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CAMPAIGN CHALLENGE AIMS

Assign student teams a contemporary 
communication problem to solve, 
o� ering an extraordinary experiential
learning opportunity.

01

02

03

Showcase  inal ist  teams' creativity and
communication excel lence to industry
professionals,  fel low Brock students
and the wider community.

f

Foster crit ical  thinking, problem solving ,
and communication ski l ls  in high demand
 ields such as branding, advertis ing, 
marketing, PR, r isk mit igation and media
management to give Brock students a 
competit ive edge. 

f
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2027 CHALLENGE:
THE BRIEF IN BRIEF

Your Chal lenge: Convice 19-24 year-olds 
in St.Catharines to discover Sobri i ,  a 
sophisticated non-alcoholic spir it .  Your 
campaign needs to make Sobri i  stand out 
and inspire � rst-t ime sampling. 
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BRAND BACKGROUND

Sobri i  is  a Canadian-made non-alcoholic 
spir its brand rede� ning the drinking 
experience for today’s mindful consumer.  
Created for those who want to enjoy the 
taste,  r itual ,  and social  connection of a 
great drink without the alcohol,  Sobri i  
o� ers a premium range of zero-proof 
spir its.

Whether you’re hosting fr iends, enjoying 
a night out,  or simplylooking for a 
refreshing alternative, Sobri idel ivers a 
sophisticated drinking experience
without compromise.  
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OBJECTIVES

Bob Huitema started Sobri i  in 2018 after working 
at Heinz,  Diageo and KPMG. He loved cocktai ls and 
hated hangovers.  He could not � nd a non-alcoholic 
drink on the market that didn't  compromise on taste,  
so he made one.

We chose Sobri i  (pronounced So-bree, Latin 
for "sober")  this year because it 's  a well-crafted 
drink, one that could appeal to young people who 
drink alcohol as well  as those who don't .  

Right now you can buy Sobri i  onl ine, at the Niagara 
College Teaching Winery in Niagara-on-the-Lake 
and at Commisso's Fresh Foods in Niagara Fal ls .  
The company is thinking about expanding across 
Niagara and wants to test the waters � rst in 
St.  Catharines with 19-24 year-olds.  Most of them 
have never heard of Sobri i ,  and very few have tr ied it .  

We're asking student teams to create a consumer 
campaign that gets young adults in St.  Catharines 
to notice Sobri i  and try it .  It  needs a digital  piece 
and an in-person brand experience run with a local 
venue, and the two have to be clearly connected. 
You have $5,000 to spend. 

Sobri i 's  voice is sophist icated and honest,  never 
pushy, and your campaign should work with the 
brand's current look and the products it  already 
makes. At the event,  the brand should sit  comfortably 
in the space rather than colonize it  with logos. 
Partner with a third place your audience would 
choose to hang out in.
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DELIVERABLES

Campaign Strategy 

-How do the di� erent elements of the campaign
come together to achieve the brand’s objectives?

-Pro� le of the target audience.

-Mock-ups of the campaign – Walk us through 
the campaign. What it  looks, sounds and feels 
l ike? Show us your ideas, instead of simply 
tel l ing us.

-Media plan communicated through a media 
schedule.

-Visual ization of where the $7,500 campaign 
budget  wi l l  be al located.
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WHY SHOULD I ENTER?

-Apply your knowledge and express your 
creat iv i ty.

-Bond with peers and engage in fr iendly competit ion

-Network with industry professionals .

-Re� ne in-demand cr i t ical  th inking,  problem solving,  
and strategic communicat ion ski l ls .

-Exhibit  your work to a wider audience.

-Obtain a resume entry that  makes you stand out .

-Create a portfol io sample of your work to show to 
potent ia l  employers or grad schools .

-Win pr ize money!
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PRIZE MONEY

1 s t  P l ac e  -  $ 1 5 0 0
2n d  P l ac e  -  $ 1 0 0 0
3rd  P l ac e  -  $ 5 0 0
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HOW TO PARTICIPATE

Form a team of 2-4, third-year,  or fourth-year 
students ( include at least one CPCF student) .  
Imagine your team is a communication agency.

Re ad  t he  b r i e f  a nd  exa mi ne  t he  “ p rob le m”  you  
a re  to  a dd re ss .

Co nd uc t  p re l im in a r y re se arch  o n  th e  b r an d ,  a s  
we l l  a s  te rm s  an d  co nc epts  t he  b r i e f  r a i se s .

01

02

03

04

05

Wr i t e  yo ur  res po ns e  to  t he  b r i e f  t o  co nv in ce  t he  
c l i e nt  (th e  b r an d )  t o  sp ea k  to  you  a bo ut  you r  
m arket in g  p rop os a l  a nd  p ot ent i a l l y  i nves t  mo ney 
in t o  you r  id ea .

Fo rm at  you r  re sp on se  a s  a  s l id e  de ck .
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SLIDE DECK

Prepare a sl ide deck that outl ines your 
campaign, covering al l  del iverables.  
Include the fol lowing:

A cover slide:  Include a t it le that conveys your 
pitch to the brand and identi� es team members.  
You may include your agency’s name, 
if you wish.

Body:  Communicate your campaign idea in a 
clear,  legible,  succinct,  logical  fashion. Provide 
enough detai l  to explain the campaign logical ly.  
Incorporate tables,  images, and charts to 
summarize research and highl ight and make 
your ideas vivid.

Conclusion:  Sum up how your idea meets the 
objectives laid out in the brief.  Cite al l  research 
references and any pertinent addit ional 
information in footnotes or endnotes.

Aim to provide enough sl ides to support a 
20-minute presentation.
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Register to enter no later than 10:00pm 
on February 5,  2027.

Fil l  out the registration form with the fol lowing 
information:

-The � rst and last names of al l  team members.

-Each team member’s Brock University email  
address.

The program and year of study of each team 
member.

Consent for the disclosure and publication of 
the team members’  names, programs, years of 
study, and content of responses to the brief in 
promotional material .

Submit your sl ide deck before the entry deadline 
11:59pm Monday February 8th, 2027 .

HOW TO ENTER
THE CHALLENGE

re g i s t ra t i on  fo r m

https://brocku.ca/social-sciences/cpcf/2277-2/
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HOW ARE FINALISTS
SELECTED?

-A p an e l  o f  Broc k  Un iver s i ty  f ac u l ty w i l l  se le c t  
t h re e  � na l i s t  t ea ms  b as ed  o n  th e  me r i t s  o f  th e  
su bm is s i on s ,  o n  c r i t e r i a  s uc h  as  s t r a t eg y,  
c reat i v i ty,  an d  fe as ib i l i t y.

-F in a l i s t  te am s  w i l l  b e  not i � ed  by em a i l ,  
p rov id ed  fee db ac k  an d  g i ve n  th e  ta sk  t o  te s t
an d  t r an s fo r m th e i r  p rop os a l  i n t o  a  p i tc h .
 
-F in a l  p i t ch es  w i l l  be  p re se nt ed  t o  co nt es t  j u dg es  
an d  re sp on d  to  j ud ge s '  q ue s t io ns  a t  th e  Ca ma pa ig n  
Ch a l le ng e  event  on  Fr i d ay,  M a r c h  5 t h ,  2 0 2 7 .
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CPCF CAMPAIGN CHALLENGE
EVENT

Friday, March 5th, 2027

1:30pm - 5:00pm 
Followed by dinner

Location:
Brock University

Rankin Family Pavilion
Room 214/215

Information available 
at website

Email: CPCFpitch@brocku.ca

https://brocku.ca/social-sciences/cpcf/cpcf-campaign-challenge/
CPCFpitch@brocku.ca
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CPCF CAMPAIGN CHALLENGE
DAY PLAN

- I n v i t e  a l l  t o  s n a c k s  a n d  c o � e e ,  s h o r t  m e e t  a n d  g r e e t  

- W e l c o m e  a n d  I n t r o d u c t i o n  o f  J u d g e s  ( M C )

- A  S a l u t e  t o  Te r r y  O ' M a l l e y

- B r i e f  i n t r o d u c t i o n  o f  P i t c h i n g  G r o u p  # 1  ( M C )  

- P i t c h i n g  G r o u p  # 1  ( 2 0  m i n u t e s )  

- Q & A  b y  t h e  J u d g e s  ( 1 5  m i n u t e s )  

- B r i e f  i n t r o d u c t i o n  o f  P i t c h i n g  G r o u p  # 2  ( M C )  

- P i t c h i n g  G r o u p  # 2  ( 2 0  m i n u t e s )  

- Q & A  b y  t h e  J u d g e s  ( 1 5  m i n u t e s )  

- B r i e f  i n t r o d u c t i o n  o f  P i t c h i n g  G r o u p  # 3  ( M C )  

- P i t c h i n g  G r o u p  # 3  ( 2 0  m i n u t e s )  

- Q & A  b y  t h e  J u d g e s  ( 1 5  m i n u t e s )  

- J u d g e s  d e l i b e r a t i o n  ( 1 5  m i n u t e s )  
t o  r a n k  t h e  p i t c h e s  ( 1 s t ,  2 n d ,  3 r d  )  

- A n n o u n c e m e n t  o f  t h e  w i n n e r s !  ( M C )  

-T h a n k  t h e  p a r t i c i p a n t s ,  t h e  a t t e n d e e s ,  
t h e  J u d g e s  ( M C )

- P i c t u r e s  

- D i n n e r  w i t h  J u d g e s ,  f a c u l t y ,  a n d  s t u d e n t s  
( R F P  2 1 4 / 2 1 5 )  

1 : 3 0 - 1 : 4 5

1 : 4 5 - 1 : 5 5

2 : 0 5 - 2 : 1 0

2 : 1 0 - 2 : 3 0

2 : 3 0 - 2 : 4 5

2 : 4 5 - 2 : 5 0

2 : 5 0 - 3 : 1 0

3 : 1 0 - 3 : 2 5

3 : 2 5 - 3 : 3 0

3 : 3 0 - 3 : 5 0

3 : 5 0 - 4 : 0 5

4 : 0 5 - 4 : 2 0

4 : 2 0 - 4 : 3 0

4 : 3 0 - 4 : 4 0

4 : 4 0 - 5 : 0 0

5 : 0 0 - 6 : 3 0

1 : 5 5 - 2 : 0 5
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NEED SUPPORT?

If you need help to…

Form a team or � nd a CPCF group member…

Obtain more information…

Learn how to produce a campaign and 
sl ide deck…

Solve a technical  di� culty while registering or 
submitt ing sl ide deck…

Contact: CPCFpitch@brocku.ca

CPCFpitch@brocku.ca
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ELIGIBILITY & RULES

The CPCF Campaign Challenge is run by 
the Brock University Department of
Communication, Popular Culture and Film 
and is governed by the rules posted at
the following 

Please be sure to read the entire section 
to avoid disquali� cation or
disappointment.

l ink.

https://brocku.ca/social-sciences/cpcf/cpcf-campaign-challenge/?preview_id=2263

