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PURPOSE STATEMENT:  
Introduce the pjur brand to millennials.

CAMPAIGN DEFINITION:  
This particular campaign will take place starting April 1 
2017 to end of the year 2018. All internal and external 
communications support the purpose statement. 

Our Focus Demographic

Of 7282 people reviewed, our largest demographic is 25-34 is consistently over one-
third of our audience. 35-44 is the next largest, but we have a gaining 18-24 group. 
This ever-gaining demographic referred to as millennials have no idea who pjur is. 
They weren’t born when we entered the market. To remain a known brand demands 
that we introduce ourselves to this ever-growing market. Our sales will reflect how well 
we connect. 

Before putting out some numbers, there are a few problems to identify. Foremost, there 
is no consensus definition of a millennial; while 18-34 seems to be the most commonly 
used bracket, other studies might use an 18-29 range or some other, making it nec-
essary to identify age ranges when referring to this cohort. That’s why Pew Research’s 
declaration that there are now more millennials than Baby Boomers makes sense in 
some light, but not in others.

Gender is not a large factor in this campaign because our current audience is primarily 
50/50 with a slight lead of an ever-rising number of females. Of the men we sell to, I 
suspect at the very least half of those are gay. This will lead us to use more sensual 
imagery inspiring an emotional response.

This campaign will connect with our 25-34 age group. 

Shopping Habits

A newly released Pew Research Center 
study indicates that a large percentage 
of millennials are still living with their par-
ents. Millennials are stingy when it comes 
to spending in certain categories. They 
aren’t following in the footsteps of their 
consumer forebears regarding embracing 
big-ticket items like houses and cars. 
But millennials spend far more freely on 
certain other items compared to older 
generations. This group thinks nothing of 
paying $9 for a cup of coffee.

Patience is not a virtue among consum-
ers who grew up with smartphones and 
social media. Consumer psychologist 
Kit Yarrow sums up this mindset as “I 
want what I want when I want it,” and 
points to a Shop.org survey indicating 
that millennials have been twice as likely 
as other generations to pay extra for 
same-day delivery of online purchases. 
This demographic overwhelmingly gets 
the credit for yoga pants replacing jeans 
as the mainstream casual pant of choice. 
Millennials are a lot more likely to feel 
that it’s important to go organic.

They also shop on their phones. Currently 
58% of our audience shops on pjurusa 
via phones leaving the desktop experi-
ence in the dust at only 37%. This is new. 

View of Sexuality

According to recent research in the 
Archives of Sexual Behavior, millennials 
are less sexually active than Generation 
X and the Baby Boomers. Persons born 
in the ‘80s and ‘90s report having fewer 
sex partners on average than those in the 
prior two generations. 

Stephanie Coontz, director of research at 
the Council on Contemporary Families, 
told the Post that millennials’ easy access 
to and acceptance of casual sex via Tin-
der and other networks might be helping 
the generation refine its sexual habits and 
culture for the better. 

How to Market to the Overlooked 
25-34-year-old Age Segments

According to the “Golden Age of Youth” 
study from Viacom Brand Solutions Inter-
national, marketers should target con-
sumers based on their engagement and 
participation in youth culture rather than 
on their chronological age, and consider 
the often-overlooked 25-34 age group a 
part of the youth market, VBSI said.

Kevin Razvi, executive vice president and 
managing director of VBSI, said “... people 
are trying to stay younger for longer... 
25-to-34 year-olds are continuing to 
consume music, gaming, and the internet. 
And are enjoying the pursuits of their 
younger years... we... need to rethink 
what ‘youth’ actually means and... (how 
to) approach this constantly evolving 
group of people.”

According to the study, 25-34 year-olds 
are happier, and more confident, secure 
and gravitate toward premium, under-
stated and often luxurious brands and 
experiences to affirm their identity. In 
contrast, teenagers are highly focused 
on material gain and employ brands to 
define their identity.

They are most likely to agree that they are 
happy or content with their personal life, 
and are 24 percent more likely than teens 
to agree that they “love life.” More than 80 
percent of the global respondents say that 
that the 20s should be about exploring life 
and having fun. This trend is particularly 
true in Europe and the United States.

Youthful brands have a new market 
beyond the core teenage target. In the 
traditionally young area of technology, 
one-third of 25-34-year-olds agree 
they’re interested in new technology, and 
66 percent say that they take the time to 
learn how things work to get the most out 
of them. The study also found respon-
dents age 25-34 who are married are 
significantly more likely to be happy (66 
percent) vs. singles (30 percent). 
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“As people have gotten 
much more accepting of 
all sorts of forms of con-
sensual sex, they’ve also 
gotten more picky about 
what constitutes con-
sent.” Coontz said. “We 
are far less accepting of 
pressured sex.”

VBSI used both qualitative and quantita-
tive methodologies to survey more than 
25,000 respondents between ages 16-46 
in 18 countries.



The Voice

With this new market-specific group of shoppers, our voice 
must be consistent. We must describe not only the product but 
present the lifestyle as well. This new voice will come through 
new technology, arenas we have yet to explore. 

Present a brand that reflecting their identity:
• present a happy and youthful culture
• sexual quality over quantity
• make it an easy choice

pjur will need to develop copy that describes our products using 
the points above as a guide: 

Get down with your one and only this weekend by going to 
pjurusa today and receive free overnight shipping.

pjur ORIGINAL premium personal lubricant ensures your good 
night is the best night. Get yours now.

A new tag: Spread The Love is, at first, a marriage of the EU El-
ements Of Love and the US Enhance Your Pleasure. It describes 
how you use the product while describing the desired result: 
love of the partner, the experience, and the product. The state-
ment is youthful, fun, and modern. 

The Look

In an attempt to visually describe the application and experience 
of using pjur personal lubricants, the US began using glowing 
yellow dots on the left side of our collateral. We combined our 
brand pjur, the tag Enhance Your Pleasure with appropriately 
sensual images to develop a pjur look. Building on this look, we 
want to impress more on the experience of using our personal 
lubricants. Using soft, sensual images presented in black and 
white to highlight the application or rather the act of spreading 
the love: pjur premium personal lubricants. 

For the new tag, we express the intention of touch using a font 
representing handwriting or hand painting. The act of using a 
brush to paint is a personal touch, both figuratively and literally. 
The font name is Beginning Yoga. The style correlates with the 
hipster movement and will speak to the organic, happy, youthful 
characteristics of our target audience.

There will be elements of this look to develop over the next few 
weeks. The right-hand yellow dots would benefit from looking 
more like the swoosh on the classic formulas. Choosing images 
will be more difficult because most photo agencies shy away 
from sensual imagery. I find mostly straight, caucasian people 
in these photos. There are no sensual images of men with men. 
Photographing for the artwork is preferable. 

B2C Component:

pjurusa.com will be udated with new images and copy.
- e-blast
- online promotions
- new services added

We will rely on digital marketing:
- tinder and grindr
- Spotify or Pandora
- Google Smart Ads

Social apps:
- Instagram
- YouTube
- Facebook

SCENARIO: Send a hip group of friends to Coachella. Have 
them record the experience, sharing on Instagram, upload-
ing 5-10minute videos to YouTube and promote on Face-
book. Burning Man in September. Do the same within the 
gay community with IML & Black Party.

New online services:
- offer next day / overnight shipping
- offer products that help create the experience; towel, 
cleaner, dispenser, toy (vibrator, dong, pump), and box. I sug-
gest the presentation be a black box with a yellow ribbon.
- “be our guest” give-aways to our sponsored events

Purchase contact list for millennials

NEW IDEAS TO DEVELOP OVER THE NEXT FEW WEEKS

B2B Component:

pjurgroupusa.com will be updated with new images, catalog, 
copy, and any other campaign jargon. 
- e-blast
- online promotions
- new catalog
- new office collateral
- new sales collateral

In-Store promotions
- hanging posters
- shelf talkers or wobblers
- GWP
- new one sheets
- in-store training

Support mass-sell online stores
- Amazon (QSD)
- Walmart (jet.com)
- Walgreens 

Create web banners and help correct web pages. Ensure prod-
uct images are current. Make sure copy is correct.

Support online partner personal lubricant sales:
- cheaplubes
- condomdepot
- adamandeve

Create web banners and help correct web pages. Ensure prod-
uct images are current. Make sure copy is correct.

Trade Shows
- AVN 2017 July 2017
- ANME January 2018
- Altitude Lingerie

Print Advertising:
- StorErotica
- XBiz
- sponsored event programs

NEW IDEAS TO DEVELOP OVER THE NEXT FEW WEEKS

EXAMPLE OF A B2B AD PRESENTED IN A CATALOG EXAMPLE OF A B2C AD PRESENTED IN A MAGAZINE

CALENDAR TO BE DEVELOPED

CALENDAR TO BE DEVELOPED
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