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Senior Brand Manager, 

Thomas’
Co-Founder and CEO, 
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How Thomas' refreshed their brand 
to attract younger audiences



Objective: Win millennial consumers



DataGoals

● In-store purchase
● Consideration
● Brand love

● Clicks
● Views
● Likes, reactions

?
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Distribution ≠ impact
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1000s of respondents
Instead of hundreds

24-hour results
Instead of weeks

Representative statistics 
Post-stratification re-weighting and 
ML population modeling

Proof of causal impact
RCT captive survey experiment



OptimisticTraditional Edgy



OptimisticTraditional Edgy

Which messaging won out among 
Millennials?



OptimisticTraditional Edgy
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TWO COLUMNS
WHITE

Purpose
An all-purpose text-only slide with 
two columns that allows for greater 
amounts of written content.

Rules
None.

Notes
This is one of two color variations. 
Either can be used at any time, but 
it’s generally easier and clearer to 
read lots of text on a white 
background.

Ad platforms used for campaign:
Facebook / Instagram and Pinterest

Retail sales uplift

Source: Bain & Company Predetermined confidence level achieved

+7%

Holdout Test group



18*Content is representative and has been sanitized to preserve confidentiality

Messaging

Concepts

Creative

Healthy, Snackable, Fresh

Concept 1 Concept 2 Concept 3

Creative Execution 1 Creative Execution 2 Creative Executi 3
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Thomas’ Learning Lab and Marketing CoE

DETERMINE 
LEARNING GOALS

MEASURE AND 
REPORT 

RESULTS

APPLY LESSONS 
LEARNED

2 week sprint
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The easy money in optimizing digital advertising 
in the performance-marketing end of the funnel 
is well tapped, if not fully exploited.
The bigger opportunity now lies at the top of the 
funnel, where the signals are weaker and more 
indirect. 

Cesar Brea, Partner, Bain & Company



21Source: When it comes to advertising effectiveness, what is key?

Nielsen
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Takeaways
1. Measure upper-funnel creative performance
2. Metrics need to represent the actual goals
3. Major brands are deploying this as a shared service

+ Creatives can be allies to measurement if you pre-test

��
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Discussion


