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About Ale-8-One
It is a ginger soda bottled 
locally by a small family 
bottling company that is 
also known for its distinct 
lack of sweetness. This is 
how it stands out from its 
competition. The recipe 
was created in 1926 by 
inventor G. L. Wainscott 
and has remained un-
changed for many years. 
However, this year the 
company decided to un-
veil a new product in re-
sponse to a social media 
trend. This new flavor? 

Cherry Ale-8.



Fig. 1: Areas where Ale-8-One is available, courtesy of Ale-8-One

Media Landscape

Instagram: 20.9K Followers
• Lowest engagement

• Generic and repeat posts (like post-
ing the logo) when lacking original 

content

Facebook: 94K Followers
• Highest following & engagement
• Community answers its own ques-

tions
• Community Contests 

Twitter: 12.5K followers
• Little to no engagement

  • Highest engagement in 
contest times

• Media posts only

Overall
• Consistent, near-daily posts

• Clear branding
• Same content, different channels

Fig. 2: Facebook post from Ale-8-One

Fig. 3: Instagram posts from Ale-8-One



Figures 4 and 5 show us what’s happening in the conversations surrounding Ale-8-One. From 
these, it is easily deducted that the brand’s Kentucky heritage is important. Given how fresh Ale-
8’s new flavor is, it is impressive that the cherry flavor is such a large part of the conversation, but 
this is also an indicator of how big it could be for the brand. The bottom figure (Fig. 7) shows the 
amount of conversation online surrounding Ale-8-One. Notice that conversation peaked around 
the time of the cherry flavor’s release and that there is an immediate drop in engagement af-
terwards. This shows that the brand is not doing enough to keep audiences engaged with their 
new product, backed up by the Sentiment Analysis (Fig. 6)  as there was no negativity surround-
ing the brand. There is room for more positive conversation, which the brand could easily do.

Fig. 4: Key-
word word 
cloud from 
Keyhole

Fig. 5: 
Hashtag 
usage word 
cloud from 
Keyhole

Fig. 6: Sentiment Anal-
ysis from Keyhole, score 
100

Fig. 7: Engagement data 
around the data of the 
launch of Cherry Ale-
8-One

Data



OBJECTIVES

Objectives
• Raise awareness of the 
new product and its online 

purchasing option
• Increase product sales

• Increase positive conver-
sations surrounding the new 

product.

Goals
In 12 months:

• 25% higher follower count on 
Instagram and Twitter

• Increased use of the #cher-
ryale8 hashtag

• Measurably higher engage-
ment on all platforms

• Drive traffic to online store
• 1 million total bottles of Cherry 

Ale-8-One sold

To understand the needs of this brand, I had to examine what was going well for them 
and what was not. At this point in time, their follower counts are not bad, but they 
could be better. While they are not a national household staple, like Coca Cola or Pep-
si, they are still a regional soda superstar, and their follower counts should reflect that. 
 
In terms of original content, voice, and volume, Ale-8-One is 
usually on top of it. However, for their Cherry Ale-8-One, it is seriously 
lacking in terms of content and volume. This hot new product should 
be the hot topic of their social media pages, with conversations be-
ing focused on it and bringing higher awareness to how to get it. 

Something else worth mentioning regarding this brand is that 
they have a high following due to their dedication to Kentucky 
and the values that it represents. They celebrate other busi-
nesses, eating local, and promote the land and its culture, le-
veraging historical dates and sites in its social media content.



STRATEGY

Leverage the success 
of the traditional Ale-
8-One product and, 
through the lens of 
Kentucky values, in-
crease the visibility of 
the Cherry Ale-8-One 
product.



TACTICS

#CherryAle8 
Increased use of the hashtag on all platforms will give people another way to search for 
images and information about the product, easily attracting more customers and web-
site traffic. This will also assist in monitoring the conversations surrounding the product 

(see Social Listening).

Online Contests and Giveaways
Given their success with conducting online contests and giveaways in the past, it may 
not be a bad idea to do a couple centered around Cherry Ale-8-One. To reach the 
goals of the brand, it would be best to direct the audience to share their product pho-

tos and use the hashtag.

Social Listening
Social listening is an effective tool in gauging the effectiveness of your brand’s messag-
ing. When launching a new product or interacting with your audience, it is important 
to make sure that their reactions are aligning with the message’s intent. Doing this will 
allow brand strategists to change the tone, strategy, or content immediately.

Active Response
One of the brand’s issues is that they are not very present on their own platforms. With 
a team, or even one person, being designated in this role, the audience will be able to 
have their questions answered by a reliable source (the brand). This will also allow any 
small publicity fires, like bad reviews, to be immediately addressed.

Original Content
Ale-8-One usually displays beautiful, relevant original content. However, there are times 
where they wish to share news and have no content that effectively flows with the mes-
sage. For these times, it is best to have stock photos at the ready, or it could be a good 
time to post without media, something the brand has yet to explore. It would be helpful 
for these images to promote the cherry product more often.

Shared Content
Sharing content can be a good way to attract new audiences and interact with fans. For 
example, sharing audience/fan photos will attract their friends (and their friends’ friends) 
and possibly get someone new to try your product. Retweets can be effective in this 
way too, and it can fill in gaps where you have no original content.



SAMPLE CONTENT
The key is to keep the same charm and ideas as original product posts; just use the 
cherry flavor more often to normalize it and bring awareness to the product. This can 
be done by highlighting Kentucky holidays, outdoor areas, and creating recipe vid-
eos across all three of their established platforms to give people the ability to inter-
act and engage with the product just like other Ale-9 products as well as in a new way.

Click for social media video!

https://youtu.be/b7llj9bn4Ow


INFLUENCER

Who is she?
Nedra McDaniel is a mommy-blogger from the Cincinnati, Kentucky area. Her blog, aptly 
called Adventure Mom, is centered around family, living life to the fullest, and opportuni-
ties in her region (Ohio/Northern Kentucky). Her Instagram, which is also her primary social 
platform, is a dedication to her adventures, including traveling and trying new things, both 
solo and with her family. This includes locations, food, and life events. Below are some of her 
posts centered around the Lexington, Kentucky area (Fig. 10).

Why does Ale-8 need her?
Her travel radius encompasses a large part of the region in which Ale-8-One is distributed, 
although she may be incentivized to attend certain areas. She has engaged in promotion-
al opportunities with other brands before, making her a veteran to the process, which also 
means that she will have a better understanding of what the brand will need from her. Her 
country persona, adventurous attitude, and content variety make her a perfect influencer 
candidate for Ale-8-1, who is showing that they remain true to their roots while being able to 
live life adventurously with their bold new cherry flavor. Her family-centered lifestyle would 
also convey that the brand revolves around traditional values, which can be a tipping point  
in this region, especially in this political climate.

Fig. 10 Photos from McDaniel’s Instagram



Influencer Letter

Hello Nedra,

We with the Ale-8-One company have made it our mission to promote, not only our brand, but also Kentucky. To 

do this, we need some boots on the ground, so to speak. This is especially important in the age of social media. 

We are writing you today to extend the invitation to represent our brand on your social media networks. Based on 

your high following, attractive content, and reputation, our brand strategist feels like you would be a good match 

for the job. Your responsibilities would be few and far between. Just keep being yourself and post about us every 

once in a while!

We look forward to speaking with you further about this opportunity.

Thank you,

John Brandguy

Community Relations

Ale-8-One Bottling



COMMUNITY GUIDELINES
Customer Service
For assistance, you can reach us at help@ale8one.com. For tours, we can be reached at 
tours@ale8one.com. For further assistance, see our contact page.

Who Owns What?
Without permission, we will not use your personal information, social media posts, or con-
tent. This does not include sharing in the form of retweeting or sharing with credit. Anyone 
whose content has been selected for sharing on our social media pages will be immediately 
contacted, however those posts entered as submissions for contests and giveaways are then 
property of Ale-8-One Bottling.

Comments
Any content not shared directly from Ale-8-One Bottling’s social media pages do not reflect 
the opinions of the company. This includes employees, community members, but these 
groups are still responsible for keeping the following out of the public eye: spam, any image 
which is sexually explicit, language that is harmful, threatening, abusive, derogatory, defam-
atory, obscene, hateful, racially or ethnically offensive, or depicts illegal activity. Failure to do 
so will result in consequences from Ale-8-One Bottling.

Stay On Topic
We love seeing posts about us, but the community should work to keep the content rele-
vant. No promoting other brands, people, or products on our pages and posts please!

Removal of Posts
Without permission, we will not use your personal information, social media posts, or con-
tent. This does not include sharing in the form of retweeting or sharing with credit. We will 
contact patrons in the case that their content has been selected for any type of sharing. We 
can work out the kinks from there!

Modification
Ale-8-One may revise these Policies and Guidelines at any time. Patrons are expected to 
check back for updates for responsible sharing and usage.

Y’all Means All!
Ale-8-One does not discriminate based on sex, gender, age, or any other aspect of identity. 
Any type of discriminatory post will be immediately deleted and reported, as this can harm 
other community members and discourage participation and make others feel unsafe. The 
company works to provide an inclusive atmosphere that welcomes all of its patrons.



MEASURING PROGRESS

Key Metrics & How To Measure Them
To measure progress effectively, it would be best to compare the same data above (Media 
Landscape p. 3)  from Keyhole to the metrics measurements in 12 months along with com-
panion data from Hootsuite. This will give whoever is analyzing the data complete snapshot 
of brand awareness, the rate of growth in social media followers, volume, sentiment, reach, 
and conversion rate. 
Hootsuite Insights will definitely give the information necessary to understand how to build 
online conversation and access to the insights that matter most to them. With that informa-
tion, the product will also provide reports for documentation and sharing.
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