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Award Designation and Category:  
Food & Beverage 
 
Campaign Title:  
“That Jif’ing Good” 
 
Year the campaign took place: 2019/2020 
 

 
 
 
Brand: Jif, The J.M. Smucker Company 
Creative Agency: Publicis Groupe 
Media Company/Agency: Publicis Groupe 
Research Company: Ipsos, Directions Research, Insights in Marketing, 
Consensus Point, Qualtrics, Nielsen Neuro 
Additional Affiliated Companies:  
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Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Jif peanut butter is so “Jif’ing Good,” you’d do anything for it – even reinvent 
an iconic brand.  Jif was starting to lose ground to key competition and 
private label.  The J.M. Smucker team set out to defend their #1 position 
and drive brand love through contemporizing Jif’s image, communicating 
delicious taste, and expanding the target away from just choosy Moms & 
Dads to all peanut butter lovers.  There is nothing safe or comfortable about 
transforming a brand that has upheld one of the most wholesome images for 
decades.  Many phases of consumer research – from qualitative groups 
(Insights in Marketing) to copy testing (Ipsos) to quant gut checks 
(Consensus Point, Qualtrics) to neuro testing (Nielsen) – were leveraged to 
bring confidence at every step that the creative would be disruptive in all of 
the right ways.  The final product is a campaign from Publicis that perfectly 
demonstrates the logic-defying lengths that people would go for Jif peanut 
butter – like dressing up to join an army of squirrels or braving the 
apocalypse.  In the end, Jif saw volume growth of 6% and sales growth of 
3.3%, not to mention impact on brand salience, recommendation, and taste 
perceptions. 
 
 
Consumer Insight  
 
Jif peanut butter is so “Jif’ing Good”, you’ll do anything for it. 
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Marketing Challenge 
 
The peanut butter category had become commoditized.  Consumers were 
just reaching for whatever was cheapest.  So it’s no surprise private label 
was steadily stealing households from Jif.  To help defend Jif’s #1 position in 
the market, the team needed to create a campaign that highlighted what 
consumers love most about Jif – the taste – to drive brand love over just 
peanut butter love. 
 
The team conducted consumer research to identify which consumers were 
leaving the brand and what might be needed to revitalize performance.  A 
lapsed user study with Directions Research showed that Millennial consumers 
were more likely to have moved away from the brand unconsciously, 
highlighting the need to keep the brand relevant with younger consumers.   
 
Additionally, while consumers had started shifting their purchases to other 
brands and private label, brand health research showed that Jif continued to 
have the strongest perceptual ratings of taste, texture, and being a brand 
that makes me happy to eat. 
 
The brand’s creative strategy came from the need to 1. Contemporize the 
brand, 2. Expand our audience (from choosy moms and dads to all peanut 
butter lovers), and 3. Ensure that our taste credential perceptions were top 
of mind with consumers in the face of competitive pressures.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

     |  2020 ARF David Ogilvy Awards - Winning Case Summary 4 

 
Methodology  
 
To inform the creative strategy, the Jif and Publicis Groupe teams immersed 
themselves in the category and brand.  In addition to reviewing historical 
research, the team looked at social conversations, online product reviews, 
and user profiles of consumers that engage in social conversation about the 
category and brand.  Love of the delicious taste and texture of Jif, that was 
almost addictive and obsessive, was the overarching theme for consumers of 
all life stages and lifestyles.  Peanut butter love was found to be universal 
and not just limited to moms making peanut butter and jelly sandwiches for 
their kids. 
 
To inform the creative approach, the Jif and Publicis teams started with an 
iterative qualitative process with Insights in Marketing.   The initial round of 
qualitative explored various platform ideas, followed by board development, 
and another round of qual on specific TV creative executions.  The qual 
findings showed that the creative platform was disruptive, unexpected & 
surprising, and truly moved the needle on making Jif more modern, updated, 
and current.  This gave the team confidence to move forward in pursuing 
this platform.   
 
Through the creative development process, the copy line “That Jif’ing Good” 
emerged as a distinctive way to convey the taste message, but the team 
was wary that it may be offensive to consumers, especially given the brand’s 
wholesome image.  Two rounds of quantitative research (Consensus Point 
and Qualtrics) uncovered very low levels of negative consumer reaction to 
the copy line.  The team also executed a soft-launch phase with Facebook 
and Twitter to confirm consumer acceptance. 
 
From there the team narrowed in on 3 animatics to move forward into 
quantitative copy testing, leveraging Ipsos’ ASI:Connect methodology.  Of 
the three spots tested, “Squirrel” was the clear winner, significantly 
exceeding expectations on ability to break through the clutter and leave a 
branded impression on viewers.  Consumers understood the intended taste 
communication, but System 1 Implicit Reaction Time measurement indicated 
that viewers were not any more likely to automatically associate Jif with 
great taste than those who were not exposed to the ad.  It was 
recommended that the team really focus on the product romance shots in 
final production to ensure viewers were convinced of the great taste.  The 
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Publicis team achieved these optimizations in production, romanticizing the 
product as the woman spreads the delicious peanut butter on her bread. You 
can almost taste the product through the screen! 
 
Finally, “Squirrel” was evaluated with Nielsen Neuro, providing detailed 
scene-by-scene analysis and helping the team to further optimize the 
creative execution prior to production.  All of the insights work helped the 
team identify the most important campaign elements and translate them 
into new ideas. 
 
 
Creative Execution 
 
The campaign demonstrates the logic-defying lengths that people would go 
for Jif peanut butter – bringing this to life through fantastical situations.  In 
“Squirrel” we see a man willing to don a squirrel mask and join an army of 
squirrels to beg a woman for a bite of her Jif peanut butter.  In “Bunker” we 
follow the story of a girl trying to find shelter during an alien invasion.  
Strangers welcome her into the safety of their bunker, but when she sees 
that the group only has generic peanut butter, she decides to flee and brave 
the apocalypse on her own just to get a taste of Jif. 
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Business Results/Lessons Learned  
 
The “That Jif’ing Good” campaign launched August 15, 2019.  By December 
2019, the J.M. Smucker company reported that Jif volume growth was up 
6.1% - now greater than competitors and private label.  Full year retail sales 
improved 3.3% from end of FY19 to end of FY20 and full year household 
penetration (rolling 52 weeks) improved from 38.3% HH at end of FY19 to 
39.5% at the end of FY20 (Source: IRI MULO for POS; IRI All Outlet for 
Panel Data). 
 
The campaign also impacted key brand metrics (source: JMS Brand Health 
Tracker pre/post back-to-school media): 

- Unaided brand awareness improved from 74% à 82%  
- Purchase intent 78% à 84%  
- Recommendation 55% à 61% 
- Best tasting peanut butter perceptions 50% à 60% 

 
The Morning Consult, a global data intelligence company, listed Jif as the 5th 
fastest growing brand of 2019 among Millennials: 
https://lion.box.com/s/yrxzgk4ruzubph4nx6nxm4ie15fn2j98 
 


