Prompt used:

We kickoff our case competition sprint on Monday, but | need to start preparing my materials for
Tuesday's class now. The competition itself is three weeks from today, but presentations start a few days
before that. For right now, I'd love for you to generate at least five potential recommendations that
address the central challenge of the case while adhering to its restrictions. You may be as creative as you
like, but you should also know that my purpose in asking you to do this is to demonstrate both how easy
it is to rely on Al to generate decent recommendations and how common the practice is likely to be
among the 148 competing teams.

Gemini’s Output:

Here are five distinct recommendations designed to scale Shamrock Farms Santa’s Favorite Milk™ in
Year 2. Each plan strictly complies with the S1M budget, the Sept 1-Dec 31, 2027 window, and all
prohibitions (no packaging/formula alterations, no pricing discounts, no distribution changes, no cable
TV, and no survey-based KPIs).

These concepts represent the strategic angles and common tropes GenAl frequently produces when
prompted for this case, providing a direct baseline for Tuesday's class discussion.

Recommendation 1: The Co-Branded Holiday Baking Activation

Concept: "The Official Pairing: Santa’s Milk & Scratch-Baked Cookies"

Audience Insight: Fast Moving Families (25—44) prioritize holiday baking as dedicated family bonding
time, seeking easy micro-traditions that evoke childhood nostalgia.

Creative Idea: Instead of treating Santa’s Favorite Milk as a standalone beverage, position it as the
essential co-star of family baking night. Partner digitally with a national cookie brand or flour brand (e.g.,
King Arthur Baking or Nestlé Toll House) for co-branded digital recipe content and holiday cookie pairing
guides.

Channel Strategy:

e Pinterest Promoted Pins: Search-targeted recipe pins ("Snickerdoodle Dip," "Holiday Cookie
Pairings") driving clicks directly to the Shamrock Farms Store Locator to "find ingredients near
you".

e Micro-Influencers (Parenting & Food Creators): TikTok and Instagram Reels showing parents and
kids setting out the milk and cookies on Christmas Eve.

e Retail Media Networks (RMNs): Instacart and Walmart digital search ads targeted to shoppers
searching for holiday baking staples (flour, sugar, chocolate chips). Measurement (No Surveys):

e Awareness: Lift in organic and branded search volume (Google Trends / Search Console) for
"Santa's Favorite Milk" and "Shamrock Farms Holiday Milk."

e Store Locator Traffic: Direct referral sessions and outbound clicks via UTM parameters from
Pinterest recipe pins and Instacart ads.

Concept Analysis: Positions Santa’s Favorite Milk as a baking ingredient and pairing partner alongside
established baking brands, relying on Pinterest, food micro-influencers, and retail media baking search
terms.



Logical Flaw on Audience Motivation: It solves a problem that does not exist. The case notes
that "milk and cookies" is already an established pairing (84% of Americans); parents do not
need recipe pins or co-branded education to tell them to serve milk with cookies.

Inaccurate Premise Regarding Product Attributes: Flavored milk (Snickerdoodle, Chocolate Mint)
behaves unpredictably in standard baking chemistry compared to whole milk or heavy whipping
cream. Promoting it as a recipe ingredient risks ruined family bakes or unappealing end
products.

Budget Dilution via Third-Party Co-Branding: Formal corporate co-branding partnerships (e.g.,
Nestlé Toll House or King Arthur) require licensing agreements, joint legal approvals, and shared
ad spends that cannot be credibly negotiated, executed, and tracked across a lean $1M
campaign.

Channel Inefficiency for Ready-to-Drink: Pinterest recipe browsing is a high-consideration,
long-lead-time planning behavior. It is poorly aligned with driving urgent, impulse purchases of a
32-ounce refrigerated seasonal dairy LTO in convenience or grocery stores.

Recommendation 2: The Interactive Digital Experience

Concept: "Santa’s Milk Tracker: North Pole Operation Check-In"

Audience Insight: Fast Moving Families juggle busy schedules and rely heavily on digital entertainment
to create holiday magic for their kids without added prep work.

Creative Idea: Build upon Year 1’s "North Pole Anonymous / Leaks" narrative by shifting into an
interactive digital experience. Launch an interactive microsite hosted on ShamrockFarms.net where kids
can enter their zip code to "check Santa’s delivery clearance and milk preference" for their
neighborhood, routing parents straight to the localized store locator.

Channel Strategy:

Connected TV (CTV) / Streaming Video: 15-second spots on Hulu, Disney+, and Peacock during
family holiday movies featuring "classified North Pole alerts" that prompt viewers to scan an
on-screen QR code.

Paid Social (Meta & TikTok): Gamified filters and AR lenses allowing kids to catch falling cookies
and bottles of Santa’s Favorite Milk into Santa’s sack.

Paid Search (SEM): Bidding on high-intent holiday terms like "track Santa," "what milk does
Santa like," and "Christmas traditions for kids". Measurement (No Surveys):

Awareness: Total CTV completed views (VCR > 85%) and earned digital PR media impressions
across national lifestyle outlets.

Store Locator Traffic: Conversion rate of QR code scans to zip code submissions on the store
locator page.

Concept Analysis: Builds an interactive "Santa’s Milk Tracker" microsite on ShamrockFarms.net with CTV
QR codes, AR social lenses, and paid search to gamify North Pole logistics.

Conversion Funnel Friction: Fast Moving Families are perpetually pressed for time. Demanding
that a busy parent watch a streaming ad, pull out their phone, scan a QR code, navigate an
interactive game on a mobile browser, and then click into a separate store locator introduces far
too many drop-off points.



Direct Conflict with Existing Category Giants: An official "Santa tracker" directly competes for
consumer attention against entrenched, globally recognized platforms with decades of brand
equity (e.g., the official NORAD Tracks Santa program and Google's Santa Tracker). A S1M budget
cannot win that share of voice.

Underestimation of Technical and Hosting Costs: Developing, securing, testing, and hosting a
zero-latency, high-traffic interactive gamified web microsite with real-time zip code geo-routing
consumes a significant portion of a $1M budget before a single dollar is spent on media
impressions.

Measurement Mirage: AR filters and website mini-games notoriously drive vanity engagement
(time on page, lens shares) while failing to motivate an actual trip to the refrigerated dairy case.

Recommendation 3: The Retail Media & Shopper Journey Play

Concept: "Cart to Chimney: The Seamless Holiday Run"

Audience Insight: Fast Moving Families rely on curbside pickup, rapid delivery, and targeted grocery apps
to complete their weekly shopping under time pressure.

Creative Idea: Capture consumers at the exact moment of intent. Rather than broad awareness
top-of-funnel ads, dominate digital grocery touchpoints where parents build their holiday grocery

baskets.

Channel Strategy:

Retailer Sponsored Search & Banner Ads: InMarket, Instacart, Kroger Precision Marketing, and
Walmart Connect banner placements targeted at families buying seasonal refrigerated items.
Geo-Fenced Mobile Push: Proximity-based digital display ads triggered when parents enter
target retail locations (Family Dollar, Albertsons, Safeway, Fry’s).

Targeted YouTube Bumper Ads: 6-second non-skippable mobile ads emphasizing "Don't forget
Santa’s Favorite Milk on this week's grocery run: Find your store". Measurement (No Surveys):
Awareness: Share of Voice (SOV) within the refrigerated holiday dairy category on digital grocery
platforms.

Store Locator Traffic: Outbound "Where to Buy" clicks from paid digital display ads and
sponsored grocery links.

Concept Analysis: Directs the vast majority of spend into digital grocery infrastructure (Instacart,
Walmart Connect, InMarket, geo-fenced push notifications) to convert parents building their weekly
digital carts.

Strategic Violation of the Primary Case Objective: The central challenge explicitly asks for a
strategy to "increase national awareness". A bottom-of-funnel retail media and search
conversion strategy captures high-intent shoppers who are already searching, but it fails to build
broad top-of-funnel brand fame or holiday cultural buzz across non-users.

Distribution Disconnect and Fragmented Inventory: Shamrock Farms Santa's Favorite Milk does
not have uniform national distribution across all banner stores (e.g., Family Dollar only carries
Chocolate Mint; other grocers only carry single SKUs or regional assortments). National digital ad
buys on platforms like Instacart frequently result in wasted spend serving ads in markets where
the specific SKU is out of stock or unlisted.



Channel Cannibalization of the Primary KPI: Driving shoppers to transact directly within
third-party retail apps (Instacart, Walmart.com, Kroger app) actively bypasses the Shamrock
Farms website store locator, directly undermining one of the required competition KPls.

Low Emotional Resonance: Cold digital banner ads and sponsored search results in shopping
carts do not build an emotional connection to holiday joy or position the product as a cherished
family tradition.

Recommendation 4: The "Parenting Decompression" Angle

Concept: "Santa's Little Break: The Grown-Up Holiday Pour"

Audience Insight: While the product centers on Santa, parents (ages 25—-44) experience high holiday
stress ("joy deficit") and frequently turn to sweet treats as a late-night reward once the kids are asleep.

Creative Idea: Reposition the secondary usage occasion: Santa’s Favorite Milk isn't just for Santa’s plate;

it’s the parent's secret holiday nightcap (e.g., paired with coffee, mixed into holiday shakes, or enjoyed
straight from the bottle during late-night wrapping).
Channel Strategy:

Humorous Short-Form Video (TikTok & Meta): Relatable, funny vignettes of parents wrapping
gifts at 11:30 PM and sneaking sips of Chocolate Mint or Snickerdoodle milk straight from the
fridge.

Audio Streaming (Spotify): Targeted digital audio ads inserted into popular holiday music
playlists during evening listening hours (8:00 PM—Midnight).

Influencer Collabs (Parenting Humor Creators): Sponsored reels leaning into the theme of
"surviving holiday prep with a little sweet indulgence". Measurement (No Surveys):
Awareness: Social engagement metrics (video shares, saves, and audio ad completion rates)
reflecting viral cultural resonance.

Store Locator Traffic: Link-in-bio clicks and tracked campaign landing page referrals funneling
directly to the retail finder.

Concept Analysis: Pivots the messaging away from kids to focus on stressed parents using the flavored

milk as a late-night treat, cocktail/coffee mixer, or wrapping-session reward via humor reels and Spotify

evening audio.

Subversion of the Core Brand Identity: Shamrock Farms explicitly established Santa’s Favorite
Milk as the "Official Milk of the North Pole" centered on the classic childhood tradition of milk
and cookies for Santa Claus. Pivoting to adult self-care and late-night exhaustion abandons the
unique brand equity and licensing Shamrock is paying to build.

Direct Category Confusion with Eggnog: Shamrock Farms already owns a mature holiday
portfolio specifically tailored for adult indulgence, entertaining, and specialty beverage mixing:
Traditional, Pumpkin Spice, and Vanilla Spice Eggnog. Positioning Santa’s Favorite Milk in that
same adult-treat space cannibalizes their existing high-margin eggnog sales rather than
capturing incremental flavored milk volume.

Flawed Audio Targeting Economics: Digital audio streaming (e.g., Spotify holiday music) has high
CPMs and zero visual real estate. For a visually distinctive packaging asset whose primary appeal
lies in appetite appeal and recognizable branding in the dairy case, audio cannot establish visual
shelf recognition.



Alienation of the Child-Driven Pester Power Dynamic: In grocery and convenience
environments, seasonal flavored milk purchases are overwhelmingly driven by child request and
visible holiday excitement. Ignoring the child completely eliminates the most potent purchase
catalyst for Fast Moving Families.

Recommendation 5: The "Leave the Right Milk" Tradition Campaign

Concept: "Dear Santa: We Upgraded Your Milk"

Audience Insight: Fast Moving Families actively look for small, easy rituals that make holiday milestones
memorable for their children without requiring elaborate crafting or expense.

Creative Idea: Reframe the traditional Christmas Eve ritual into an upgrade story: regular white milk is
fine, but Santa explicitly asked for Snickerdoodle and Chocolate Mint this year. Use mock "Dear Santa"
letters written from Santa back to the kids thanking them for finally leaving the good stuff.

Channel Strategy:

Digital Out-of-Home (DOOH): Programmatic digital displays in high-traffic shopping mall
corridors and suburban transit stops near major grocery centers.

Streaming TV (CTV): Narrative 15- and 30-second spots showing Santa bypassing standard milk
glasses to grab the Shamrock bottle.

Search Engine Marketing (SEM): Aggressive geo-targeted paid search capturing regional
searches for holiday treats, directing users to nearest stocked retailers. Measurement (No
Surveys):

Awareness: Third-party programmatic foot traffic lift / store visit attribution data via
location-based mobile advertising providers (e.g., InMarket).

Store Locator Traffic: Aggregate weekly pageview lift on the official store locator URL compared
to Year 1 baseline numbers.

Concept Analysis: Uses high-impact storytelling ("Dear Santa" return letters) across CTV, mall DOOH, and
search ads to convince families to replace traditional white milk with flavored cookie milk.

The "One-Night-Only" Purchasing Trap: The messaging explicitly ties the purchase occasion to
Christmas Eve ("leaving milk out for Santa"). A four-month retail campaign (September 1 through
December 31) cannot sustain product velocity if the entire communications narrative primes the
consumer to buy only during the third week of December. Retailers will pull slow-moving stock
well before Christmas if September through November sales falter.

Prohibitive DOOH Production and Placement Costs: Digital Out-of-Home displays in premium
suburban shopping malls and high-density retail transit corridors during Q4 carry peak holiday
rates. A S1M national budget would be exhausted across a handful of top designated market
areas (DMAs) within weeks, failing the requirement for a truly national footprint.

Failure to Establish the Shamrock Farms Masterbrand Connection: Focus on the novelty
character concept ("Dear Santa") frequently creates high situational recall for the gag while
generating zero attribution for Shamrock Farms as the parent brand, failing the explicit
awareness KPI.

Cultural Exclusivity Risk: By leaning 100% into the literal mechanics of the Santa Claus myth, the
campaign limits its appeal exclusively to households with young children who observe that
specific tradition, ignoring other seasonal snacking, dessert, and celebratory occasions within
diverse urban households.






Class Debrief Points: The "Al Trap" vs. Winning Strategy
When using these to demonstrate the limitations of quick Al outputs to your sections, consider
highlighting these common Al tendencies:

1. Surface-Level Compliance Without Structural Coherence: Al easily obeys explicit negative
constraints (no cable TV, no new products, no surveys), but it tends to offer generic channel
mixes (Meta, TikTok, Influencers, Pinterest) without defining an exact budget allocation or
flighting schedule across the 17-week window.

2. The "Clever Slogan" Fallacy: Notice how easily Al invents taglines ("Cart to Chimney," "Dear
Santa: We Upgraded") that sound polished on a slide but lack operational grounding or
differentiation from what Shamrock already tested in Year 1 ("North Pole Anonymous").

3. Vagueness on the $1M Allocation: Generic recommendations name tactics without proving
their financial feasibility (e.g., streaming ads and national influencers will quickly vaporize $1M if
CPMs and tier mixes aren't rigorously calculated).

4. The BCOM Difference: Highlighting this to students shows them that while GenAl can give them
a solid baseline in 30 seconds, a competitive presentation requires deeper audience tension,
defensible budgeting math, and tight structural storytelling that an LLM prompt cannot fake for
them.



