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SITUATION
ANALYSIS

Tai Pei is a national grocery and mass merchandiser brand 
offering an extensive line of Asian-inspired single serve 

frozen entrees, snacks, and appetizers. Tai Pei has a range 
of familiar restaurant dishes including: Chicken Fried Rice, 

Beef and Broccoli, and Peppered Beef. In 2017, the product 
line will be reformulated with cleaner ingredients that will 
be free of preservatives, artificial colors, and flavors. The 

brand will be highlighting newly designed and easy to use 
packaging that will be featured in the relaunch.   

We need to convince consumers that Tai Pei is more than 
just frozen food—it’s a bold adventure. Our goals are to 

recover the 6.1% sales lost during the 2016 sales cycle and 
add an additional 0.9%, for an even 7% gain. Our market 

share suffered by 1.9%, which our plan will reclaim and drive 
us into the positive 2% range. Further increases in sales and 
market share can also be gained by using the full extent of 

the media budget matched with our consumer insights and 
creative strategy.

The message we have created for this campaign is 
designed to alter the consumer’s perception of the Tai Pei 
brand. By doing this, Millennials will begin their adventure 

with Tai Pei, and include us into their conversations.
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C O M P A N Y  O V E R V I E W

COMPANY
OVERVIEW

The frozen food aisle is generally 
considered ‘difficult to shop.’ It’s 
cold, it’s frosty, and its products 
are blockaded behind doors. The 
same could be said when the food 
is brought home—it gets lost in the 
frozen tundra of the freezer. This is the 
last place you look when you’re hungry. 
Our mission is to increase Tai Pei’s 
brand relevance amongst Millennials 
in a category that is estimated to 
experience declining annual growth 
rates of -1.2%. 

Millennials have a strong desire to 
stand out in an attempt to avoid being 
seen as ordinary. With this in mind, we 
have crafted our message to show that 
Tai Pei goes beyond the frozen food 
category by emphasizing a strong, 
bold attitude that is anything but 
boring.

REPETITIONIS
BORING

T H E  C H A L L E N G E

O U R  S O L U T I O N
U N I V E R S A LT R U T H :
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Lowest prices in 
comparison to 
competitors. 

Cook time is fast and 
convenient for the busy 
consumer.

Active presence and 
engagement on Facebook.

Calorie count is the lowest 
compared to competitors.

Needs growth in 
Millennial-based social 
platforms.

Brand personality must be 
identified.

Integrate the idea of 
discovery throughout 
social media platforms.

Expand relations with 
healthier markets such as 
Trader Joe’s and Whole 
Foods.

Uniquely reach Millennials 
through non-traditional 
platforms.

Poor brand awareness.

Lack of media presence 
on Millennial-based 
platforms (i.e. Instagram 
and Snapchat).

Lack of consistent video 
advertising on social 
platforms such as YouTube 
and Hulu.

Portion size is lacking 
adequate meat 
proportions.

Serving size is high in 
sodium and carbs.

Increasing amount of 
healthier competitor 
options.

Millennials have a negative 
view of frozen food.

Competing brands provide 
a variety of cooking 
options.

Competitors have a 
stronger brand personality.

Brand name causes 
geographic confusion.
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COMPETITOR
ANALYSIS 
COMPETITOR ANALYSIS
P R I M A R Y  R E S E A R C H

Behind frosted glass and overcrowded cases, Tai Pei is often 
forgotten and replaced by competitors due to lack of brand 
awareness. Based on our research, it seems consumers gravitate 
toward brands they are familiar with or trust. Our survey shows 
that 76% of respondents have never heard of Tai Pei, limiting the 
chances of Tai Pei being their item of choice. We looked into three 
frozen Asian food brands: PF Chang’s, InnovAsian, and Pagoda 
Express.

O U R  T A K E
As negative perceptions towards frozen food prevail, poor brand 
recognition continues to hinder the Tai Pei brand. Our strategic goal is 
to connect the consumer back to the frozen food aisle by breathing life 
into the consumers’ freezer—positioning Tai Pei as the most exciting, 
and enticing, frozen Asian food option in the market. 

INNOVASIAN PF CHANG’S PAGODA 
EXPRESS

INNOVASIAN PF CHANG’S PAGODA EXPRESS

InnovAsian provides a variety of 
frozen entrées and side dishes for 
consumers to customize their meals. 
Their products offer two options for 
preparation: microwaving or pan-
frying. 

Focus groups have proven that 
consumers are more inclined to 
purchase brands that they are familiar 
with. This explains how consumers 
associate PF Chang’s frozen food 
brand with its well-trusted restaurant 
chain and high quality food. The 
successful brand reputation of PF 
Chang’s restaurants has transcended 
into the category. 

Pagoda Express focuses on providing 
the consumer with access to Asian-
style cuisine in under two minutes. 
The brand specializes in snack-sized 
portions, such as a variety of different 
flavored egg rolls, and potstickers.

C O M P E T I T O R  A N A L Y S I S 4



CONSUMER
PROFILES

What’s up! I’m Alex. I’m 18 
years old, and I was born 
and raised in Texas. I just 
graduated high school, 
and I’m starting my first 
semester of college next 
month. I’m pretty stoked! 
I’ll be commuting from 
home, which will save me 
a lot of money. Right now, 
I’m just enjoying the free 
time I have before school 
starts by hanging out with 
friends and playing video 
games.

Hi, my name is Michelle. I 
am 22 years old and I live in 
Brooklyn, New York. I live 
with my three best friends 
in a small apartment. I 
love the vibrant energy 
and musical history that 
is embedded in the city I 
live in. I work at a record 
store down the street from 
my place. In my free time I 
like going to local shows, 
painting, or trying out 
some DIY’s at home. 

Hey! I’m Matt, and I’m a 21 
year old college student 
at the University of Utah. 
I’m a proud member of 
the Sigma Mu fraternity. 
My frat has helped me 
meet and network with 
some really cool guys! 
I can definitely say that 
I’ve made some lifelong 
friends and memories at 
this place. I have a year 
left of school, and after I 
graduate I plan on taking 
a year to travel abroad and 
explore new places. The 
way I see it, life is short 
and the world is huge!

Hello, my name is Rachel. 
I am 24 years old and 
I currently live in Costa 
Mesa. I was born and raised 
in Portland, Oregon. I 
moved to California about 
a year ago after getting 
an amazing job offer from 
a top advertising agency. 
I’m currently working as a 
Junior Account Planner. I 
love my job. I rarely have 
time on my hands, but 
when I do, I enjoy reading 
books and trying new 
cuisines. 

The Newcomer The Freethinker The Bro The Young 
Ambitionist
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T A S T E  T E S T 6

TASTE TEST
B R A N D S :

D I S H E S :

F I N D I N G S

With every taste test conducted, participants favored Tai Pei 
dishes over the competition. In fact, over 87% of our participants 
voted that Tai Pei’s Beef and Broccoli was their favorite. Other Tai 
Pei meals scored well with an average of 15% higher rating versus 
the competitors. One of the main reasons why participants favored 
Tai Pei over other dishes was the variety of ingredients that came 
in every box. Participants stated that there was a fair distribution of 
meat, rice, and vegetables. 

Our research goal was to discover consumers’ impressions of 
select Tai Pei dishes in comparison to its competitors. We wanted 
to collect unbiased insights on the quality and taste of our dishes. 
To do this, our team conducted three blind taste tests with over 42 
participants. Our participants tried the three most popular dishes 
from Tai Pei alongside the two leading competitors in the frozen 
Asian meals category. 

I N S I G H T S

C O N S U M E R ’ S  V O I C E

Tai Pei’s Beef and Broccoli dish was the most favored in regards to taste. 
They loved the fact that every dish came with rice and vegetables. 

Tai Pei, InnovAsian, PF Chang’s

Beef and Broccoli, Orange Chicken, Potstickers

“Tai Pei was my favorite out of all three. I was surprised with the results,  
I was expecting PF Chang’s to be the best.”

“Can we have another Tai Pei egg roll?” 

“Fresh broccoli with a nice rice touch. It’s soft, but not starchy, just a 
good consistency of rice. It doesn’t feel like microwave food.”



RESEARCH
BREAKDOWN

744 TOTAL SURVEYS
73

3
7

137
15
23

486

FOCUS GROUP PARTICIPANTS
TASTE TESTS
NATIONWIDE VIDEO INTERVIEWS
INTERCEPT SURVEYS
COMPETITIVE C-STORE CHECKS
1-ON-1 IN-STORE INTERVIEWS
ONLINE SURVEYS

TAI WHO?
...said they have 

never heard of Tai 
Pei before

I EAT ALONE
...buy frozen 

food meals for 
themselves

HAD TO HAVE 
IT

...consider buying 
frozen food an 

impulse-purchase

STUDY TIME
...are college 

students

DEALS ARE 
DELICIOUS

...use coupons 
when it is 

convenient for 
them

WHERE’S MOM?
...do their own 

grocery shopping

ONCE IS 
ENOUGH

...shop once a 
week

SUNDAY FUNDAY
...purchase frozen 
food at least once 
a week...Sunday’s 
being the most 

popular 

I’M UP
...are willing to 

buy Tai Pei

Our main objective was to understand what 
Millennials felt about and valued from the 
frozen Asian food category.

We discovered:

• There isn’t a single brand within the frozen 
Asian food category that is considered 
exciting

• Some of the most notable words used to 
describe it were: ”bland,” “boring,” and 
“end of month meals”

• Many stated that they like the variation of 
flavors found in every frozen Asian food

• Millennials tend to be more grocery store 
loyal than brand loyal (Walmart & Kroger)

This led to our solution:

• We must disrupt the category so that Tai Pei stands out and 
shatters “boring” right out of the frozen Asian food category

Our team spent months identifying common trends and insights about the Tai Pei brand, Millennial 
shopping habits, and the frozen Asian food category overall. We dissected a number of surveys 
to help establish Tai Pei’s place in the market and were able to define our goals based on our 
insights, which are:

• Many purchase as a “last resort”
• Many participants commented that they’d rather purchase Asian dishes as a “to-go” option 

from a local restaurant
• Assume frozen global cuisines lack authenticity
• Aside from having low brand recognition, Tai Pei and similar brands suffer from negative 

portrayals in the frozen category
• A high number of male participants stated that pizza was one of the top three most popular 

frozen food items (DiGiorno, California Pizza Kitchen, etc.)

R E S E A R C H  B R E A K D O W N 7



UN-BORE
YOUR
FREEZER

CREATIVE
RATIONALE 

B R A N D  E S S E N C E 8

BRAND ESSENCE
Tai Pei is an exciting escape from traditional frozen food.

Advertising will convince Millennials that Tai Pei brings 
excitement into the frozen Asian food category. 

A point of difference that speaks to Millennial’s desire for 
discovery and exploration.

Colorful 

Bold
 
Mysterious 

Adventurous
 
Smart 

Diverse flavor profiles

Cleaner ingredients

Reduced sodium

Dynamic social engagement

Affordability

B R A N D  P R O M I S E

B R A N D  P E R S O N A L I T Y

R E A S O N S  T O  B E L I E V E

P O S I T I O N I N G  S T R A T E G Y

The “Un-Bore Your Freezer” movement encourages 
consumers to abandon monotony and add excitement to 
their lives. 

Repetition is boring. People seek relief from their daily 
grind by choosing foods that add more excitement to their 
lives. Unfortunately, most frozen foods are bland, dull, 
and totally boring. With its new bold flavors and inventive 
packaging, Tai Pei can free consumers from this monotony. 
Tai Pei says: Follow the dragon. Un-Bore your life.

Brand Video
https://vimeo.com/213040983 
Landing Page
https://vimeo.com/209882551
Instagram
https://vimeo.com/209881343
Facebook
https://vimeo.com/209881040
Twitter
https://vimeo.com/209876787

PASSWORD:
0rangeChicken



DIGITAL PRE-ROLL

Gary is your average Millennial looking for a snack. 
Like most hungry folks, he re-checks the fridge, 
freezer, and pantry multiple times, expecting a new 
treat to magically appear out of thin air. Little does 
Gary know, everything is about to change.

Gary disappointedly checks the freezer for the  
ump-teenth time. 
He sighs, checks his phone and then returns back to 
re-check the freezer.
Gary whines, “There’s nothing to eat”, as he retreats 
to the couch.
Suddenly, a loud crashing sound comes from the 
kitchen and startles Gary.
He cautiously walks back into the kitchen and 
approaches the freezer.
As soon as he opens the freezer, he is stunned by its 
transformation.
The heavenly song “Hallelujah” projects from the 
freezer and it radiates a golden glow. His freezer is 
now filled to the brim with Tai Pei.
Gary slams the freezer door in disbelief. 
He does a double-take and reopens the freezer.
Once again, a golden ray streams out of the freezer, 
“Hallelujah” plays, and his former boring contents 
have been replaced with Tai Pei.
Gary stares in awe until he hears another crashing 
sound.
He turns to see a golden dragon’s tail escaping his 
apartment.

“ F R E E Z E R  F A N T A S Y ”

Our 30-second pre-roll on Hulu and YouTube, 
“Freezer Fantasy”, gives an everyday struggle an 
exciting twist. 

D I G I T A L  P R E  R O L L 9

Brand Video
https://vimeo.com/213040983 
Landing Page
https://vimeo.com/209882551
Instagram
https://vimeo.com/209881343
Facebook
https://vimeo.com/209881040
Twitter
https://vimeo.com/209876787



RADIO

GENERIC MALE VOICEOVER (OVERLY CHEERFUL): 
It’s Not Delivery, It’s—

YELLING MAN: 
NOOOOOOOO. DON’T EAT THAT. DON’T DO IT. 
YOU’VE ALREADY HAD FOUR OF THOSE FROZEN 
EDIBLE FRISBEES THIS WEEK! UN-BORE YOUR 
FREEZER, UN-BORE YOUR LIFE. EAT TAI PEI.
(VOICE IMMEDIATELY LOWERS)
Now available through the Amazon Dash Button at 
Amazon.com.

Our radio spot, which will be streaming on 
Spotify and Pandora, begins with a boring and 
cliché frozen food radio ad.  It is unexpectedly 
interrupted by a man yelling at you to instead, 
“Un-Bore Your Freezer” with Tai Pei Asian Food. 

:15 SPOT “DON’T EAT THAT”

R A D I O 1 0



OUTDOOR
Our billboards will be strategically 
placed along highways that 
connect suburbs to cities that are 
in plain view of Millennials’ daily 
commute to and from work.  The 
copy will resonate with them as it 
relates to their desire to un-bore 
the monotony of work-life. 

TRANSIT
Commuting is a staple for 
Millennials. Now they can take 
an exciting trip through town on 
one of our specially-designed Tai 
Pei buses and/or subway trains. 
The Tai Pei presence at these 
touchpoints coming to and from 
work will remind them of the 
significance of straying away from 
boring routines.

O O H 1 1



IN-STORE
Tai Pei will literally un-bore 
the freezer aisle with a huge 
in-store cling of the Tai Pei 
dragon whipping across multiple 
freezer doors.  With the slogan 
boldly proclaimed over the 
wide selection of frozen foods, 
consumers can’t help but be 
drawn to Tai Pei.

1 2I N - S T O R E



SOCIAL MEDIA
I N S T A G R A M

F A C E B O O KT W I T T E R

B I T M O J I  /  S N A P C H A T

Throughout our Instagram feed, we will feature 
posts that tempt the viewer to swipe right to see 
what awaits when one follows the Tai Pei Dragon.

Millennials will be 
invited to un-bore 
their Twitter feed 
with a contest that 
challenges users 
to submit videos 
via the hashtag 
#UnBoreYourLife.  This 
campaign calls for 
demonstrations of how 
crazy, exciting, and 
un-boring their lives 
are because of Tai Pei.  
The contest winner will 
receive an exclusive 
vacation in Taipei, 
Taiwan.

See how Tai Pei 
un-bores your 
freezer with its 
clean ingredients 
through playful 
product shots 
and video GIFs.

Millennials can now spice 
up their social game with 
exclusive Tai Pei Bitmojis. 
Available for both text and 
Snapchat, these avatars 
are a way for Tai Pei to 
integrate themselves into 
Millennials’ main form of 
communication.

1 3S O C I A L  M E D I A



DIGITAL ADS

Our digital ad is scheduled to go live on IMDb.com 
during major awards seasons. This is when the website 
experiences the highest volume of traffic. As people flock to 
the homepage to gain insights of potential award-winners, 
they will be exposed to our campaign through a bold 
wallpapering technique.

Millennials hate advertising—except 
when it’s on Buzzfeed. That’s why we 
created a sponsored Buzzfeed post that 
appeals directly to their quirky interests. 
This post offers fun and sarcastic ways 
for Millennials to un-bore their lives 
through ridiculous life-hacks. 

I M D B B U Z Z F E E D

1 4D I G I T A L  A D S



LANDING PAGE

We’re putting mobile first with a bold, modern, and responsive landing page 
made for the generation with short attention spans. Seamless to navigate, every 
web page has a specific call to action. Consumers are effectively informed of 
the brand essence, products, and where to purchase them. This is an effortless 
mobile experience that Millennials will enjoy scrolling through. 

M O B I L E  F I R S T

1 5L A N D I N G  P A G E



EXPERIENTIAL
The mundane ride to work suddenly becomes 
an exciting experience with our transit/
experiential execution. As people wait for their 
train to arrive at the station, they flock to the 
available benches. Little do they know, their 
former seats have been “un-bored” by Tai Pei. 
Once someone sits on the golden throne, a 
performance team suddenly bursts onto the 
scene. At the end of the performance, the 
special individual receives a box of Tai Pei 
to celebrate their decision to un-bore their 
commute. 

1 6E X P E R I E N T I A L



TAI PEI + AMAZON PRIME
T A I  P E I  &  A M A Z O N  S T U D E N T  PA R T N E R S H I P

Many college students use Amazon to buy textbooks and college gear. 
This makes an Amazon booth convenient for students during the first 
couple weeks of the semester. Select campuses will feature booths 
motivating students to sign up for the Prime Student membership by 
offering free Dash Buttons and a sample of their favorite Tai Pei flavor. 

1 7T A I  P E I  +  A M A Z O N  P R I M E



MEDIA
PLAN

1 8M E D I A  P L A N

SPONSORED SOCIAL MEDIA $1,200,000.00 12%

10%

2%

58%

20%

17%

4%

11%

15%

30%

5%

$1,700,000.00

$400,000.00

$1,100,000.00

$1,500,000.00

$3,000,000.00

$500,000.00

COST BUDGET ALLOCATION

SOCIAL MEDIA INFLUENCERS

PROMOTIONS

OOH & RETAIL

AUDIO STREAMING (:15)

VIDEO STREAMING (:30)

DIGITAL

FACEBOOK $400,000.00

$400,000.00

$300,000.00
$100,000.00

$500,000.00

$100,000.00

$100,000.00

$200,000.00

$100,000.00

$500,000.00

$600,000.00

$2,900,000.00

$1,000,000.00

$500,000.00

$1,500,000.00

$1,500,000.00

$400,000.00

$100,000.00

INSTAGRAM

TWITTER
BITMOJI

SNAPCHAT FILTER (1 SATURDAY)

ANDREA RUSSET

AMAZON DASH

YOUTUBE VID CON

COUPONS

#UNBORE COMPETITION

BILLBOARDS

IN-STORE

CITY TRANSIT TAKEOVER

SPOTIFY

PANDORA

HULU

YOUTUBE

BUZZFEED ARTICLE & SIDEBAR

IMDB (WALLPAPER)

OLAN ROGERS
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PRODUCTION COSTS
$10 MILLION CAMPAIGN $600,000.000
ADDITIONAL $5 MILLION $500,000.000 10% of Total Budget

$600,000.00 6% of Total Budget



MEDIA
STRATEGY

1 9M E D I A  S T R A T E G Y  &  S P O N S O R E D  S O C I A L  M E D I A

We will change the perception of frozen food from boring to exciting by 
meeting Millennials wherever their adventure takes them. This means creating 
and maintaining a conversation with our target market in a way that is natural to 
them: digital and mobile. Our media plan is driven by the lifestyle of being “in 
the screen,” which is where Millennials live. Therefore, we will create memorable 
and valuable content online.

By focusing on photo-heavy paid social media platforms, we will drive 
awareness and increase brand recognition. Instead of traditional television 
and analog radio, that emphasis will now be placed on internet streaming for 
audio and video spots. Our strategy is to first create awareness of the updated 
brand. Secondly, we will drive trial by bringing back those who have loved us 
in the past and pulling in first-time consumers. Lastly, we aim to sustain our 
momentum via repeat business. 

We chose our timeline based on where and when our target will be more 
receptive to our message. Our research found that Millennials tend to spend 
the majority of their time connected through online platforms, therefore our 
media mix was determined by our target market’s media usage. Also, the DMAs 
with the highest Category Development Indexes (CDIs) that consume the most 
frozen food. By reaching Millennials where they live, Tai Pei will gain familiarity 
within a group of consumers who are unaware of, or who have forgotten, about 
the brand.

The kick-off will heavy-up the advertising to drive awareness; this will be 
followed by a pulsing strategy to sustain engagement throughout the year. The 
use of our integrated mix of social, streaming, outdoor, promotional, and digital 
advertising will deliver additional weight, as well as generate trial and loyalty. 
The much needed additional 5 million dollar budget will increase streaming 
services, reaching 67% of our target at a frequency of 2 times per week. We will 
also be targeting Out-of-Home and public transit as they move to and from 
work.

R A T I O N A L E

SPONSORED
SOCIAL MEDIA
1 2 %  ( $ 1 , 2 0 0 , 0 0 0 )
WHY: Social media is extremely 
important when targeting Millennials. 
In fact, 90% of all Millennials are on 
one or more social media platforms. 
Facebook and Instagram have the 
highest percentage of 18-24 users, 
with Facebook capturing 87.9% and 
Instagram accounting for 71.9%.  
For these reasons, our campaign 
is highly focused on social media 
in order to best resonate with the 
consumers. Bitmoji will be used as 
a way to break into how Millennials 
are communicating with each other 
through messaging apps, text 
messages, and Snapchat. Through 
paid social media, we will reach 71% 
of our target at a frequency of 2 times 
per week.

WHEN: All of the media will start 
off flighting heavily in the first three 
months to kick-off the campaign. 
Beyond that, social media will sustain 
awareness of the brand year-round. 
Facebook and Instagram advertising 
will be pulsing interchangeably 
because 95% of Instagram users also 
use Facebook. Instagram advertising 
will be heavier because it is the fastest 
growing social media, composed 
of 63% Millennials. Users visit the 
platform at least once per day. Twitter 
advertising will then be used during 
the Summer months when there is 
high traffic on the site.

FACEBOOK:4%74,074,000 IMPRESSIONS

78,431,000 IMPRESSIONS

43,290,000 IMPRESSIONS

INSTAGRAM: 4%

TWITTER: 3%

BITMOJI: 1%



2 0M E D I A

1 5  %  ( $ 1 , 5 0 0 , 0 0 0 ) 5 %  ( $ 5 0 0 , 0 0 0 )

4 %  ( $ 4 0 0 , 0 0 0 )3 0  %  ( $ 3 , 0 0 0 , 0 0 0 )

WHY: Pandora’s 78 million monthly 
listeners make up one-fourth of the 
U.S. population. In addition, Spotify 
has 100 million active users, 72% of 
which are Millennials. Both Spotify 
and Pandora commercials will be 15 
second audio spots, which get more 
engagement on music streaming sites 
than video advertisements.

WHY: Web banners on IMDB will 
link to Tai Pei’s website in order to 
drive traffic.  Sponsored articles 
and sidebar advertisements will be 
used on the popular site, Buzzfeed, 
which has millions of 18-24 users per 
day.  Banner advertisements will be 
utilized on both websites along with a 
sponsored article on Buzzfeed.

WHY: Having an Amazon Dash 
button will increase the number of 
repeat purchases. Having a booth at 
VidCon, in Anaheim, could gain up to 
26,000 impressions, with attendance 
expecting to exceed 30 thousand in 
2017.

WHY: Millennial eyeballs have shift-
ed their consumption of videos from 
TV to online streaming. YouTube will 
be used to target specific demo-
graphics, and minimize off-target 
views.

WHEN: More than half of music 
streamers are listening on mobile 
devices and are “extremely engaged” 
within the first 148 minutes — this is 
where we will aim our advertisements. 
Pandora and Spotify both will be 
flighting throughout the kick-off 
period and Summer months when 
traffic to these services are heaviest. 

WHEN: Web banners will run from 
the Fall to the end of the campaign 
on Internet Movie Database (IMDB).  
Advertisements will run on the website 
during award season when traffic to 
the sight is highest.

WHEN: Coupons will be used during 
the kick-off period of the campaign. 
51% of Millennials say that their digital 
coupon usage has increased in the 
past year.

WHERE: Coupons will run interchangeably on retail apps, like Target’s 
CartWheel and the Walmart app. Booths at other YouTube conventions like 
Orlando, Florida, and Seattle, Washington will help spread awareness of Tai Pei 
throughout the country.   

WHEN:  Hulu receives the most 
traffic during the Spring television 
season, therefore advertising will be 
heavy during the kick-off and Spring. 
YouTube advertisements will be 
flighting during the entire course of 
the campaign.

AUDIO STREAMING DIGITAL

PROMOTIONSVIDEO STREAMING

SPOTIFY: 10% BUZZFEED: 4%

AMAZON DASH BUTTONHULU: 15%

50,000,000 IMPRESSIONS 80,000,000 IMPRESSIONS

500,000 IMPRESSIONS

42,857,000 IMPRESSIONS

PANDORA: 5% IMDB.COM:1%

YOUTUBE CONVENTIONS

COUPONS

YOUTUBE: 15%

25,000,000 IMPRESSIONS 20,000,000 IMPRESSIONS

7,500,000 IMPRESSIONS
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OOH/RETAIL

SOCIAL MEDIA INFLUENCERS

1 1  %  ( $ 1 , 1 0 0 , 0 0 0 )

1 7  %  ( $ 1 , 7 0 0 , 0 0 0 )

R E C O M M E N D E D  I N F L U E N C E R S

IN-STORE: 6%95,389,507 IMPRESSIONS

92,592,592 IMPRESSIONS BILLBOARD: 5% 

WHY: Point-of-Purchase advertising will convince the consumer to purchase 
Tai Pei frozen food when they are in the store. Billboards will remind consum-
ers on their commute of their craving for Tai Pei. 

WHY: According to studies, around 
40% of respondents said they’ve 
purchased an item online after 
seeing it used by an influencer on 
Instagram, Twitter, or YouTube. 20% 
of respondents have also said that 
they’ve shared something they saw 
from an influencer.

ANDREA RUSSET:
A beauty blogger who posts semi-

daily videos of hauls, tutorials, 
and beauty hacks. This type of 
vlogger has multiple channels, 
a few million subscribers, and a 

loyal viewership. 

OLAN RODGERS:
Story-teller who uses humor to 

captivate his audience. This type 
of influencer has around a million 
subscribers who watch his videos, 

however receives many views 
from “going viral”. This person 
has a growing fanbase and is 

known for other ventures outside 
of their videos.  

WHEN: To start the campaign, 
influencers will promote Tai Pei, 
flighting for the kick-off phase. 
Following this period, they will 
alternate promoting Tai Pei by pulsing 
every 3 months to keep mentions 
authentic. 

300,000,000 IMPRESSIONS

WHEN: In-Store advertising will be used during the kick-off phase of the 
campaign in the beginning of Summer, and then again during “lazy cooking 
months”.  These months around the time of college finals dictate that 18-24 
year-olds are less likely to buy ingredients to cook, and are more likely to buy 
pre-made meals.WHERE: Billboards will be placed along highways where millennials can see 

them on their way to and from work while within “frozen food states”
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S N A P C H AT

S T R E A M I N G  S E R V I C E S

# U N B O R E Y O U R L I F E  C O M P E T I T I O N

ADDITIONAL $5 MILLION BUDGET

MEDIA CONCLUSION

EARNED MEDIA
10% ($500,000)

58% ($2,900,000)
C I T Y  T R A N S I T  TA K E O V E R

20% ($1,000,000)

2% ($100,000)

147,928,994 IMPRESSIONS

1,450,000,000 IMPRESSIONS

52,631,578 IMPRESSIONS

100,000,000 IMPRESSIONS

P R O D U C T I O N  C O S T :  1 0 %  ( 5 0 0 , 0 0 0 )

WHY: 60.7% of Millennials use Snapchat. According to eMarketer, Snapchat 
claims to have 150 million daily users worldwide and is predicted to grow to 
217 million users by the end of 2017. Snapchat is a personal medium that 
allows Millennials to broadcast their lives to the people they care about. 

Within both the $10 million and $15 million campaign, we expect earned 
media to increase:
• $10 million campaign utilizes social media influencers 
• Fans will engage in authentic mentions of the product and increases video 

shares
• $5 million will more than double impressions
• Snapchat filters and the hashtag competition will increase the online 

conversation
• Transit take-overs and experiential are expected to be shared online on 

various platforms 

KPI’s:
• Number of Millennials aware of 

the Tai Pei brand will grow from 
24% to 44% 

• 70% of consumers reached within 
the 2018 campaign are Millennials 

• 90% of current Tai Pei loyal 
customers shall be aware of the 
new packaging 

• Current Tai Pei social media 
(Facebook, Twitter, & Pinterest) 
followers have increased by 30% 
over the course of the campaign

GROSS IMPRESSIONS:
$10M Budget Gross Impressions: 853,236,273
$5M Budget Gross Impressions: 1,750,560,572

Total Impressions:  2,603,796,845

ROI:
• 7% increase in sales for every 5 

million ad dollars spent
• 14% increase in sales for $10 

million campaign, which is making 
up for everything lost in sales from 
the last 13 weeks of 2016

• 21% increase in sales with $15 
million campaign, which is a 7% 
increase from last year’s loss

WHY: City transit takeovers (which will include our experiential) will be a 
way to broadly reach a very large amount of people, as well as a smaller 
demographic on a personal level. These connections people make through 
our takeovers will drive them to purchase the product.  

WHY: The competition will drive users to the Tai Pei’s social media sites 
and start conversation and buzz around the brand. The person who best 
demonstrates how they un-bore their life with Tai Pei will win an all-expenses-
paid trip to Taipei, Taiwan.

WHY: Advertising on Hulu, will be expanded to reach a larger audience 
compared to the one reached in the initial $10 million budget. 

WHEN: We will have a filter on the 
first Saturday of May.

WHERE: These takeovers will consist of transit advertising in four major 
transportation hubs across the US. Trains/subways and their stations will 
be utilized in New York and Chicago, while city buses will be used in San 
Francisco and Dallas. 



 

MEDIA CONCLUSION CONT.

Analytics:
The following are ways in which the campaign’s success will be tracked.  

Frozen Food Sales:
• Track company sales quarterly and annually
• Track independent industry sales numbers (i.e. Gooddata)

Social:
• Current followers vs. increase in followers during campaign (FB, Twitter, 

Pinterest)
• Add Instagram and Snapchat
• Buzzfeed article shares 
• Social Media Influencers - track views, shares, and likes

Streaming:
• YouTube views and likes
• Track YouTube comments

Digital:
• Track Tai Pei’s and Ajinomoto Windsor’s website traffic 
• Google Analytics and other search engines 

Our media plan is digitally focused in order to effectively 
reach Millennials. Through further findings, we found 
prime targets for the campaign to be located in states 
with high frozen food consumption. Our strategy 
is ensured to resonate with Millennials through its 
connection of discovery, making a boring activity 
stimulating, and to pushing Tai Pei to top-of-mind. 

Our working media is expected to garner 853,236,273 
gross impressions under the $10 million budget, and a 
total of 2,603,796,845 gross impressions with the extra $5 
million budget. The $15 million budget would more than 
double impressions and ensure a 7% increase in sales 
from last year.

Our communications goal is achieved by developing 
a strategic plan that would create high awareness. 
Additionally, with an overall 21% ROI, this investment 
will generate not only paid media attention, but earned 
media attention. Our media will drive consumers to 
consider Tai Pei amongst the myriad of frozen food 
options.
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CONCLUSION
W H Y  I T  W O R K S

Millennials have a strong desire to 
stand out in an attempt to avoid being 
seen as ordinary. 

Our creative strategy has been crafted 
to showcase Tai Pei’s ability to go 
beyond the frozen food category, 
with its strong and bold attitude that 
is anything but boring. This message 
is weaved throughout our creative 
executions.

By shifting the consumers’ perception 
of “frozen” into something exciting, 
our dragon will breathe life into a 
slowly declining market. With our 
media strategy, there will be an 
increase of followers in each of Tai Pei’s 
social media platforms by 30% across 
the duration of the campaign. 

By highlighting the reformulated 
product line at the start of the 
campaign, our takeovers will 
promote the brand as being free of 
preservatives, artificial colors, and 
flavors. By the end of the campaign, 
our KPI’s indicate that 70% of 
consumers reached will be Millennials; 
among these Millennials, we will see 
an increase in their brand awareness, 
nearly doubling its current share.

With a $15 million budget, the brand 
will raise awareness of its newly 
designed and easy to use packaging 
through experiential and social media 
takeovers, thus accumulating over 
2.5 billlion impressions. By effectively 
informing Millennials that Tai Pei is 
more than just frozen food, we are 
demonstrating that “it’s an un-boring 
adventure.”

Thank you for considering our plan to 
guide more Millennials into the Tai Pei 
experience.  
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