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Grab ‘N Snack was a snack parents would pack for their tweens. An on-the-
go pick-me-up for road trips, soccer practice, and everything in-between.
However, the brand was repositioning itself to appeal to students and young

professionals. This new positioning meant speaking about what mattered most STROI-IHING

to them: getting things done and having the energy to do so. E
i W Y BUT SPEND
The campaign took inspiration from newly designed packaging, more zen-like mwf‘umfwmu I
and organic feeling. So, we developed zen:like, thought-provoking questions Cashew: o
about the way our target snacked and fueled up, to rethink their routines and “‘"" de cajou L4

how they got their daily protein. The head-turning headlines leaned into the e
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new packaging and modular type, creating a striking look. Food, for thought. Food, for thought.
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At the heart of the ign were ul ings, in addition to EROHAGE CHEDDAR ORAHGE X -
OLVs, Social, Reddit, and contextual guerrilla placements, to truly provide
some food, for thought. TP 3 "
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Food, for thought.




