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Trust In Every Sip  
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Our plan to increase 
ingredient transparency will 
improve trust and consumer 

engagement for Alani Nu
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Salience Model

Gen-Z Consumers

Power

Urgency Legitimacy
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Consumer Focus

Sources: “Once Overlooked, Female Consumers Now Driving Growth in Energy Drinks”; “Alani Nu brand awareness, usage, popularity, loyalty, and buzz among energy drink consumers in the 
United States in 2022”; “About Alani.”

95% 
Women

18-25
Age

Fitness & 
Nutrition
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Social Media

12.4 hours/week on TikTok

65% on Instagram

Sources: “Data by Measure Protocol has found that Gen Z spends the most time on TikTok compared to any other app”; “Social media and Generation Z in the United States - statistics & facts.”
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Connection to Communication Plan

8s Attention span

Want brands to respond 
to their feedback 

61%

78%

Participate in loyalty 
programs

Engage with brands 
offering incentives 

Sources: “Seizing Gen Z’s Limited Attention for Maximum Impact”; “5 Essential Strategies for Marketing to Generation Z”; “Brand Loyalty Statistics.”

76%
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Incentive 

79% of Gen-Z consumers are more likely 
to continue to do business with a brand 

because of its loyalty program

Sources: Marketing Charts (2022)
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Loyalty Program 

300 points for feedback survey
200 points for ingredient quiz
20 points per dollar on product purchase 
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Engaging and Informative

Maximize Reach with Trends

TikTok 

https://docs.google.com/file/d/139z6ZRyNrhRCo4916ZFSIAFZp7oz_IgN/preview
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Instagram 
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Timeline

Weeks 4-7

Phase 2: 
Send QR Code to Manufacturers

Begin Social Media Posting

Weeks 12-15

Phase 4: 
QR Code Begins Hitting Stores
Continued Analysis and Posting

Weeks 1-3

Phase 1: 
Begin Constructing Website
Brainstorming Social Posts

Weeks 8-11

Phase 3: 
New Website Launched

Begin Analyzing Survey Feedback

Weeks 16-19

Phase 5:
In-depth Feedback Optimizations 
Continued Analysis and Posting

Weeks 20-23

Phase 6:
Reassessment and Optimizations

Full Transparency!

Checkpoint Checkpoint Checkpoint

Sources: Social Media Strategies Summit (2023); Onix (2023)
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Communication Plan Budget

Sources: ClipMasters (2024);  Amazon (2024);
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-10%

KPI - Website Traffic 

182k
Visits

220k
Visits

57%
Bounce Rate

47%
Bounce 

Rate

+20%

Sources: Semrush; Kerrigan Marketing; Similar Web; Celsius; Alani Nu
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Improve 2% of Website Traffic to 5%

Sources: SimilarWeb; Emilyandblair.com
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KPI - Surveys

NPS 
Score 

CSAT 
Score 

Sources: Qualtrics
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Our objective to improve 
transparent communication 
with Gen Z consumers will 

facilitate success for Alani Nu
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Link/QR Code

alani.jordanmars.dev

https://alani.jordanmars.dev

