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Meet The Team

coco xiong

I’m...

Oatly fullfat

Victoria Li

I’m ...

Oatly Unsweetened

Kano Qi

I’m...

Oatly original

I’m...

Oatly Half Half

I’m...

OAtly Barista Ed.

Stephanie

Zhong
Jane Hong



Brand Background

strong marketing

personality

entered U.S. in 2016

through Starbucks

Premium 

E n z y m e  t e c h n o l o g y

 Nutrition from 

food science
m i l k  

a l t .

23.4%
i n  U S  o a t  m i l k  M K T

Market leader Market leader 

“It’s like milk, 
but made for humans.”

Starbucks

1994

Swedish
original

*data collected in 2024 for the U.S. market only
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Taste

Science

Expertise

Versatility

Starbucks

Sustainability 

Humorous & Young 

Premium pricing 

Direct messaging on

sustainability

Supply chain

Ingredient concern

Plant-based lifestyle 

Oat milk is the #1 

   non-dairy coffee mate

Only 40% of plant-based

milk drinkers tried Oatly

Price pressure

Intense competition

Regulatory challenges



SWOT Analysis

High education

Environment Conscious

Value Health & Nutrition

They’re drinking Oatly:

20-34-year-olds Good taste (oaty
aroma,creamy)

Best in Coffee
(froth well)

Outstanding
visual identity

High-end, young
lifestyle

Urban & High-income

“Branding first”

Past ingredient concerns

Direct messaging on sustainability

They’re OBSESSED 
with Oatly because:

Would be good if Oatly improves on:

Digital trend follower

Plant-based Lifestyle 

Mostly female



yummiest healthiest

To inspire more progressive consumers 

to meet Oatly by positioning it as the

yummiest & healthiest alternative among the

plant-based category for the next

generation of fun and trend.  



SWOT Analysis

pour flavor sip life,
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SWOT Analysis

psip life , our flavor



SWOT Analysis

sip life, por favorsip life, Por Favor
boost the taste of your beverage and lifestyle 



20-34 years old
Urban
High income &
education
Plant-based lifestyle

Target Audience
Oatly first-timer
Taste-driven 
Social media enthusiastic
Match with Oatly’s witty &
humorous personality



MEdia partnership PR

VIRAL

KOL, personality test
UGC,  #siplifeporfavor, 
e-commerce ads
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Paid

Digital

Tiktok challenge,
face filters

UGC aesthetic album
sharing - latte art,
oatly in life

KOL Oatly recipe,
Video ads

Video ads, Mr.Beast
show, dating show 

Campaign Strategy Overview



TRADITIONAL MEDIA

Netflix Show (Ft. Mr. Beast)

“Cook Oatly”
Awareness, interest (Mr.Beast: 424M,
Nick: 28M)
Action:50%+ audience purchase
food/tools after watching cooking shows
(NIH Data)
Fun, inviting, engaging
Same categories of our target audience

Netflix cooking show
A “blind box cooking challenge” 

Mr.Beast and celebrities, celebrity
chefs (Nick DiGiovanni, Gordon Ramsay,
etc.)
3-course-meals challenge using
“Mysterious ingredients”(oatly products)

Content

Impact



Digital

Oatly X Kim Kardashion X SKIMS
Kim’s Oatshake At Erewhon
Skims Series “Oatly’s Color Palette”
“Spice Up, Stay Cool” - Skims’s “Yummy”
Valentine’s Day series X Call Her Daddy

“Dress oatly”
Awareness, interest
Past successful examples with other
celebrities (Travis Scott, Khloe
Kardashian)
Fun, inviting, engaging,” spicy”
content
Same categories of our target audience

Phase 3

Content

Impact



partnership Dave’s hot chicken

“Come for the hot, stay for the cool”
Oatly extra healthy meal

The Oat-licious combo
Milk <-> Oat milk 

Ease down the spiciness

“Eat oatly”
healthy, yummy

Matching rebellious brand vibe
Consumer base expansion - 5M+ diners

Younger, 19-34
Diverse income
Urban & suburban
Flavor-forward food

Content Impact

*Inspired by Chipotle x Wonderskin “Lipotle”



Partnership

Content Impact

Canned
Oatmilk
Latte
Birthday
Merch

“Drink oatly”
Emma Chamberlain (12M
fans on YouTube)
Personal lifestyle
appeals to GenZ
~$33M revenue

Content

Introducing
new way of
dipping Oreo
New Oreo
packaging

Impact

“Play oatly”
Cultural icon,
nostalgic pairing
Niche → mass

A new dipping era



PARTNERSHIP

Content
The Rose Garden's "Outstanding In The
Field" / Craft Beer Barn

Oat milk cocktails (i.e. Oat-tini)

Impact
“Vibe oatly”
650+ visitors, $908M media impact value

Content
Oatly energy station at ski areas
Oatly snowboard & jackets

Impact
“Sport oatly”
Male, young, active outdoor crowd



E-COMMERCE/VIRAL

Oatly Personality Quiz:

“I live oatly as...”

“I live Oatly”
UGC Interaction &
Engagement (viral scale)
Seamless E-Commerce
Integration

Impact

SOCIAL MEDIA



TRADITIONAL MEDIA

KOLs’ invitation

Baking Coffee Humor Fashionable

Top KOLs using Oatly
products in their
routine with the “I
live Oatly because”
theme

Content Impact
Awareness
Generate topics
#siplifeporfavor
Normalizes oat
milk as a staple

“Sip life
with me,
will ya?”

tV ad : Who am I?

SOCIAL MEDIA

E-COMMERCE

First-person
daily routine,
ending as “I”
revealing my
identity - Oatly.

Content Impact

Defining what
“living Oatly” looks
like
Paid ads awareness
reach



PARTNERSHIP PARTNERSHIP

KEURIG: the Oatte era

Oatly-infused
“K-cup”
coffee pods,
leading the
OATTE routine

Content Impact

International ☕️ Day
Coffee drinkers (66%
Americans are daily
drinker)
Revolutionizing coffee
routine 

Content
Canned Oatmilk
Matcha Latte
Website Recipe
IG
Reels/YouTube
Vlog 

Impact
Premium Brand
Image
Expand Consuming
Scenarios
Potential
partnership
w.Sanne Vloet 

nekohama



Blue Flag Challenge

Prediction Filter
Utilizing big data to
estimate/predict people’s lifestyle
Using humorous keywords 

The Content

Impact

Interactive fun
UGC
Enhance engagement and build
connection

DIGITAL/VIRAL



Content

Impact

Celebrate the fusion of Oatly’s iconic
oatmilk with Crumbl’s creative cookie
flavors for Oatly’s Birthday 

Mutual Target Audience, Brand
Tone,Social-First Strategy (~10M+
social followers & weekly hype)
Buzz and Curiosity into dessert-ctegory
mindshare

Partnership

Better Together

T

L



PARTNERSHIP

Colourpop X OATLY

Oatstanding

Launch collaboration contour palette
Shades named by Oatly products

Highlight coffee pairing feature &
self-expression among ~12M+ fans

Content

Impact

NETFLIX Cooking Series 

Soft placement in cooking shows
Recipes using Oatly

100M+ households for popular series
establish authority in food culture

Content

Impact

Culinary Class Wars The great British bake off

T



I identify as 

01. Collect

02. Go to Local Market

03. Redeem

Loyalty Program

TRADITIONAL

Loyalty program

OOH

Content
Mirror
See yourself in Oatly-your
taste, your lifestyle and
your way

Impact-OOH
Increase brand visibility
in high-traffic area
Engagement and action

Benefit-Loyalty Program
Encourage repeat purchases
Loyalty and brand advocacy
Sustainability

TRADITIONAL



Podcast

Pop culture & Celebrity
E.g.BTS story, daily routine

The Diary of a CEO Call Her Daddy

Business,Formal
Talk about Oatly’s story

Content

impact

One of the world’s most
popular podcasts, 50
million listeners globally
Audience:18-34,euqally
gender balanced

Content

Over 5 million listeners
per espisode
Audience: 62% of the US
audiences are Gen Z and
Millennial,76% being under
the age of 35 

impact

TRADITIONAL MEDIA

PUBLIC RELATIONS
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