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Snickers is a chocolate bar brand made by 
Mars, Inc., introduced in 1930. It consists 
of chewy nougat topped with caramel 
and peanut, dipped in milk chocolate. 
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TARGET AUDIENCE

MEDIA STRATEGY

• YOUNG MALE ADULTS AGE 13–35

• The message is simply, “You’re Not You When 
You’re Hungry” exaggerating through hyperbole to 
generate an emotional response

• The campaign uses integrated marketing communica-
tions to reach maximum audience through traditional 
and contemporary media channels



OBJECTIVES

AND RESULTS
OBJECTIVES

AND RESULTS

• Snickers wants to be the first thought the consumer has 
when they’re hungry and on-the-go

• More than just a candy bar

• We think that the Snickers campaign has been successful 
in differentiating its brand using creative advertising

• Hasn’t lost audience awareness over time



MARKET FACTORSMARKET FACTORS

EXTERNAL

• Competition with healthier meal re-
placement bars (clif bars, power bars)

• Budding health trends

INTERNAL

• No significant internal factors within 
the company



MARKET ANALYSISMARKET ANALYSIS

• The young, male demographic is more 
likely to buy candy than older ones

• The campaign appeals to the impulsive so-
cio-culture prevalent in America (impatient 
and lazy)

• Technology provides easier awareness and 
interactive through social media/internet 
and quantifiable results

• Competitors in big name candy brands as 
well as health bars and “market cannibaliza-
tion” through Mars Inc.



PROBLEM AND SOLUTIONPROBLEM AND SOLUTION

• Snickers realized the “hangry” phenomenon that almost 
everyone experiences 

• Low blood sugar is no joke and they want the consumer 
to “grab a snickers” every time they start to feel empty

• A quick fix to feel satisfied

• Instigate a craving for Snickers



AUDIENCE ANALYSISAUDIENCE ANALYSIS

• The audience has been segmented based upon 
demographics (gender)

• The main target demographics are males be-
tween the ages of 13 and 50+

CONSUMER
INSIGHT: 
Consumers view candy bars as unhealthy 
junk food that provides no sustainance 
other than a sweet treat. They don’t 
crave them when they’re hungry.

BRAND INSIGHT: 
Snickers doesn’t want to be just a can-
dy bar, it wants to cure your hunger and 
low blood sugar and make you feel like a 
normal person again.



AUDIENCE ANALYSISAUDIENCE ANALYSIS

The male audience is ap-
propriate for this product be-
cause they are relevant to the 
product and conform to Snick-
ers’ brand heritage. The brand 
image itself is chock full of in-
tangible masculine elements 
within its brand identity: dark 
colors, bold type, patriotism in 
the color scheme etc.



AUDIENCE ANALYSISAUDIENCE ANALYSIS

PRODUCT POSITIONING STRATEGIES

FUNCTIONAL:
Snickers’ positions use problem solving framework (you’re hungry, slow, tired and 
loopy, Snickers solves that problem), and a benefit framework (Snickers provides 
a key benefit to these people to feel normal and on-the-ball).

SYMBOLIC:
Belongingness and social meaningfulness: Snickers uses its functional positions to 
appeal to the male desire to belong to a pack and be socially accepted. When you 
are hungry, you jeopardize your social common sense and risk your status as a 
member of a male pack. 

These positioning strategies are appropriate because the ideas and key insights can easily 
be connected with virtually anybody, not just young-adult males. Most people live their lives 
with a need to be constantly validated by the people around them, and hunger can affect 
one’s ability to be focused on these often subconscious values. 





CAMPAIGN ANALYSISCAMPAIGN ANALYSIS

Snickers is a brand that values being fun, 
active, social and funny. The brand cam-
paign shows these values by appealing to 
their audience through humor and the sim-
ple message, “you’re not you when you’re 
hungry”. Snickers is satisfying, simple, cheap 
and easily accessible. You can buy them 
anywhere and they provide you with some-
thing that is fun, delicious and will combat 
low blood sugar. A snickers bar can be the 
solution to the many problems one faces 
throughout their day.

THE BIG IDEA: 
Snickers can be marketed as a meal re-
placement bar, as well as a candy bar.

Snickers is there for you those instanc-
es when you’re not on the ball, and need 
something to satisfy your hunger, raise 
your blood sugar and make you feel like 
“you” again.

The campaign promises to help you focus 
by curing hunger, no matter the situation 



MESSAGE AND ELEMENTSMESSAGE AND ELEMENTS

• Humor is a main appeal within this cam-
paign to get the big idea across to Snickers’ 
target audience. 

• The use of overly dramatic situations and 
exaggeration personifies the concept that 
being hungry leads to funny situations, and 
is the effective framework utilized in the 
campaign.

• Within Snickers’ print campaign, simple 
layouts in the color brown and a straight-
forward message “You’re not you when 
you’re hungry” 

• Present key graphic elements along with 
an illustration that frames the message and 
get’s the campaign’s point across in a way 
that’s easy to visualize.



BRAND IDENTITYBRAND IDENTITY

GRAPHIC ELEMENTS:
• Snickers’ ads utilize their dark brown 
main color, representing the chocolate bar 
itself, paired with a subtle red, white and 
blue logo. Most of the print ads we’ve seen 
utilize white space (brown space in this 
case), relying heavily on clever concepts 
over busy, in your face advertiseents.

• Colors are usually consistent, and most 
ads are centered and well balanced.

• The graphics trigger an affective response, 
usually one that relates to humor. 

EMOTIONAL
TRIGGERS:
Snickers’ ads are funny but thought pro-
voking, and are useful in grabbing atten-
tion, getting into a consumers short-term 
evoked set, and the scale of the campaign 
over its many strategies help get into the 
long term-evoked set. 



CAMPAIGN AND READERCAMPAIGN AND READER

PURPOSE:
The purpose of this campaign is for con-
sumers to think of Snickers whenever they 
are feeling off their game or witness some-
body else acting off their game. 

GRAPHICS: 
The graphics create a story or capture the 
readers short-term attention through the 
use of color, negative space, balance and 
excellent framing, but arrest the readers 
through clever designs that speak to the 
nature of the slogan “You’re not you when 
you’re hungry”

ELEMENTS: 
The elements of this campaign asks the 
audience to change their behaviors and en-
courage action. 



READER INTENTREADER INTENT

• The media channels used, along with the message, prove 
that Snickers wants consumers to think of them or buy 
their product when they’re out and about, and most im-
portantly, hungry. 

• Advertisements convey this message out-of-home, in 
public areas not just to create awareness, but to change 
their train of thought that snickers provides a key benefit 
to getting through your day. 

• At home, the use of clever commercials are meant to 
change attitude through the use of humor, which influenc-
es behavior and awareness.

• Snickers understands that the male audience reacts well 
to humor and is easily amused through the use of overly 
dramatized messages, and thus will view the brand as a 
company that is fun, quirky, and witty, and memorable.



MEDIA STRATEGYMEDIA STRATEGY

•  The strategy is effective in appealing to 
changing attitude, as it evokes an emotional 
response of humor in the audience. 

•  However, these ads are viewed in the 
home, often away from where Snickers 
are sold. This strategy is not as effective at 
changing behavior as it is attitude and per-
spective. 

•  The purpose of the TV ads are to create 
something so memorable, the product is 
able to get into the consumer’s long-term 
evoked set. 

•  Television is extremely useful in reaching 
the campaigns target audience: i.e. the su-
per bowl



OUT OF HOME ADSOUT OF HOME ADS

•  Out-Of-Home advertisements are fo-
cused on marketing to consumers when 
they are “on the go” in public places, in 
transit, waiting, or in shopping. 

•  OOH advertising formats fall into three 
main categories: billboards, street furniture 
(such as benches, lamps, walls), and transit 
(bus stations, train stations, airports). 

•  Snickers OOH campaign is effective be-
cause it triggers a behavioral response. 
These ads are a way to reach people, and 
remind them that their is something fun 
and beneficial to mind close-by. 

•  OOH is very beneficial for reaching peo-
ple, but tends to reach a broader audience



PRINT ADSPRINT ADS

•  Print advertisements for this campaign 
are almost exclusively used in magazines. 

•  These messages and graphics are useful 
because they can reach a guaranteed audi-
ence size depending on the magazine. 

•  Publications such as Rolling Stone, MAD, 
and Autoweek are effective media chan-
nels because they reach an audience that 
is more in line with the campaign’s target 
segment. 

•  These publications can also often be 
found in public places, where Snickers bars 
can be easily accessible.



MEDIA SUCCESSMEDIA SUCCESS

•  The campaign generated a large amount 
of earned media and press, as well as un-
paid media impressions.

•  The commercials build strongly upon the 
rest of the media outlets used. 

•  They evoked a large and powerful re-
sponse which create an awareness of the 

campaign so strong among viewers, that 
seeing other advertisements from the cam-
paign create an instant connection to the 
emotional response from the commercials. 

•  The commercials were so successful, they 
penetrated pop culture, finding their way 
into unpaid media outlets such as political 
cartoons and Saturday Night Live.



RESULTSRESULTS

•  After three months of the campaign, Snickers reversed 
declining sales, and increased volume sales by 8% and sin-
gle-sales by 13.4%

•  There was an 18,000% increase in the search for “Snick-
ers” on Youtube, with the commercials views on Youtube 
exceeding over 20 million hits.

OTHER FACTORS THAT 
COULD HAVE SWAYED
RESULTS:

•  There was an increased media investment and merchan-
dizing levels relative to the competitive environment
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