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What started as just a box of Sweet & Sour Chicken has 
now become 16 different entrees and 10 different appetizer 
options. Since 1996, Tai Pei has brought authentic Asian 
cuisine to homes across the nation. However, 20 years later, 
Tai Pei faces a declining frozen food market. To combat this, 
Tai Pei has revitalized its product line. Their new line will 
contain more vegetables, larger pieces of meat, no artificial 
preservatives and will come in an eye-catching user-friendly 
package.

Our campaign capitalized on these product changes in 
order to bring a fresh personality to the face of the brand. 
These changes combined with Tai Pei’s Asian flavors, 
quick cook time, and unbeatable value, all capitalize on the 
priorities of young millennials, a generation that values both 
variety and convenience. Our revamped brand personality 
will convey to millennials that Tai Pei fulfills a need in their 
lives-- a need they did not know they had.
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03 Objectives 

Generate trial of 
the Tai Pei brand 

and products

Generate awarenesss
of the Tai Pei brand

with millennials 

In our research, we sought to identify the role that all food, not just frozen food, 
plays in the lives of millennials. We wanted to get to know young millennials 
beyond studies and statistics. We analyzed what drove their consumption 
choices -- their week-to-week, day-to-day, moment-to-moment eating patterns. 
Only once we figured out how, when, and why millennials were eating could we 
then understand how Tai Pei would best fit into their lives.

Philosophy 

200+
in-person interviews 

200+ 
secondary sources 

consulted 

200+ 
Survey Responses

19

100 
Projective Test 

Responces 

States Represented

Research Methods 

Generate loyalty 
to the Tai Pei brand 

over other brands and 
Asian offerings  

Awareness Loyalty Trial



04Market Analysis 

In a stagnant frozen food industry, we initially assumed that the freezer was our biggest challenge. We found ourselves apologizing for what we thought was a problem with 
frozen food, so we started our research by asking millennials across the country to invite us into their freezers. The results surprised us - people didn’t have such an aversion 
to frozen food. Millennials are indeed eating from their freezers. In fact, 43% of millennials regularly consume frozen meals. In our interviews, respondents had a plan for the 
items in their respective freezers. Whether it was pizza for a snow day, meat for next weekend’s  BBQ, or frozen taquitos for that late night snack most every item was linked to 
a future moment.

We also had to address Tai Pei’s low brand awareness among our target market. How could Tai Pei become the preferred brand among millennials? What space could Tai 
Pei own, and who was the competition? Were we competing against other frozen foods? Or specifically frozen Asian food? Or Chinese takeout? What about cooking? Or dining 
out? Since the frozen food category is struggling, could we generate growth from another market?

Shelf stable carbs are the classic fallback. The saltines, the noodles, the cereal. 
With expiration dates years down the road, these foods are always available. The 
problem is that they get boring after a while.

So, Who is the competition?

Stouffer's has been fighting the negative image of frozen food for a while. Recently, 
the brand has focused on family meal time, but waiting over an hour for a lasagna is 
not ideal for our target market.  
Easy Mac is one of the most expendable foods in the kitchen. Quick, easy, and a 
crowd pleaser, yet unsatisfying. Easy Mac is not a real meal. 

Positioning
Tai Pei can differentiate itself from other frozen foods and dinnertime competition 
by leveraging the fact that it's a balanced meal relative to the level of commitment 
it requires. The brand offers a hearty and satisfying meal - protein, vegetables, and 
grains - that millennials can prepare easily in no time.

The Truth About Frozen Asian Food
Few frozen Asian foods control significant market share. As a result no substantial  
growth will come from competing with similar brands. Instead, we will capitalize on 
a previously unrecognized competitive landscape, inside and outside the freezer. 

Our Biggest Challenge?

It's Not the Freezer. 
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Meet the Millennials 

Cooking   

Take-Out  

Grocery 
Shopping

FridaY 

Saturday

SUnday

Wednesday

THursday

A WEEK IN THE LIFE Budget Energy

Millennials grocery shop "backwards" - shopping for recipes in-
stead of restocking basic ingredients.

Millennials like to cook but are not as comfortable in the kitchen as 
older generations.

of millennials responded that they needed to improve their 
cooking skills to cook the recipes they wanted to make.65%

The majority of millennials consider cooking to be a chore.

Millennials order delivery or takeout on average once a week.

They value delivery and takeout for the convenience, 
but it can be expensive.

Our research showed us that millennials reach a point in the week when 
they're out of money and have exhausted all energy to put toward meal 
planning. 

Eating Out

nights a week millennials eat out regardless of their income.

of millennials' food budgets is spent on eating out. 

87% of millennials will splurge on a nice meal even 
when money is tight.

3

44%  
& 

MondaY 

Tuesday
& 

Through our research we realized that millennials take a distinct approach to each meal. The average millennial spends $173 per week on food, including their 
breakfast and lunch decisions. For most, breakfast was “on-the-way,” or not at all, and lunch was a repeatable sandwich or salad on your own time. Dinner, 
however, exposed a predictable structure that young millennials tended to follow. Their dinner pattern falls into their constraints of both limited effort and limited 
budget, as effort is an expendable resource that declines as the week continues. Regardless of the specific order or exact day of the week that each of these 
dinner scenarios occurs, our research allowed us to craft a complete picture of what a typical week of dinner might look like. 
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So, what can I eat? Checks the fridge. open, 
stare, close. Nothing. Should I just go 
out? Definitely not. I can't handle human 
interaction, and I don't have the money. 
checks pantry. open, stare, close. nothing 
but crackers, peanut butter, and noodles. 
pizza? i already did that earlier this week. 
back to the fridge. open, stare, close. i 
have stuff i could make into dinner...ugh i 
don't feel like cooking. open again. stare. 
leftovers? no! I can't eat that a thrid time 
this week. close. what can i do? open. stare. 
close. lower standards. repeat.

The Stare
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The Stare

The Stare: Conclusions
In our research, we found that millennials suffer from what we diagnosed as the fridge-staring  syndrome: the act of staring 
blankly into the abyss that is their refrigerators. We conducted a survey and projective test to determine millennials’ attitudes 
towards this phenomena.  We determined that:

The stare 
exists

...Even when 
there is food

"Do Something."

81% of millennials we surveyed suffer from it at least once a week, 
and describe this moment as frustrating and disappointing.

“When I look into my fridge when I’m hungry, I’m usually 
disappointed.”                   
    --Male, 22, North Carolina

“Shoot! There is nothing to eat and I don’t feel like cooking. I can’t 
order pizza because I’m on a diet and a tight budget.” 
    
    –Projective Test Respondents

“Milk, fruits, cheese, butter, condiments, hot sauce, mayonnaise.”
”I don’t want to eat any of this.”
               – Projective Test Respondents 

"Milk, eggs, yogurt, juice, some fruit, ground beef, salad, mix. I wish 
we had more options."
    - Projective Test Respondent

Respondents really wanted the man in the picture to take action.

“Close the door”    – Projective Test Respondent

“Pick something already!”  -- Projective Test Respondent 

“Order some delivery or just go to sleep.” 
    –Projective Test Respondent

Image from  the projective test
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Feed yourSelf AlreadY.
You don't have to be stuck in the stare. 

Tai Pei has dinner covered. It meets the rules that matter. Tai Pei has enough 
food to fill millennials up. When it comes to balance, Tai Pei checks all of the 
boxes - protein, grains, and vegetables. It’s a complete meal. What’s more, Tai 
Pei infuses that Thursday with variety, a change-up enabled by its Asian spice 
and flavoring. There’s even an added bonus - Tai Pei doesn’t require planning, 
effort, or clean up. In short, Tai Pei solves The Stare.

The relatability of the problem we are solving will allow us to speak to a diverse 
consumer audience. Over the course of our research, it became clear just how 
often people experienced this "fridge staring syndrome." 

Our campaign will branch across a wide array of platforms from video and au-
dio, to print and digital, to out of home and experiential. By advertising through 
a variety of mediums, Tai Pei will achieve maximum brand exposure. The color 
of the advertisements are bold, and are drawn from the bright colors found on 
Tai Pei's packaging.

 Our communication strategy is guided by research-backed insights on millen-
nials. Millennials are a demographic that highly values being entertained, so 
humor will play a large role inour messaging. More so than any other genera-
tion, millennials find absurdity, universality, and self-deprecation funny, so we 
selected a tone that will reflect those elements.

At the crux of our message is a call to action that is as exasperated as the 
millennials it seeks to reach:

EnGagement plan

10

12

15

17

20 

Kick off

Experiential

Video 

Digital

Philanthropy 



Executions

Sixty percent of people spend at least 5 minutes looking at the billboards in Times Square. Tai Pei will utilize the extra $5 million in its $15 million budget to execute an extravagant 
kick-off to its campaign in this location. Manhattan hotels are 91% full during June and in 2016 there were on average 355,135 daily visitors to Times Square in that same month. 
Our brand will purchase the largest billboard in Times Square for this duration to reach the large viewership. According to a millennial-heavy survey, 60% of people say they are 
more likely to consider buying a product from a brand that advertises in Times Square, which indicates that this will be an effective way to generate excitement and awareness 
for our brand within our target market. The billboard will focus on bringing awareness to Tai Pei’s brand by resonating with consumers who experience the all too familiar feeling 
of staring hopelessly into the freezer. The digital advertisement portrays a 25-year-old man pacing around his kitchen, checking the pantry, the refrigerator and the freezer 
incessantly, unable to choose something to eat. In addition to the billboard, we will utilize Holosonic speakers, or audio spotlight directional sound technology, to project sighing 
and sounds of frustration from the man caught in the “freezer stare” to the audiences in a contained and compelling manner.

Kick off in Times Square 

10
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To further engage nearby viewers, Tai Pei will purchase 
a location-based Snapchat Lens promoting the 
billboard. When using the lens in Times Square, the 
viewer will see a package of Tai Pei appear within their 
surroundings on their screen. Instructions will tell the 
user that when they send the snapchat a Tai Pei will 
be sent to the man on the digital billboard, feeding him 
and ending his stare. At that time, the man will locate 
a Tai Pei in his freezer, take it over to the microwave, 
and end this “freezer stare” he has been caught in. 
Not only will this cause interaction between the brand 
and consumer, but it will also provide a solution to the 
problem addressed in our awareness campaign. 
 

Kick OFf in Times Square



This billboard relates to our creative strategy of “the freezer stare” 
by putting a clever spin on the feeling one experiences when struck 
in traffic. We will place three billboards in 14 major cities for six 
months. The cities chosen have higher concentrations of millennials 
than other U.S cities. These include Atlanta, New York, Austin, 
Houston, San Francisco, Los Angeles, Seattle, Washington D.C., 
Denver, Boston, Charlotte, Chicago, Philadelphia and Phoenix.  
By placing these on busy, traffic-prone roads, we will garner an 
estimated 105,840,000 impressions. 

Experiential

Billboards

Trash Cans

Tai Pei will place print advertisements on subway trashcans in five 
cities with significant millennial subway ridership. Twenty percent 
of millennials take public transit at least once a week. These ads 
target the millennial market that utilizes the subway as their method 
of transportation especially as they wait for their subway car.

Subways

Eighty-three percent of millennials prefer walking to other forms 
of transportation. By placing the Tai Pei “Rules of Dinner” on the 
sides of trashcans in these major cities, particularly cities such as 
New York and Chicago, we can effectively reach this target group. 
Seventy-three percent of millennials believe walking is better for 
the environment and 39% of millennials walked to work in Boston 
last year. We will roll out a set of 20 on-street trash cans in each 
of the 14 major cities, which will garner an estimated 346,750,000 
impressions.  

Streets
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Forty percent of millennials used public 
transportation in the last 30 days, a 
significantly larger number than older age 
groups. The exposure, frequency, timeliness, 
and geographic selectivity of the bus seat 
ads will ensure effective exposure within our 
target market. Tai Pei will place advertisements 
on the back of bus seats in 10 major cities 
each demonstrate significant bus ridership by 
millennials. Our brand will place three of these 
ads in 20% of the buses in each city. This 
allows our  advertisements to effectively reach 
our target market as they travel to and from 
work. The ads will consist of Tai Pei’s various 
rules of dinner with the slogan “Feed yourself 
already.” In total, advertising on the back of 
bus seats is estimated to generate over 4.65 
billion impressions.

Tai Pei will establish 14 “staring 
booths” in selected 14 major cities 
near locations where millennials 
generally wait during their daily 
commutes. The booths will digitally 
livestream someone participating 
at another booth and allow him or 
her to engage in a staring contest 
to mirror the “freezer stare.” The 
booth’s facial recognition technology 
will allow it to recognize when a 
person is standing in front of it. The 
winner will receive a coupon code to 
redeem online or from their phone, 
incentivizing participation in the 
Tai Pei Staring Booth. They will be 
located where millennials generally 
wait on their daily commutes, either 
for public transportation or near 
a street crossing. The “staring 
booth” installations will last for a 
week, providing ample time to 
reach our brand’s target market. 
Because such a large percentage 
of millennials especially in the large 
urban centers this campaign targets 
prefer walking, the booths will help 
to generate excitement and interest 
into the story and brand of Tai Pei. 
The interactivity of these executions 
will attract an estimated 2.75 million 
impressions in these major millennial 
cities. 

Bus Seats Staring Booths
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Executions

Tai Pei’s point of purchase advertising will feature displays placed in frozen 
food aisles across the country. We will place colored stickers with the “Rules 
of Dinner” messaging on the freezer doors containing Tai Pei frozen food 
meals and appetizers. The stickers’ placement in consumers’ line of vision 
combined with their bright colors will make them stand out against other 
frozen food brands. A study found that 82% of purchasing decisions are 
made in store. Additionally, 70% of millennials do not use lists while grocery 
shopping, adding to their compulsive in-store purchase decisions. Tai 
Pei’s in-store advertising will generate both brand awareness and higher 
purchase rates. In total, point of purchase advertising will amount to over 40 
million impressions.

Experiential 

14

in-Store



In-stream video advertisements 
will raise awareness for Tai Pei and 
further grow brand relevance through 
engagement tactics. YouTube reaches 
more US adults aged 18-34 than 
any cable networks and 11% of all 
YouTube’s users are young millennials. 
Tai Pei will advertise its :15s spots 
on YouTube for the entirety of the 
campaign using YouTube’s targeting 
features. Additionally, Tai Pei will use 
YouTube’s AdWord search feature to 
target videos that the target audience 
is more likely to watch, generating 
39,473,684 impressions.

Forty-nine percent of millennials watch 
On-Demand Video Daily, with 31% 
of millennials paying for an online 
subscription service. Hulu is the most 
popular streaming service boasting 12 
million subscribers. Hulu’s audience is 
younger than traditional TV, with Hulu 
citing a 44% millennial audience on The 
Good Wife versus only a 6% millennial 
audience when the show is viewed 
through traditional TV. Additionally, Hulu 
has advanced targeting technology 
that allows advertisers to specifically 
target advertisements to consumers. 
Users are also not able to skip ads on 
Hulu, therefore forcing their attention 
to the ad. For these reasons, the ROI 
of advertisements through Hulu is 
well worth the investment. During the 
awareness segment of the campaign, 
we will air our :30s spots that highlight 
the positive qualities of Tai Pei to piqué 
viewer curiosity about the product. Later, 
we will air our :15s spots that emphasize 
the “freezer stare” to remind viewers to 
purchase Tai Pei to avoid this problem, 
garnering 11,428,571 impressions.

We will air video spots on channels 
such as MTV, Adult Swim, Comedy 
Central, and Nick-At-Nite. According 
to Nielsen, these shows have high 
millennial viewership during Primetime 
and Late Fringe dayparts. These spots 
are cheaper than those on networks 
such as ABC, but will be more effective 
due to the large numbers of young 
millennials watching them. Tai Pei will 
run its :30s spot during the awareness 
segment of the campaign and then its 
:15s spots throughout the rest of the 
campaign. These television spots will 
generate 98,644,000 impressions and 
will effectively reach the consumers 
within our target market. 

Video

15Executions

Traditional 
Television 
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This video addresses the “freezer stare” and the insanity that ensues when none of the dinner rules are met. The woman repeatedly checks the 
freezer for food options, only to become distraught when there are no appealing options. Tai Pei finally serves as a solution to the freezer stare due 
to its desirable qualities. This video will kick off the awareness segment of our campaign. 

video

This video will highlight “a week in the life” and the struggle of the Thursday Night Meal. It will show the woman on different days out to dinner with 
friends, grocery shopping, cleaning after cooking, and finally struggling to find a dinner solution later in the week. This video will also run later in 
our campaign to emphasize that Tai Pei is the solution.

Realization there is
no food

Despair over the 
freezer stare

Joy over 
Tai Pei

Out to dinner 
With Friends

Back from 
Grocery shopping

Washing Dishes 
After Cooking Dinner

:30s

:15s

spot

spot

spot

Executions

Watch the video in full: 

Watch the video in full: 

https://youtu.be/13F5PzllFQU

https://www.youtube.com/watch?v=-

This video continues the tone of the :30s spot, but adds an element of absurdity as the effect of the “freezer stare” hits the man. This spot shows 
that the freezer stare can happen to anyone, but Tai Pei is the solution to avoiding this distressing problem. This video will run later in our campaign 
after brand awareness has been established.

:15s

Freezer
Stare

Disgusting
Dinner

Tai Pei Is 
The Answer 



Tai Pei will create a website containing the "Unwritten Rules of 
Dinner.” The website will house our campaign in a creative way, 
featuring all of the Dinner Rules used in Tai Pei's advertisements. 
Tai Pei will drive customers to the website via social media, 
billboards, and TV advertisements. 

Tai Pei’s digital advertisements will target the top websites viewed by 
millennials, including YouTube, ESPN, and Buzzfeed. BuzzFeed attracts 
13,906,000 unique visitors, and users spend an average of four and a 
half minutes on the website. Tai Pei will appear across several of the 
most popular websites for millennials in a series of banner and display 
advertisements. These banner ads feature animations to attract the 
attention of online users. These banners and display advertisements 
will assist with both brand awareness and recognition. In an IAB study, 
digital advertisements increased consumer brand familiarity by 22%. The 
significant impact of digital advertising on these specific platforms will be 
a key area for Tai Pei to reach its target audience, garnering 152,284,264 
impressions. 

Digital
Website

Banners

16 17Executions



We will purchase a day-long Promoted Trend for 
the hashtag, #DinnerConfessions. This hashtag 
is consistent with our image by encouraging 
users to confess their most embarrassing and 
ridiculous dinner. These example tweets shown are 
consistent with our brand’s voice. Eighty percent 
of millennial users access Twitter through their 
mobile phone at least once per day and 60% of 
millennial users say they tweet at least once per 
day. In addition to millennials’ presence on Twitter, 
this strategy will also be effective because of its 
humorous tone. Eighty-two percent of Twitter users 
will share a tweet they think is funny. The more 
shares the tweet gets, the further Tai Pei’s brand 
recognition will spread. We expect the impressions 
from our Twitter campaign to reach 82,142,857 
impressions. 

Tai Pei will purchase audio advertisements on 
Pandora and Spotify. Millennials constitute the 
majority of both audiences for these two platforms, 
aligning directly with our target market. Pandora 
reaches 62% of music-listening millennials, and 
Spotify reaches 41% of music-listening millennials. 
This ad will feature the sound of a freezer opening, 
a freezer closing, disgruntled sighs and the inner 
dialogue of wishing dinner could make itself with 
the unidentifiable leftovers and waffles the speaker 
has in their freezer. We estimate these audio 
advertisements will achieve 92,000,000 impressions.

Snapchat is a rapidly growing social media 
platform and 45% of all Snapchat users in the 
U.S. are between the ages of 18 and 24. The 
most effective way of advertising on Snapchat 
is through the sponsored lenses. These lenses 
are highly interactive and users spend up to 
24 seconds playing each. Some of the most 
popular lenses have reached nearly 300 million 
views. We will create a sponsored lens to use 
on the same day as the #DinnerConfessions 
Promoted Trend on Twitter. The lens is absurd 
and entertaining, which will entice millennials 
to not only use it, but play around with it and 
send it to their friends. Because this lens is both 
humorous and unique, we estimate it will achieve 
115,845,958 impressions. 

Digital

Executions 18
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Millennials use Facebook more than 
any other social network. Facebook’s 
advertising allows Tai Pei to target 
advertisements to consumers across 
different demographics based on lifestyle, 
purchases and several other options. We 
recommend targeted newsfeed ads to 
effectively reach our target market. Our 
presence on Facebook is expected to earn 
454,545,455 impressions. 

Digital

19

Instagram has more than 300 million users 
worldwide, and 73% of Instagrammers are 
between 15 and 35 years old. The high 
concentration of millennials on Instagram make 
it an ideal place for Tai Pei’s advertisements. 
Our carousel ads with common millennial 
phrases are funny and relatable. Both factors 
will encourage users to swipe through all 
three images. This will result in an estimated 
29,850,746 impressions.

EXECUTIONS 

Animated Advertisements 

5-Minute Meals  

In addition to digital versions of our print ads, we will also include spoofs of Tasty videos as targeted Facebook ads. These 
video parodies compare the ease of making a Tai Pei in the microwave for five minutes versus the random assortment of 
things left in your kitchen. Tasty videos can reach up to 3 billion views a month. This will resonate with our millennial market 
not only because of the popularity of Tasty videos on Facebook, but also by adding a twist with the humorous tone.

>>

>> >>



EXECUTIONS 

Philanthropy
Tai Pei will partner with Feeding America, the nation’s 
largest domestic hunger-relief organization, to help others 
achieve the number one rule of dinner: Don’t skip it. One in 
eight people struggle from hunger in the United States, and 
Tai Pei will encourage millennials to help others not skip 
dinner. Philanthropy is a growing channel of involvement 
for millennials who enjoy the social impact of becoming 
engaged with their community. More than 50% of 
millennials make an effort to buy products from companies 
that support causes they care about. Tai Pei will partner 
with Feeding America in September for “Fight Hunger” 
month and create a Snapchat filter promoting the cause. 
Each time the filter is sent to someone, Tai Pei will donate 
$0.10 to Feeding America. Our brand will then advertise 
across its social media platforms in several major cities a 
Saturday in September on which a Feeding America food 
pantry will be open for volunteers to come give time. Forty-
seven percent of millennials would rather give physical 
time to support a non-profit with only 16% preferring to give 
financial support.

Because of millennials’ presence on 
Facebook, this will be a rewarding 
platform to share the work that Tai Pei 
is doing during this month through Tai 
Pei’s own channel with owned and 
earned media. A paid promotional ad on 
Facebook to encourage Snapchatters 
to send Tai Pei’s filter will target our 
audience via the platform in order to 
increase donations to the cause. A 
Snapchat filter will be a good way to 
not only raise awareness for the cause 
but also to generate excitement about 
what Tai Pei is doing to help. It will be 
a filter that includes both Tai Pei and 
Feeding America, encouraging people 
to “help others not skip dinner.” The 
filter will run throughout the month of 
September, and each time it is sent to 
someone, Tai Pei will donate $0.10 to 
Feeding America. This promotion will be 
advertised across Tai Pei’s other social 
media channels as well.

There will also be a paid promotional ad on Facebook to encourage people in 14 major cities, including 
Atlanta, New York, Austin, Houston, San Francisco, LA, Seattle, DC, Denver, Boston, Charlotte, Chicago, Philly, 
and Phoenix, to volunteer at their local Feeding America food pantry on the first Saturday in September to help 
fight hunger. This will be an effective away to not only garner support for Tai Pei but also to attract millennials 
based on their desire to donate their time.

Feeding America encourages 
volunteers to commit to building and 
maintaining a community garden 
to help people sustain themselves. 
Tai Pei will partake in this near 
its headquarters in California in a 
local neighborhood and then share 
that work across its social media 
platforms as a way to encourage 
millennials and its followers to do so 
in their own communities. Because 
47% of millennials would rather give 
time to support a non-profit, this will 
be a good way to draw their attention 
to a company that shares similar 
values. 20

Philanthropy

Philanthropy



Media Strategy

Media Strategy 2120

$82 million 6% 

18.9% 

12.5% 

$15.5 Million 

$10.3 Million

Tai Pei’s campaign will use an integrated, holistic marketing strategy to grow sales and awareness. Running from 
April 2017 to March 2018, this campaign will appeal to young millennials using traditional, digital and experiential 
advertisements to create a dynamic experience that is tailored to the consumer.

Our diverse media selections were carefully chosen to grow brand awareness through engagement across multiple 
platforms, and to ensure the highest number of earned impressions from our key target market. These impressions will 
generate conversation about Tai Pei and what the brand stands for on a more human level. 

Tai Pei’s campaign has three distinct stages. The awareness phase, April to June, will introduce the consumer to the core 
messaging of our campaign, Tai Pei as the convenient solution to the “freezer stare.” The trial phase, starting in July and 
continuing through October, will focus on encouraging the consumers to purchase Tai Pei as the solution to their freezer 
stare. The loyalty phase, November through March, will place an emphasis on maintaining the awareness and positive 
perception the campaign achieved throughout the year and encourage customers to stock their freezers with Tai Pei to 
prevent the “freezer stare.”

Where Tai Pei Stands:

Where Tai Pei Will Be:

revenue annual decrease 
$15 million Budget 

$10 million Budget 

annual increase 

annual increase

revenue growth 

revenue growth 

=

=

=

Media Objectives
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10M Budget 15M Budget

April May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. March Impressions Budget Impressions Budget
Social
Facebook 454,545,455 $700,000.00 454,545,455 $700,000.00
Twitter 82,142,857 $400,000.00 82,142,857 $400,000.00
Snapchat 7,845,958 $144,580.00 115,845,958 $1,044,580.00
Instagram 10,000,000 $200,000.00 10,000,000 $200,000.00
Digital
Youtube 39,473,684 $300,000.00 39,473,684 $300,000.00
Hulu 11,428,571 $400,000.00 11,428,571 $400,000.00
Banner Ads 152,284,264 $600,000.00 152,284,264 $600,000.00
Dinner Rules Website - $500.00 - $500.00
Traditional 
Adult Swim 33,450,000 $150,000.00 41,018,000 $550,000.00
Comedy Central 8,100,000 $150,000.00 12,436,000 $550,000.00
MTV 7,275,000 $150,000.00 12,331,000 $550,000.00
Nick at Nite 16,425,000 $150,000.00 21,273,000 $550,000.00
Audio
Spotify 22,000,000 $440,000.00 22,000,000 $440,000.00
Pandora 70,000,000 $700,000.00 70,000,000 $700,000.00
Transportation 
Trashcans 346,750,000 $1,539,000.00 346,750,000 $1,539,000.00
Bus Seats 4,654,800,000 $1,815,372.00 4,654,800,000 $1,815,372.00
Billboards 105,840,000 $346,500.00 105,840,000 $346,500.00
Experiential 
Times Square Billboards - - 473,866,667 $2,500,000.00
Holosonic Speaker - - - $50,000.00
In-Store 40,275,387 $1,242,000.00 40,275,387 $1,242,000.00
Staring Booths 2,758,000 $19,600.00 2,758,000 $19,600.00
Firm Fee - $500,000.00 - $500,000.00
Survey Fee - $1,500.00 - $2,250.00

6,065,394,176 $9,949,052.00 6,669,068,843 $14,999,802.00

*darker color = heavy spending

Media Plan 
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*Yellow outline indicates platforms to which additional funding was allocated.
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Return on Investment

We will measure overall campaign effectiveness with a robust set of Key Performance Indicators (KPIs). Our campaign focuses on awareness, engagement, purchase, and adoption 
categories measured by various KPIs to indicate the success of each objective. We will measure awareness and adoption through self-selecting consumer surveys, while also 
monitoring impressions, engagement, revenue, and return on investment (ROI).

We will also create channel-specific scorecards to measure the relative performance of each medium. The Digital scorecard is one example of this. We will use these channel-specific 
scorecards to measure the performance of different mediums relative to one another and to adjust campaign funding accordingly. 

Scorecards for channels that drive traffic to the Tai Pei website will also include a Google Analytics component. This section of the scorecard will enable campaign managers to 
assess the top conversion path for that channel and give insights into adjustments for future digital spending. Additionally, the attribution modeling section allows the manager to 
analyze where this channel falls in the path for website conversions. This will help to develop customized attribution models for each channel after enough data is collected. Lastly, 
bounce rate allows for a basic analysis of the quality of sessions that the channel is driving to the site

  18.9%

overall Campaign 

Digital Campaign TaiPeiFood.com
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