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1. Executive summary - Janki Salokhe  

Jell-O is a leader in the dessert category and has a brand identity centered on nostalgia, 

affordability, and convenience. However, with the recent decline in Jell-O’s popularity and as the 

market evolves we found that Jell-O needs to evolve with the growing consumer demand for 

healthier and more transparent food options. Our research showed that Jell-O’s consumer base 

primarily includes families with children and older generations. Trends show that health 

conscious consumers particularly the younger generations of Millennials and Gen Z lean towards 

sugar free options. This is also backed by our observational research which shows that Jell-O 

products capture attention but are overlooked by other healthier options, such as yogurt. This 

shows the importance of addressing health focused consumer preferences to broaden Jell-O’s 

clientele. Our quantitative findings further support these observations. Our crosstab analysis on 

MRI Simmons showed that health conscious consumers gravitate toward Jell-O’s sugar free 

products. We also discovered that Jell-O’s traditional products are purchased more strongly by 

consumers that seek indulgence and nostalgia. Lastly we found Jell-O’s advertising strategies 

have potential for growth in more effectively promoting its healthier options as well as engaging 

with younger consumers. 

To strengthen its position across the purchase funnel we believe Jell-O should implement 

targeted strategies that resonate with evolving consumer preferences. First, Jell-O can build 

awareness by launching social media campaigns showcasing its new sugar free and high protein 

options to provide more options for health conscious consumers. Additionally, creating digital 

content like interactive recipe challenges and creative applications for gelatin and pudding, can 

highlight the brand's versatility and increase advertising engagement. We also believe that Jell-O 

can enhance in store visibility with displays that emphasize partnerships with popular kids' 

brands and feature both indulgent and healthy product lines. Another recommendation is that 

Jell-O should innovate with flavors and formats that align with market trends, including organic, 

clean label, and high protein gelatin snacks. Lastly, fostering loyalty through influencer 

collaborations and experiential marketing like family friendly events can create deeper consumer 

connections and enhance brand engagement. 

 

 



3  
Janki Salokhe, Abby Barker, Christine Kim, Sara Kulesza, Marie Platt 

 
2. Client background and qualitative business observations - Janki Salokhe  

Jell-O has been an iconic American brand since its creation in 1897 and is known for its playful 

and family centric image. Over the years, Jell-O has expanded its product line to include 

puddings and snack cups and become a staple in many households. Recently, Jell-O has made 

efforts to reinvent its image through rebranding initiatives such as updated packaging and new 

flavors like "Churro Delicioso" and "Mango Sabroso." However, Jell-O has a heavy reliance on 

the dessert category and has a slow pace of innovation. One example is a five year gap between 

its new flavor launches which has created challenges in maintaining its relevance and market 

share. Jell-O’s consumer base consists of families with children who value the brand for its 

affordability, convenience, and ability to provide quick dessert options that kids enjoy. 

Additionally, Jell-O holds strong nostalgic appeal for older generations who grew up with the 

brand. Health conscious consumers also are a significant audience and highlight a growth 

opportunity for Jell-O’s sugar free and low calorie offerings. Jell-O is positioned within the 

dessert category and competes in both gelatin and pudding segments. While the gelatin and 

pudding markets have seen a decline over the past decade, recent trends suggest that there is 

potential for growth. For instance, in 2020, 150.09 million Americans consumed gelatin desserts 

and this amount is expected to grow to 153.12 million by 2024 (Statasia, 2024). Additionally, 

Jell-O’s products also cross into the snack category, and there is also potential in the alcohol 

category with Jell-O shots. Jell-O also faces significant competition from brands like Snack 

Pack, Kozy Shack and private label alternatives, as well as from emerging health conscious 

brands offering organic and natural desserts.  

Our SWOT shows that Jell-O’s strengths are its strong brand recognition, affordability, and broad 

consumer base.. Jell-O’s weakness is declining market interest, health concerns, and limited 

product innovation. Some opportunities Jell-O has is expanding health conscious product lines, 

engaging younger audiences through social media, and introducing trend driven flavors. Lastly, 

Jell-O must manage its threats from health focused competitors and shifting consumer demands. 

Our field observations were conducted in various retail locations across campus and provided 

additional insights into consumer behavior. We noticed that shoppers often exhibited health 

conscious tendencies and preferred other options like yogurt or other perceived healthier 
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alternatives. We also found children showed interest in Jell-O products but their purchasing 

decisions were decided by parents who leaned towards healthier choices. Additionally, 

placement played an important role because Jell-O was overlooked unless displayed prominently 

and at eye level. Finally, we saw that young adults purchased Jell-O for social gatherings 

showing potential untapped marketing opportunities to target this demographic. 
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3. Quantitative Findings (condensed and revised versions of deliverable 5) - Janki Salokhe 

(Crosstabs 1 & 3) and Sara Kulesza (Crosstab 2)  

Crosstab 1: Identifying Health Preferences 

 

This crosstab analysis shows the correlation between health conscious attitudes and Jell-O 

product preferences. It showed that consumers who agreed strongly with statements like 

"Nutritional value is important to me" and "I try to eat healthier foods" also showed higher 

consumption rates of Jell-O’s sugar free gelatin products. Additionally, the index for sugar free 

gelatin almost doubled compared to regular Jell-O products. This crosstab confirmed that health 

conscious consumers represent an important segment of Jell-O’s sugar free product line. It also 

aligns with our business objective of targeting growth areas in health focused products and 

highlights the need to emphasize nutritional benefits in marketing efforts. Additionally from a 

research perspective, it reinforces the importance of addressing health trends. It answers the 

research question, “How do consumer health preferences influence Jell-O purchases?” and shows 

the increase in preference for sugar free options.  
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Crosstab 2: Emotional Factors  

 

 

 

 

 

The crosstab analyses of Jell-O Gelatin, Sugar-Free Gelatin, and Jell-O Pudding reveal nuanced 

consumer preferences and emotional drivers that vary across product categories. For Jell-O 

Gelatin, the data highlights its appeal to indulgent consumers who frequently eat sweets and 

prioritize enjoyment over health concerns. These consumers are less likely to feel guilty about 

their choices and focus on satisfaction and taste, making Gelatin an ideal carefree dessert option. 

In contrast, Sugar-Free Gelatin attracts a health-conscious and guilt-prone audience. This 

segment shows higher levels of agreement with statements like “I feel guilty when I eat sweets” 

and a preference for foods without artificial additives. These consumers seek guilt-free 

indulgence, aligning Sugar-Free Gelatin with a positioning emphasizing taste and health benefits. 

Jell-O Pudding strikes a balance, resonating strongly with frequent sweet eaters who may feel 

guilty but still prioritize indulgence. Its broad appeal suggests it is well-suited for consumers 

seeking taste and emotional comfort. By identifying distinct attitudes and motivations across 

product lines, these analyses provide actionable insights for targeted marketing strategies. They 

enable Jell-O to align its messaging with consumer needs—positioning Gelatin for carefree 

indulgence, Sugar-Free Gelatin for guilt-free satisfaction, and Pudding for an emotionally 

comforting treat—while addressing business and research objectives. 
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Crosstab 3: Advertising effectiveness 

 

The crosstab analysis showed consumer perceptions of Jell-O’s advertising and product visibility. 

60% of respondents agreed that in store promotions significantly influenced their purchases, but 

only 25% found advertisements impactful. Also health conscious consumers were less likely to 

associate Jell-O advertisements with active health management and scored below average in 

perception. This analysis shows that there is a critical gap in Jell-O’s advertising effectiveness. 

While in store visibility has proven effective, advertising efforts need to be redone to align with 

consumer values and health conscious trends. Addressing the business objective of optimizing 

marketing strategies, the findings suggest emphasizing health benefits and nostalgic themes in 

advertisements. This analysis helps answer our research question, “How effective are Jell-O’s 

advertisements in driving consumer purchases?” and shows the need for improved strategies to 

campaign to health conscious consumers. 
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4. Consumer insight illustration – Personas - Abby Barker 
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5. Revised Group Creative Brief - Janki Salokhe, Abby Barker, Christine Kim, Sara 

Kulesza, Marie Platt 

Client Background Jell-O is a well known, iconic brand that has been a staple in 
American households for decades. It is known as “America’s 
favorite dessert” and offers fun and versatile gelatin and pudding 
products.  

Reason for the Brief  Jell-O is struggling to keep its relevance because of the rise in 
health conscious food choices and changing dessert trends. They 
need to find a way to come off as a family friendly dessert option 
that also fits into modern dietary preferences. 

Objective To reposition Jell-o as a family friendly dessert brand that appeals 
to both nostalgic consumers well as health conscious younger 
generations.  

Target Audience  The target market we identified was health conscious adults who 
view Jell-O as a potential snack but are deterred due to Jell-O’s 
brand image.  

Big Idea Jell-O can reclaim its beloved status by modernizing offerings to 
meet health conscious and indulgent desires, blending nostalgia 
with trends like sugar free and clean label products. 

Evidence  The brief presents a compelling case for Jell-O’s growth by 
aligning its strategies with evolving consumer preferences and 
market trends. Sources like Chiquoine (2020) emphasize the rising 
demand for wellness focused products post COVID-19, while 
Statista (2024) highlights the growing consumption of gelatin 
desserts and sugar free options. Observational research supports the 
importance of in store visibility, echoed by findings from Siegel et 
al. (2016) on untapped opportunities like Jell-O shots for younger 
audiences. Valinsky (2023) and TodayShow (2024) illustrate 
Jell-O’s potential for reinvention through updated branding and 
new product launches, while Mohan (2019) underscores the need 
for innovative marketing to engage modern consumers. Together, 
these sources validate the brief’s recommendations for expanding 
health conscious offerings, leveraging nostalgia, and improving 
advertising and product visibility, ensuring Jell-O stays relevant 
and competitive in a changing market. 
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Tone of Voice  The tone should be approachable, nostalgic, and forward thinking, 
blending Jell-O’s playful heritage with a modern, health conscious 
outlook to appeal to both loyal and younger, trend driven 
audiences. Optimistic and solution focused, it inspires confidence 
in Jell-O’s ability to stay relevant and adaptable. 

Manditories/ 
Considerations  

Mandatories  
-​ Emphasize Jell-O’s nostalgic identity in all marketing 

campaigns to maintain its strong brand recognition among 
existing consumers. 

-​ Highlight the health benefits of sugar free and clean label 
products in advertising to appeal to health conscious 
audiences. 

-​ Ensure in store displays prominently feature Jell-O products 
at eye level and alongside complementary brands or kids' 
favorites. 

-​ Incorporate modernized packaging that reflects both 
nostalgia and a health conscious, contemporary aesthetic. 

Considerations  
-​ Leverage social media platforms popular with Millennials 

and Gen Z, such as Instagram and TikTok, for interactive 
and engaging campaigns (e.g., recipe challenges or 
influencer collaborations). 

-​ Balance the promotion of indulgent and healthy product 
lines to cater to Jell-O’s diverse audience. 

-​ Explore partnerships with health focused brands or 
certifications (e.g., organic or non GMO) to enhance 
credibility among wellness focused consumers. 
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6. Communicate the big idea: content, branding, and value-added media- Marie Platt  

To communicate the big idea, “Jell-O can reclaim its beloved status by modernizing 

offerings to meet health-conscious and indulgent desires, blending nostalgia with trends like 

sugar-free and clean-label products”, we came up with four ads, two online and two offline. One 

online ad Jell-O can use to help the branding of their sugar-free products is an interactive 

instagram story. The ad can be shown as someone deciding to make sugar-free Jell-o for a party 

and the watcher has to help them pick out the flavor as well as the add-ins, and then see a group 

of people enjoying said Jell-O. The ad can be seen with bright colors in the background but the 

box of Jell-O is pastel colors to show the difference and balance the colors people see in the ad, 

as well as a good song in the background to keep people interested. The ad will also have a 

feature where you can swipe-up and read more about sugar-free Jell-O options as well as a 

purchase option. This ad connects to the big idea because it shows people that Jell-O, a treat they 

used to indulge in when they were younger can be enjoyed during modern times and when 

people are looking for a healthier option. Another online visual that could be used is through 

partnerships with influencers on TikTok. Through this ad campaign influencers will post their 

recipes with sugar-free and clean ingredient Jell-O. While making their sugar-free desserts they 

will share all the fun memories they had eating Jell-O when they were younger. Every great 

TikTok video has a hashtag, especially ads. Influencers can share these videos with the hashtag, 

“#JelloGlowup” so other people can find more videos all connected under the same hashtag. This 

connects to the big idea because it is teaching people that they can still enjoy their favorite 

childhood treat without all the added sugar that everyone is worried about today. The TikTok 

videos also add a bit of nostalgia into the ad when the influencers are talking about the ways they 

used to enjoy Jell-O and how they enjoy it today. An offline visual that could be used for Jell-O 

are pop-up stores. Jell-O could increase their sales by gearing their branding towards college 

students. College students are very health-conscious and love to experiment with healthy-foods 

and also have fun. Jell-O can partner with a college campus and hand out free cups of sugar-free 

Jell-O. This can show students that they can still eat the desserts they used to have. This pop-up 

shop will also give students the opportunity to buy boxes of Jell-O for a discounted price. A 

pop-up shop on a college student campus connects to the big idea of nostalgia and clean products 

by showing a healthy option can still taste as good as the sugar-filled option. One last offline 
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visual that could be used is “the perfect after workout treat”. Jell-O can partner with gyms and 

influencers in the surrounding areas and show the people that sugar-free Jell-O can be the perfect 

treat to eat after a tough workout. This workout can also include someone talking about the 

difference between Jell-O and sugar-free Jell-O and how you can indulge in sweets without the 

sugar and the guilt. This won’t have the bright colors that regular Jell-O has but instead pastels to 

show the difference between regular Jell-O and sugar-free options. This connects to the big idea 

by connecting working out with sugar-free, health-conscious desserts. The fitness part of the ad 

can connect to the modernity of Jell-O.  

Value Added:  

​ To communicate these ideas we would use Instagram and TikTok as our online platforms. 

These apps are two of the most used apps today and both can be made interactive. Making the 

ads on these platforms interactive/interesting, can help bring new customers to Jell-O and start a 

“trend”. For the offline ads we would use “pop-ups”, on a college campus and a fitness class. 

These two places are filled with a demographic Jell-O struggles to gain. By showing these 

students and fitness people that Jell-O can be healthy consumed, they may gain more customers. 

The content will focus on bright colors and pastels. Pastels will be used to show the sugar-free 

Jell-O, this way people are able to differentiate the healthy one from the regular one. Also the 

hashtag used in the TikTok videos, “#JelloGlowup”, connects to the big idea of nostalgia while 

also connecting to the modernism of Jell-O. For the offline strategies working with fitness 

centers and colleges, places where most of the demographic is looking for healthier options and 

usually skipping out on desserts. By showing these two environments that Jell-O can be enjoyed 

just like they used to when they didn’t care about the calories, can spark new interest and new 

consumers for Jell-O. Through using Instagram, TikTok, pop-ups on college campuses, and 

fitness workout classes, we can see consistency and complementary IMC’s or integrated 

marketing communications through all the ads. All the ads build synergy through creating a 

consistent message of “fun and guilt-free treats”. We also focus on a multi-platform strategy by 

using both Instagram and TikTok to form an interactive and immersive experience for Jell-O’s 

customers.  These campaigns will show nostalgia and healthy options to a new demographic. By 

combining social media platforms as well as offline interactive advertising, the campaign for 

sugar-free Jell-O will help Jell-O gain new customers as well as old customers to a new product.  

 



14  
Janki Salokhe, Abby Barker, Christine Kim, Sara Kulesza, Marie Platt 

 
Sources:  

Chiquoine, J. (2020, August 11). The effects of COVID-19 on the wellness industry. CO. 

https://www.uschamber.com/co/good-company/launch-pad/pandemic-is-changing-wellne

ss-industry 

Mohan, A. M. (2019, February 26). Jell-O brings family creativity and play to the food aisle. 

Packaging World. 

https://www.packworld.com/leaders-new/materials/cartons-boxes/article/13377088/jello-

brings-family-creativity-and-play-to-the-food-aisle 

Nothaft, D. (2023, July 4). Jell-O, a gelatin dessert, is popular. What's it made of? USA Today. 

https://www.usatoday.com/story/life/health-wellness/2023/06/26/what-is-jello-made-of-g

elatin-animal-fat/70340538007/ 

Published by Statista Research Department, & 5, F. (2024, February 5). U.S.: Consumption of 

flavored gelatin desserts 2011-2024. Statista. 

https://www.statista.com/statistics/283207/us-households-consumption-of-flavored-gelati

n-desserts-trend/ 

Published by Statista Research Department, & 5, F. (2024b, February 5). U.S.: Pudding 

consumption in the U.S. 2011-2024. Statista. 

https://www.statista.com/statistics/285936/pudding-consumption-us-trend/ 

Siegel, M., Galloway, A., Ross, C. S., Binakonsky, J., & Jernigan, D. H. (2016). Jello shot 

consumption among underage youths in the United States. Journal of Child & Adolescent 

Substance Abuse, 25(3), 188–193. https://doi.org/10.1080/1067828X.2014.981773 

 

https://www.uschamber.com/co/good-company/launch-pad/pandemic-is-changing-wellness-industry
https://www.uschamber.com/co/good-company/launch-pad/pandemic-is-changing-wellness-industry
https://www.packworld.com/leaders-new/materials/cartons-boxes/article/13377088/jello-brings-family-creativity-and-play-to-the-food-aisle
https://www.packworld.com/leaders-new/materials/cartons-boxes/article/13377088/jello-brings-family-creativity-and-play-to-the-food-aisle
https://www.usatoday.com/story/life/health-wellness/2023/06/26/what-is-jello-made-of-gelatin-animal-fat/70340538007/
https://www.usatoday.com/story/life/health-wellness/2023/06/26/what-is-jello-made-of-gelatin-animal-fat/70340538007/
https://www.statista.com/statistics/283207/us-households-consumption-of-flavored-gelatin-desserts-trend/
https://www.statista.com/statistics/283207/us-households-consumption-of-flavored-gelatin-desserts-trend/
https://www.statista.com/statistics/285936/pudding-consumption-us-trend/
https://doi.org/10.1080/1067828X.2014.981773


15  
Janki Salokhe, Abby Barker, Christine Kim, Sara Kulesza, Marie Platt 

 
The history of Jell-O. (n.d.). JELL. https://jellogallery.org/history/ 

TodayShow. (2024, April 23). Jell-O is dropping 2 new pudding flavors for the first time in 5 

years. TODAY.com. 

https://www.today.com/food/news/jell-o-pudding-flavors-churro-mango-rcna148849 

Valinsky, J. (2023, July 27). Jell-O’s new look emphasizes its “jiggly goodness.” CNN Business. 

https://www.cnn.com/2023/07/27/business/jello-new-look/index.html 

 

 

https://jellogallery.org/history/
https://www.today.com/food/news/jell-o-pudding-flavors-churro-mango-rcna148849
https://www.cnn.com/2023/07/27/business/jello-new-look/index.html

