in 

Magazines, looking to them for advice on love, sex, work and fashion.  

According to MRI data, currently, Cosmopolitan and Vogue are two of the most read 

magazines for young women. Other magazines read by women are more geared towards 

housekeeping and parenting, which do not fit the market Mike’s needs to reach. Therefore it 

will be beneficial to put several types of advertisements in Cosmopolitan and Vogue 

magazines. These will consist mostly of bleed ads and run of the book ads.  
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	   	  MEDIA BUDGET 

(OUT-OF-HOME): 

 

BUDGET PERCENTAGE & AMOUNT = 15% / $150,000 

 

 

 

 

 

 

RATIONALE: 

As our target market consists of young, on the move women, out-of-home advertising 

provides the opportunity to place ads where the target market can see it throughout their 

day-to- day life. A majority of these women will commute to work everyday, and as the 

target is a metropolitan area, Mike’s can reach them through commuter rail advertising in 

cities train and subway stations. These young women are also constantly on the go at night, 

going bar to bar on the weekends and taking Taxis, and most recently Uber to move 

around. Therefore taxi ads, and ads placed in Uber cars will reach them directly through 

transportation they use, and around the time alcohol is most likely to be consumed, 

reminding them that Mike’s Hard Lemonade is a fun drinking option. Finally, during the 

warmer months, Billboard ads will be placed near cities beaches and lakes, as that is where 

and when research showed Mike’s Hard Lemonade is consumed the most.  
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	   	  MEDIA BUDGET 

(PROMOTION): 

 

BUDGET PERCENTAGE & AMOUNT = 30% / $300,000 

 

 

 

 

 

 

RATIONALE: 

BEACH PARTIES + MUSIC FESTIVALS – Mike’s Hard Lemonade should also reach out to 

the target market during Spring break. We are targeting females aged 18-34 with an income 

of $50,000- $100,000. Promoting Mike’s Hard Lemonade at the popular Spring Break 

destination of Panama City Beach, FL would be an effective way to raise awareness about 

our product. Mike’s Hard Lemonade will sponsor a beach party on Panama City Beach in 

March, during a popular weekend for Spring Break goers. Tents with the logo will be placed 

around the beach along with plenty of cold Mike’s Hard Lemonade products to hand out to 

attendees. Other swag items will be purchased with a part of this budget to hand out to 

beachgoers to spread awareness amongst their friends about the Mike’s Hard Lemonade 

brand. Additionally, music festivals would be another suggestion. 

37 



	  

	  
	   	  MEDIA BUDGET 

(PROMOTION - CONTINUED): 

 

SNAPCHAT (GEO-TARGETING) – This social media outlet is ideal for our purposes since 

6 out of 10 users are between the ages of 18-24 and the majority of its users are female. 

Additionally, Snapchat is the 3rd most popular social media app and its innovative features 

such a story and Geo-Filters will allows us to get our message across in different forms. 

Geo-Filters allow you to have customized filters when you are on an area, and this would 

allow Mike’s hard Lemonade to position on important events to our target audience such as 

music festivals, and popular Spring Break locations among others. This will increase the 

interaction and reach not only at the even, but through the network of each user.  
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EVALUATION METHODS 

Several evaluation methods will be used to evaluate the Media plan. 

Since it would be a waste of the budget to spend money on media that 

isn’t working, the first method will be to continuously keep up with the 

plan. This mean’s that Mike’s Hard will need to measure the amount of 

hits their online advertising is getting, and halfway through the plan 

survey the target audience to see if they are drinking Mikes, and if they 

were satisfied with their experience. Furthermore, they can conduct 

surveys on whether or not the Out-of-home and print advertisements 

were seen and recognized. Since a large part of the media plan contains 

non-traditional advertising, it is important to track the people who attend 

the concerts and parties to ensure it matches up with the target market, 

and to see if these promotions increased the visibility and purchasing of 

Mike’s. This also includes measuring the amount of people that used the 

Snapchat filter. A final survey at the end of the plan will also be used for 

the target markets overall satisfaction and opinion on Mikes. A final way 

to evaluate will be the future MRI data and sales in general. The plan 

hopes that more young women will buy Mike’s , and the MRI data will 

reveal if that is true.  
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MEDIA PLAN SUMMARY 

The media plan was created based off several objectives, and off of the 

best and most efficient way to reach the target market. The marketing 

objective was to be #1 in market share for flavored malt beverages 

category by increasing market share from 23% to 30%. The advertising 

objective was to create positive feelings toward the brand and brand 

likeability among 45% of target audience. Finally, the media objective 

was to use online, print, and non-traditional advertisements to reach the 

target market throughout the year. These objectives and research on the 

target market helped to allocate the budget in the best way possible. The 

budget allocation and mediums chosen were as follows; 45% of the 

budget was spent on online advertising, 30% on promotions, 15% on 

Out- of Home advertising and 10% on print, specifically magazines.  

As online is the most used medium among the target audience, majority 

of the budget was directed there. The target audience, 18-34 year old 

women use the Internet as their source of news, their link to friends, and 

even their television and movie outlet. The advertisements online were 

directed to several sites that research showed the target market used the 

most – Facebook, Instagram, Hulu, Amazon, and YouTube.  
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	   	  MEDIA PLAN SUMMARY (CONTINUED): 

 
Thirty percent of the budget was directed towards promotions. Promotions 

allowed for more creative advertisements that could be directed in specific 

areas and events the target market attends and enjoys. Finally a combined 

twenty-five percent was directed to out of home advertising and print media, 

this allows the opportunity to increase the amount of people that see the 

advertisements while also still focus on what the target market reads and sees. 

The print was placed in Cosmopolitan and Vogue magazines and the out-of-

home was focused on common methods of transportation the market uses on 

a daily basis. The advertising for all of the above will be continuous for online 

with pulsing for online, promotions, out of home and print in the spring and 

summer, as that is when research showed people consume Mike’s the most.  

To evaluate the plan’s success a variety of surveys are to be used. These 

surveys will be done throughout the media plan and at the end as well. 

Furthermore, online advertisements will be tracked to ensure that they are 

being seen and clicked. The final evaluation will come from future MRI data on 

Mike’s Hard Lemonade, if Mike’s gains back market share and the top position, 

and ultimately from Mike’s Hard Lemonade sales.  
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