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Clif Bar was founded by Gary Erickson in 1990. Gary realized that he want-
ed to create a delicious and filling energy bar after being on a 175 mile bike 
ride. He successfully developed the Clif Bar recipe in his Mom’s garage, 
working on it for 6 months. The name “Clif” comes from his father, Clifford. 
Gary’s father introduced him to fun outdoor adventures and encouraged 
him to dream big. Clif Bar first hit shelves in 1992.

Clif Bar values community service and requires employees to complete 20 
hours a year. The company believes that great food = better adventures. 
Clif Bar utilizes organic and sustainable ingredients for their products. Clif 
Bar uses environmentally friendly packaging to follow through with their 
values. Clif Bar’s current slogan is “Feed Your Adventure”. 

Clif Bar encompasses a variety of products including Clif Bar, Nut Butter 
Filled Clif Bar, Builder’s Clif Bar, Whey Protein Clif Bar, Organic Energy 
Food, Shot Energy Gel, Block Energy Chews, Recovery Protein Drink Mix, 
Hydration Electrolyte Drink Mix and many others. Luna Bar is also part of 
the Clif Bar family. The brand provides a variety of options for a variety of 
needs. 

Clif Bar has many flavors for customers to choose from. Featured above are 
Chocolate Chip, White Chocolate Macadamia, Blueberry Crisp, Oatmeal 
Raisin Walnut, Crunchy Peanut Butter and Chocolate Almond Fudge. There 
are currently products geared towards children that are GMO-free. Clif Bar 
encourages their customers to live an active and healthy lifestyle. Clif Bar 
supports equal pay for women as well. Their values are liberal and inclusive. 
Clif Bar received the 2017 Climate Leadership Award from the U.S. Environ-
mental Protection Agency. The brand is a well-known leader in the protein 
bar industry. 

CLIF BAR HISTORY AND PRODUCT



Clif Bar’s current market share for the Nutritional Bar industry is 57 %. Clif Bar earned $19.2 
million over 26 weeks ending in 2008. Their dollar sales increased by 21.8 %. In 2015, Clif 
Bar earned $98.3 million in C-store sales. In 2015, Clif Bar earned $406.9 million total. A 
statement from bizjournals.com provides an interesting statistic: “According to market 
research from Mintel, U.S. health-food bar sales are expected to jump from $5.5 billion 
to $6.2 billion between 2013 and 2018. Clif Bar said its five-year compound and annual 
growth rate is 21.9 percent.”

MARKET SHARE & SALES

Charts from: http://www.cspdailynews.com/category-data/cmh/snacks/snacks-energydietgranola-bars-2016

“Nutritional/intrinsic health value bars 
provided more than two-thirds of bar dollar 
sales and nearly half of unit sales in 2015, 
according to IRI.”



S W O T
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Charts from: http://www.cspdailynews.com/category-data/cmh/snacks/snacks-energydietgranola-bars-2016



Clif’s brand motto, ‘Feed your Adventure’ is focused on outdoor 
adventures. Clif Bars are the energy nutrition bar that helps you 
get to where you need to go. Another interesting initiative from 
Clif Bar is that they built their own running service app called 
Scout.

Clifbar.com explains more about Scout, “When it comes to 
finding your next running route, here’s what Scout can do for 
you: Get Recommendations Need help finding a new run? Or 
maybe some inspiration for your next 10k? Scout knows about 
upcoming nearby races and fun, local routes specific to the dis-
tances you want to run. Set Reminders Once you find something 
you like, Scout holds you to it. Scout will remind you where and 
when to head out on race day and will keep track of runs you 
save for later in the week. Go Running Scout isn’t afraid to keep 
you on your toes, so whether you’re training or looking to get 
out and run more frequently, Scout’s with you every step of the 
way, cheering you on.”

MEET THE MOMENT
For the Meet the Moment campaign, there were challenges listed on the 
back of Clif Bars. Customers were asked to take a picture and post it on 
social media using the hashtag #meetthemoment. Clif Bar donated $1 for 
every hashtag a user submitted to helping the environment. Here are the 
non-profit organizations that Clif Bar partnered with: American White Water 
(July), Leave No Trace (August), Surfrider Foundation (September), Access 
Fund (October), Winter WildLands Alliance (November) and Protect Our 
Winters (December).

PAST CAMPAIGNS



COMPETING CAMPAIGNS

For this campaign, Kind Bar donated $10, 000 to 
socially impactful causes. 

KIND BAR CAMPAIGN: WHAT KIND 
ARE YOU?

POWER BAR: CLEAN START
One notable PowerBar Campaign is 
called “Clean Start” and features a
celebrity endorsement from Ryan 
Lochte. There is a high emphasis on 
protein for this campaign.

QUEST NUTRITION: 
CHEAT CLEAN

Quest does about 5% offline marketing 
through a few ads in their retailers’
magazines, and the other 95% is online.
One campaign they did was #cheatclean. 
This campaign emphasizes that the
customer can cheat because of the sweet 
flavors but not feel guilty about it.



TRAGET MARKET: DEMOGRAPHICS

**Currently the most popular users of 
Clif Bars surveyed on MRI plus. We 
selected this set of data because these 
numbers were the highest.** 

**We selected this demographic for the campaign 
because targeting women is a new opportunity for Clif 
Bar. Targeting women ages 25-34 would be a great way 
to increase awareness. Since the majority of the target 
market is currently men, we would be able to increase 
awareness among women.**

TRAGET MARKET: PSYCHOGRAPHICS

TELEVISION APPS

MAGAZINES

STORES HOBBIES

ACTIVE 
BRANDS

OTHER
SHOPPING

CURRENT DEMOGRAPHIC TARGET DEMOGRAPHIC
Education:
Graduated College Plus: 
42%

Males: 58%

Age: 25-34: 35%

HHI: $75,000-
$149,000: 38%

Media:
Subscribe to cable: 40%
Better Homes & Gardens:  
12%
AARP magazine: 10%

Education: Graduated College Plus

Female

Age: 25-34

HHI: $45,000 - $65,000

Married, Roommate, Possibly have 
children

Race: Varies



Our goal is to target an urban businesswoman who is 25-34 years old. Clif is not currently tar-
geting this specific customer. This is an opportunity to for Clif to gain new female customers and 
introduce them to the brand. Our theme for this campaign is related to the idea of “urban explo-
ration” or an “urban jungle”. Clif is not known for focusing on this demographic. Most of its users 
live in suburban areas with more grass and open space.

Though it’s a small part of “Taylor’s” day, it’s meaningful to her. Clif is a brand that helps her get 
through the day and is a staple in her active routine. We also want to focus on consumers who 
make a higher salary. Clif bars can be expensive and the consumer will need discretionary in-
come for these purchases. We believe a self-aware customer is important, such as our example 
of Taylor. We want clif bars to be used as a way to stay fueled while eating healthy during a busy 
day. We want our target to enjoy the advertisements because of their visual appeal. Each of the 
brands listed in our psychographics have a specific purpose for our target audience. 

RATIONALE FOR DEMOGRAPHIC

DAY IN THE LIFE OF “TAYLOR”
Taylor wakes up in the morning around 7 AM 
to start her day off with a brief/brisk morning 
workout. Taylor wears black lululemon yoga 
pants and a tank top with a sports bra from VSX. 
Her shoes are Nike free runs. After her workout, 
she takes a shower using Tresemme shampoo 
and conditioner, Dove body wash and puts on 
makeup (she likes Tarte, Too Faced and Bare 
Minerals). Taylor eats an avocado, over easy egg 
and whole wheat toast with lemon/cucumber 
water. She gets ready to go work, Taylor dresses 
business casual (blazer, black and white striped 
blouse and trousers with a pair of nikes (then 
changes into red flats at work). 

Taylor sometimes walks to work or takes public transportation. She grabs her favorite Luna Bar - 
chocolate chip cookie dough as she heads out the door. Taylor carries a brown leather bag over her 
shoulder. Taylor sees advertisements at the bus stop/train/uber/lyft. She also may see a billboard 
advertisement. Taylor checks her phone, sees ad for nutrition bar, listens to music on her way to 
work (YouTube Red, Pandora or Spotify), gets an audible reminder. She eats her Luna Bar at 12:15 
PM - views it as a treat until she’s able to eat a full lunch. She’s constantly busy and on-the-go. Taylor 
appreciates the nutritional value and delicious taste of the Luna Bar. Taylor eats lunch at Corner 
Bakery, Panera Bread, Chipotle, Starbucks (panini and iced coffee). She might get a Cobb salad/fruit 
at Whole Foods. 

She goes to a pilates class after work at 5:30 PM. She alternates her exercise routine, depending on 
her schedule. She drives a Honda Civic occasionally. She may eat a Clif Bar at the gym to refuel. Taylor 
picks up takeout on her way home (Greek food - pita wrap with sundried hummus), watches The
Bachelor while eating. She finishes up last minute work and checks her supply of Luna Bars, makes
grocery list. She does her nightly routine and goes to bed. 



ETHNOGRAPHY

Between the three of us, we visited Jewel-
Osco, Whole Foods and Target. Libby went 
to Target and learned that Clif Bars have the 
most flavors of any energy bar. There are 
a variety options for consumers to choose 
from. She went at 6 PM on a Friday night, so 
it wasn’t too crowded. It was mostly families 
getting groceries. She said that the aisle was 
organized and she could easily find Clif Bars. 
There is also Clif crunch granola,
another product from the brand. Clif Bars 
have a mixed/mushed texture in general. 
They were located in multiple parts of the 
store (by checkout and in the health aisle).

Anna visited Whole Foods on a Monday at 2 
PM. She learned that Clif Bars are
constantly overlooked. Most people picked 
up Kind Bars or Larabars. The aisle wasn’t 
organized; all the health/protein bars were 
clustered together. Edwin visited Jewel Osco 
in Burbank, California over spring break. He 
learned that it only takes a few seconds to 
make a decision if you’re hungry, trying to 
decide what to eat. The display he viewed 
was slim and had 4 bars across. The two most 
popular flavors were peanut butter and
chocolate chip. It was very accessible and 
easy to get to. The display case was thin and 
slender. There was a sign that said “Breakfast 
Express” and the Clif Bars were in a train
design. He also saw nut butter filled bars
(example: Clif Bar filled with coconut almond 
butter).



CREATIVE BRIEF

We want to isolate and increase awareness of Clif 
Bars in a saturated protein bar market by utilizing the 
physical/visual side. Based on Edwin’s ethnography 
in Burbank, California, we were able to learn more 
about how Clif Bars are displayed in store. (Edwin) 
Visiting a jewel near a busy highway I realized that 
Cliff’s campaign in this area is much better and much 
more well done in this area. Much more appeal-
ing, color and packing were probably experimental 
because they were very catchy . Silver stripe on the 
packaging. We would like to revamp packaging and 
in-store advertising for Clif Bars across the country, 
but focusing on Chicago, Illinois (college/urban 
areas). We would also like to create a social media 
advertisement for Clif Bars. Our goal is to target an 
urban businesswoman who is 25-34 years old. Clif is 
not currently targeting this specific customer. This is 
an opportunity to for Cliff to gain new female
customers and introduce them to the brand.

Our theme for this campaign is related to the idea of 
“urban exploration” or an“urban jungle”. Clif is not 
known for focusing on this demographic. Most of its 
users live in suburban areas with more grass and open 
space. Though it’s a small part of “Taylor’s” day, it’s 
meaningful to her. Clif is a brand that helps her get 
through the day and is a staple in her active routine. 
We also want to focus on consumers who make a
higher salary. Clif bars can be expensive and the
consumer will need discretionary income for these
purchases. We believe a self-aware customer is
important, such as our example of Taylor. We want clif 
bars to be used as a way to stay fueled while eating 
healthy during a busy day. We want our target to enjoy 
the advertisements because of their visual
appeal. Each of the brands listed in our
psychographics have a specific purpose for our target 
audience. 

Timeline: Our campaign will last for 6 months, ranging from April 2018 - September 2018. Running 
our campaign during the summertime leading up to fall is smart. Much of our campaign has an out-
doors focus so it would be easier to shoot. 



CAMPAIGN EXECUTION

Our official campaign is titled “Journey to the Metropolis”. Our campaign objective is to
increase awareness by 5 % over a 6 month period (April 2018 - September 2018). We created 
advertisements that speaks to the consumer’s adventurous spirit, even when they’re commuting 
to work. Clif Bar often focuses on outdoor activities in non-urban areas. We thought it would be 
interesting to target urban businesswomen, since it’s new territory for Clif Bar as a brand. Our 
official campaign slogan is “Fuel your own adventure, create it with Clif.” This slogan is easy to 
read and it’s catchy. We didn’t want to create a slogan that would be too complicated for the 
consumer to understand. 

AD EXECUTION #1: FACEBOOK

We chose to showcase two women 
running in an urban environment. The 
women in this advertisement are our 
target customers. We placed this ad 
on Facebook because women make up 
83 % of their users. According to Pew 
Research Center, women ages 18-49 
make up more than 80 % of Facebook’s 
demographic.



CAMPAIGN EXECUTION

AD EXECUTION #2 & #3:
FITNESS APPS

According to statista.com, “since 2010, Fit-
bit has sold more than 38 million devices
nationwide and has over 16 million active
users”. These statistics indicate that a wide
variety of people are likely to have a fitbit 
product/app. These users value staying 
healthy and fit. It makes sense for Clif to 
partner with this type of fitness brand.
Myfitnesspal is a highly regarded app in the 
App Store. There are over 500,000 5 star 
ratings. Once users start the app, they’re 
likely to stay engaged with it. This is why 
Clif Bar should also partner with myfitness-
pal. Myfitnesspal sold for $475 million and 
is owned by Under Armour. Women value 
phone apps and that’s why we would like to 
focus our advertisements on fitness apps. 

AD EXECUTION #4: TRAIN STATION
Train stations are full of people commuting to work who are in our target market. We plan to place 
advertisements in Chicago, New York, Los Angeles and Washington D.C. In each city, we will 
place 50 units. For Chicago, we would like to place ads throughout the red line and blue line “L” 
stops. For New York, Grand Central Terminal. In Los Angeles, we will place ads at Union Station. 
For Washington D.C., we will place ads at Union Station. According to a CTA report, 18,164,698 
million people use the rail monthly. At Grand Central Terminal, 750,000 people visit daily. For the 
LA Metro rail system, about 360,779 use the rail on weekdays. Union Station in Washington D.C. is 
visited by 40 million people every year. These statistics indicate why placing ads in these markets 
would be a logical choice. 



These ads aim to depict different 
environments and situations one 
might enjoy a Clif Bar. Our goal 
was to show people specifically 
women that the daily hustle and 
bustle of the city and a commute 
can be just as tiring as hike through 
the woods. Regardless of where 
you are you always need to stay 
fueled and have energy. We chose 
to place these ads in a billboard or 
bus stop that commuters may see 
on their way to work. According to 
Mitchell L. Moss and Carson Qing 
of New York Univeristy, in New York 
alone, 1.6 million commuters enter 
Manhattan daily for work. On an 
average week day approximately 
1.6 million people use the CTA 
system (TransitChicago).

AD EXECUTION #5 & #6:
BILLBOARD & BUS STOP

MEDIA TACTICS

We will use billboards, posters on public transit, and print advertisements as our traditional
vehicles. Advertising in these public places would reach our target audience, of commuters
and city dwellers. All our ads are geared towards women, which is another aspect of our target
audience. These ads will run for each month of the campaign. We would put the billboard ads 
on busy highways that commuters often take, for example in Chicago we would place then along 
Interstate 55, Interstate 57, Interstate 65 or Interstate 80. For non-traditional vehicles, we plan 
to utilize social media outlets like Facebook and Instagram. We also will include advertisements 
in fitness apps and outdoors. We’re focusing more on the non-traditional vehicles because our 
customer enjoys using their smartphone and are frequently on social media. This will allow us to 
reach a larger amount of people through a social network. Using social media provides the op-
portunity to calculate internal engagement rate to see how certain posts perform. 

CAMPAIGN EXECUTION



For Social Media/IMC 360, we plan to focus on partnerships with CorePower Yoga and Target stores 
nationwide. We will partner with CorePower Yoga studios in Washington D.C., Los Angeles, New 
York and Chicago. This means that we will partner with two CorePower Yoga studios in Washington 
D.C., California, New York and Illinois. Our campaign is focused in Metropolitan areas, so that’s why 
these cities would be a logical choice. For each city, there will be two yoga studios that Clif Bar will 
work with. Partnerships are beneficial for both parties when they are looking to increase awareness 
and sales. Yogis value their health and are often looking for a snack once they finish class. That’s 
where Clif Bar comes in. Clif Bars could be sold directly at a yoga studio or people could be given 
a coupon to go to Target to buy a box. Target stores are in so many locations that it would reach a 
wide market. A sampling experience would be beneficial for our campaign. We could set up an in-
store display and people could sample different flavors of Clif Bars such as Chocolate Chip, Peanut 
Butter Crunch and White Chocolate Macadamia. This would give customers a hands-on experience 
with the product itself and Clif Bar representatives. 

In coordination with our IMC/360 initiatives, we plan to 
partner with CorePower Yoga studios in Washington D.C., 
Chicago, Los Angeles and New York. Working with one 
brand allows for a consistent partnership. We will work with 
2 studios in each city. We learned some key insights from 
the January 2016 report from yogaalliance.org, “Yoga is 
gaining popularity. The number of American yoga
practitioners has increased to over 36 million in 2016, up 
from 20.4 million in 2012. 28% of all Americans have
participated in a yoga class at some point in their lives. This 
is why it would be smart to partner with yoga studios, such 
as Corepower. Corepower studios are across the nation 
allowing us to easily reach a large amount of women.

This advertisement could easily be handed out at samplings 
for Clif Bar as well as being placed in a magazine such as 
Women’s Health. According to target.com, the main target 
market has a median age of 40, 57 % have completed
college and approximately 43 % have children at home. 
Some of these statistics fit within our target demographic. 
People who shop at Target are savvy and looking for the 
next best product.

AD EXECUTION #7 & #8:
HANDOUTS & FLYERS

SOCIAL MEDIA/IMC 360

SOCIAL MEDIA/IMC 360



EVALUATION & RECOMMENDATIONS

For awareness, we could look at social media analytics and 
determine our average internal engagement rate. Seeing how 
many people interact with posts and social media ads would 
be useful. It would be helpful to hold a focus group for
market research to gain new insights. Also, a survey would be 
a great follow-up method for the campaign if we reach out to 
women in our demographic.

We think that including a 
woman or unisex figure on 
the product packaging would 
interest this target market. It 
makes it more relatable for 
women. Another goal is to 
create an in-store product 
display in an aisle before you 
get to checkout. It’s important 
to create a color scheme and 
brand image that’s geared 
towards women.

We also plan to create a social media advertisement 
(Instagram, Facebook, YouTube). We want to maintain 
consistency throughout all platforms. We want to focus on 
the fact that they’re a hearty snack you can eat on the go 
that’s healthy and easy to purchase. Reiterating calories 
per bar (around 220-230) is important. It’s okay - because 
it’s filling and healthy! You can indulge in a healthy craving 
for flavors like chocolate and peanut butter. 

For evaluating our campaign, we will need to examine data 
each week. Looking at weekly and monthly statistics will help 
us understand what ads and vehicles are most effective. Our 
campaign is being conducted over a period of 6 months. We 
will track sales to see if there has been any growth. We will 
also track website hits and track growth of Clif’s social media 
followers. We would need to examine our sales and see if 
they are increasing.
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