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AGENCY   PHILOSOPHY  

Our Mission

Every brand has a story, but not every brand’s story 
stands out from the crowd. It’s the bold ones—
the ones that dare to go against the grain—that 
find themselves being celebrated for doing 
something different. 

Our mission isn’t to join the crowd and take part 
in current conversations; we want to start them. 
We believe in separating ourselves from the pack, 
because that’s how brands are remembered and 
how industry leaders are made. 

To do that, you need to take risks and attack 
uncomfortable topics, because it’s the 
uncomfortable topics that break through the 
clutter. We don’t believe in safe. We believe in what 
works. We believe in aligning brands with cultural 
happenings—what’s going to grab your attention 
and hold it. We believe this is how brands are 
transformed into icons.

"No   convention   is   sacred   an d   th e  
   status   is   far   from   quo."
-   CP+B

"I n   advertisi ng,  not   to   be   di fferent  is    
    vi rtually   su ici dal."
-   Bi ll Bern bach

Before 2010, Snickers sales were declining, but all of that changed with the launch of 
“You’re Not You When You’re Hungry.” The campaign aired during that year’s Super 
Bowl and showcased celebrities contrasted with their hungry alter-egos.The campaign 
was taken a step further in 2013 when Snickers created an Adword platform that led 
consumers to their branded website (youcantspellwhenyourehungry.com) whenever 
they misspelled any of Google’s 25,000 most searched words.

Our challenge was to overcome the misperceptions of frozen food and make Tai Pei the 
meal of choice. Instead of sticking to the status quo, we wanted to make something that 
had the potential to become culturally iconic and have real-world results. We took a look at 
widely successful campaigns, and what they all had in common was a bold approach. They 
were willing to face their target’s downfalls head-on, and it paid off big time.

Snickers -”You’re Not You When You’re Hungry”- 2010

MailChimp - “Did You Mean” - 2017
While MailChimp’s campaign is only getting started, this e-mail database 
service decided to play into the fact that everyone gets their name wrong.  
They started a conversation that celebrates their commonly mistaken identity 
and builds relationships with their customers in an unexpected way. While 
some may say it’s a bizarre style of humor, they’ve certainly got people talking, 
especially millennials. 

• Increased sales by 15.9%
• Worldwide sales of $2 billion
• Grew market share in 56 of the 58 markets in which it ran

• Ad Age and Creativity writeups
• Increased website traffic
• Incresead brand awareness 
• Campaign results have not been released 1
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Picture a world where you can defy all conventional 
expectations and do what you really love. Now, picture 
a world where frozen Chinese food can be healthy, 
delicious, and satisfying all at the same time. It can be 
done. We know what you’re thinking: there must be a 
catch. And you’re right—there’s one small catch, and it’s 
that people always think there’s a catch even when there 
isn’t one. 

EXECUTIVE   SUMMARY

There’s an old saying: “take the good with the bad.” 
Our millennial friends, however, are doing it differently. 
They’re taking the good and avoiding the bad, and 
Tai Pei salutes that forward thinking. Why? Because
Tai Pei does the same thing. It’s all of the good stuff and 
none of the bad.

Unfortunately, the frozen food industry has a different 
story. It has been steadily declining in growth over 
the past couple of years, and any efforts to bring 
excitement to the notorious freezer aisle haven’t exactly 
taken flight. Many companies, including Tai Pei, have 
reformulated and repositioned their products to suit the 
new standards of clean eating, but consumers still had a 
problem. Dare we say trust issues?

Our campaign will build trust and bring awareness to 
Tai Pei’s image by giving it a voice that truly speaks 
to millennials. Creative executions will establish a 
connection between the brand and its target by showing 
that they are not all that different from each other. Others 
will doubt them, but they both know it can be done.MEDIA

21 Media Strategy
22 Momentum Map 
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24 Media Proof Points
25 Campaign Evaluation
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Tai Pei challenged us to create a fully integrated 
campaign for their newly reformulated product that 
would focus on making a connection with younger 
millennial consumers. The brief explained that 
the entire frozen food category is in need of some 
excitement and interest from millennial consumers. 
They figured that linking enjoyment for the 
discovery of new and global foods to their brand 
could be used to solve the problem. 

• Reformulated product  
 with clean ingredients 
• Easy and quick cooking 
 process 
• Long shelf life 
• Affordable price point
•  Unique/on-the-go 
 packaging

STRENGTHS WEAKNESSES

OPPORTUNITiES THREATS

The solution seemed to be laid out for us: 
leverage Tai Pei’s range of Asian-style dishes 
to support the millennial desire to explore a 
variety of foods as a way of creating everyday 
taste adventures. 

PERCEPtual MAP 

• Low Brand awareness 
• limited disitribution
• Low product visibilty    
 (frozen aisle)
• low reach across 
 social media 

• neutral/limited brand   
 perception 
• high household   
 penetration of frozen  
 meals 
• target's affinity for  
 international flavors 
• Lack of innovation   
 in asian frozen food  
 category 

• flat or declining sales  
 of frozen category 
• negative frozen   
 category perception
• market trend toward  
 fresh, pre-packaged,  
 and meal prep offerings
• competitors outspend  
 and dominate market  
 share
• ease and growth of  
 delivery services   
 across all food   
 categories  

CASE   STUDY   CHALLENGE

NON-ASIAN CUISINE
ASIAN CUISINE

This map puts frozen food brands into a spectrum based on 
their social media presence and millennial brand awareness.

As true millennials do, we questioned whether 
this would be the best path to take in solving the 
brand’s problem.
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Tai Pei’s findings and insights about millennials focused on some important 
traits that certainly couldn’t be overlooked. These included a love for 
discovery, exploration, diversity, authenticity, health, wellness, and a need 
for customization. While these attributes were real, they only scratched the 
surface of the day-to-day lives of this complex generation.

We knew that to truly relate, our direction 
had to be just the right mix of all the above.

-Tomer, 22 

“I picked these because I see 
memes every day on social 

media. My friends and I send 
them to each other!”

geovanna,  23

To prove this, we started with a simple experiment. We asked millennials 
around the U.S. to tell us the stories of their days and their meals through  
a series of Snapchats. Here are a few examples.
 

john  David,  24

While the above traits were valued by millennials, they did not encapsulate 
the full picture of what millennials are exposed to day to day. The fact is, their 
world is filled with juggling work, school, friends, and inconceivable amounts 
of social media in a language and humor only they can understand.

The results were as we 
suspected. While it’s safe to say 
millennials do have their serious 
aspirations, the content they are 
served up and the things they 
experience on a daily basis are 
more lighthearted, spontaneous, 
and undeniably off-center when 
compared to other generations.

To prove this point, we created another unique experiment that asked  
people of all ages to choose images that best describe themselves  
and their lifestyles, from a variety of options.

CREATIVE   RESEARCH   

jessica,  27 harrison,  22
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Ice  Ice  Maybe?

Frozaphobe

The first thing we did was analyze our target market. We saw opportunity in extending the age range to include up 
to 28 year olds because their habits are similar to the habits of younger millennials. We studued their behaviors to 
see how frozen food fits, or would potentially fit, into their lives. Two distinct segments emerged.

TARGET

CONSUMER PROFILE:  Between everything we have going on, our plates are definitely full. Making sacrifices is no problem
for us. We sacrifice sleep and money for staying up to do the things we love, like watching Netflix, playing “meaningless” 
games, and side hustling as freelance designers. That means we also tend to cut corners when it comes to mealtimes. Being 
able to eat quickly to get on with our day is important to us, so frozen meals are regularly part of our diet. They’re convenient 
and fit into our schedule. And unlike fast-food or take-out, frozen food allows us to stay somewhat healthy when our choices 
are limited.

Lack of brand awareness.KEY ISSUE: 

CONSUMER PROFILE:  Work and school take up a lot of our time, but some of us have kids and families we have to look after, 
too. We eat a lot of home-cooked meals and occasionally go out for a nice dinner with family or friends when it’s in the budget. 
Because we work 50-60 hours a week, it would take a good deal off of our shoulders if we could get in a quick and convenient meal 
that didn’t weigh us down. To be totally honest, we rarely eat frozen food because we don’t trust that any frozen meal can be good 
for us. If we came across a brand that could actually back up its health claims, we would be more open to it.

“I’m too busy to 
spend a lot of 
time figuring out 
what I’m going to 
eat. I’ve got other 
things to do.” 

STATEMENT: 

“As busy as I may 
be, I still make 
sure to eat food 
that’s relatively 
good for me and 
my family.”

KEY ISSUE: Lack of trust in overall category.

Add Tai Pei 
into their 
consideration set.

KEY TACTIC: 

Generate trial to 
3-5 purchases per 
year and increase 
the overall 
customer base.

They already 
eat frozen 
food, so Tai 
Pei as a better 
option would fit 
perfectly.

OPPORTUNITY:

Show our 
consumers 
that Tai Pei is a 
healthy option.

WHAT TAI PEI SAID

WHAT OLDER 
GENERATIONS SAID

Unconventional
Success = happiness 
Overworked and 
stressed
Altruistic
Multi-taskers
Social

Adventurous
Love simplicity
Optimistic
Crave variety
Want bold flavors
& customization

Tough to manage
Entitled
Narcissistic 
Unfocused
Lazy

WHAT SECONDARY 
RESEARCH SAID

How   Others 
Describe 
Millennials:

DEMOGRAPHICS: 
• 18 to 25 
 years old
• Students 
 and early 
 professionals 
• Eat frozen food  
 1-2 times 
 per week

• 20 to 28 
 years old
• Full-time   
 professionals   
 and young   
 families
• Cook at home
 7-10 times per week

BUYING HABITS:

STATEMENT: KEY TACTIC:OPPORTUNITY:DEMOGRAPHICS: BUYING HABITS:

• Grocery shops 2-3  
 times per month
• Eats fast food 
 or delivery 2-3 
 times per week
• Buys foods that  
 are quick and easy
  to prepare

• Grocery shops at  
 least once per week
• Eats out 3-4 times 
 per month
• Buys fresh
  ingredients to 
 cook at home
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With a clear view of our target, our research team 
set out to explore Tai Pei’s theory that millennials 
crave everyday taste adventures by conducting 
a series of focus groups, interviews, surveys, 
secondary research, and in-store observations, 
among other research tactics. While it may be safe 
to say that Tai Pei’s insights about millennials’ 
desires to discover new and global foods were 
valid, pairing the theory with frozen food was 
simply not resonating with our target.

With that we had to question, is there a 
bigger story to be told?

As we dug deeper into our research and asked 
more questions about where millennials believed 
frozen food would fit into their lives, more answers 
kept coming back to the categorical perceptions 
of frozen food being unhealthy and unappealing. 
When we asked them about their consumption 
of frozen food, our two segments gave us the 
responses we already found to be true — frozen 
food was either not in their consideration set at all, 
or it was considered to be a “last resort” in their 
very busy lives.

“If I’m going to explore new foods, it 
won’t be frozen food - I’m going out"

“I wouldn’t use it to substitute meals, 
I’d use it when I need something quick”

- Thomas, 20

So, while we believed the character traits about 
millennials that Tai Pei laid out for us were 
grounded in truth, we also believed that the 
solution wasn’t as straightforward as it seemed. In 
combining the target personality with the issues we 
had to overcome as a category, we knew there had 
to be a better way to tell a story that was authentic 
and resonated with our target.

Our participants continuously associated trying 
new meals with restaurants or home-cooked 
meals, and they linked the ideas of discovery and 
adventure more closely with the outdoors. The 
leap to associating frozen food with a “new taste 
adventure” was just too far for them and made the 
brand feel inauthentic.

RESEARCH   METHODS   

11
Consumer Diaries

60
FREEZER PHOTOS

57
Focus Groups 
Participants

7
Focus Groups

31
1-on-1 Interviews

128
Secondary 

Sources

50
In-Store 

Observations 

1,072
Survey

 Respondents

1,416

- Online survey respondent, 23

ALL   50   STATES 
REACHED

Total 
impressions
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NEW   HYPOTHESIS   
From the insights we uncovered, we asked ourselves, “what does a ‘last resort meal’ mean?” A 
last resort option was defined by our focus groups as “food for when you have to eat, but can’t 
get something better.” In other words, it was the meal they went for when their days seemed 
to be going wrong, or out of their control. We saw an opportunity to position Tai Pei as the 
conscious decision you make to stay on track, rather than accepting that the odds are stacked 
against you.

Frozen Food & Health: The groups confirmed 
once again that they don’t believe frozen 
food, and more specifically frozen Chinese 
food, can be healthy.  

Luck: Millennials believe they make their 
own luck. They don’t rely on others to get 
them where they want to go in life, and they 
certainly don’t leave it to chance.

Defining Success: This target defines success by happiness, not money. They believe that 
they are free to take their own path in life, and those paths are certainly not the same as the 
roads set out in the past. 

To our surprise, the conversation organically shifted and revealed another layer of insights we 
had not anticipated. They began discussing their definitions of  success and what it meant to 
“make your own luck.” Here’s what we found:

These campaigns resonate with millennials 
because the tone and unapologetic approach 
to life appeals to the reality of their lives. 
Millennials are no longer taking the beaten 
path to success. They’re making new roads 
as they go—doing what they can’t, making it 
happen, and willing what they want. 

Our insight about the millennial mindset was 
underscored by the tone of other recent and 
culturally relevant campaigns. Samsung’s 
“Do What You Can’t” campaign speaks to 
millennials’ drive and passion to do what 
they love, even if they’ve been told it can’t 
be done. Maybelline’s “Make It Happen” 
campaign aims to position their brand for 
those ‘who see obstacles as opportunities.’ 
And Under Armour’s phrase, “I Will What 
I Want” highlights the millennial drive to 
accomplish whatever they put their minds to, 
rather than what is expected or traditional. 

Here’s what we found...

   “...being happy and loving what I do is 
more important for me. Money isn’t really a 
factor.”  

“Life has no guidelines. My road won’t be 
the same as your road, but it doesn’t mean 
we can’t both be successful.” 

-Miguel, 19 

-Terry, 19 

So while the idea of creating “taste adventures” 
didn’t resonate in the way the brief had 
anticipated, we found that celebrating the life 
adventures of our target fit seamlessly. This 
notion brought us to a solution in which Tai Pei 
would be able to pave the way for a truly unique 
conversation in the frozen food category. 

What words come to mind 
when you think of frozen food? 

A new hypothesis was formed:
Can Tai Pei become the symbol for being the master of your life?
Before assuming this was the answer to our problem, we conducted another round of 
focus groups.

Do you believe in luck and/or 
attribute success to luck?

So we asked:
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FINDINGS  &   NEW  INSIGHTS   

After everything we uncovered, 
we boiled DOWN our findings to two main points.

2

1 While millennials do seek adventure, it’s not just for fun’s sake. 
They believe life shouldn’t have a set course, and that making their 
own way is what will lead them to success.

Millennials are simply misunderstood. If you ask older generations 
to describe millennials, they would probably give you the cookie-
cutter speech about millennials being entitled, stubborn, and lazy. 
But what’s really the truth? Millennials are changing culture. They 
pursue their dreams no matter how weird they may seem.

Interestingly enough, the comparison between millennials and Tai Pei was 
quite astounding. No matter how hard Tai Pei has worked to reignite its 
brand and create a great-tasting, truly healthy, Asian-style entree, people 
will continue to doubt it simply because it’s frozen.

So, we asked yet another question.

How can we draw a parallel between the negative 
perceptions our target has about frozen Chinese food 
and the negative perceptions others have about the 
millennial generation?

And with that thought, our strategy was laid out for us.
COMMONALITIES

Positive
•  Fast-paced
•  Multi-tasking
•  Explorative
•  Determined

•  Misunderstood 
•  Unconventional

Negative
•  Entitled
•  Lazy
•  Stubbon
•  Distracted
•  Self-centered

Positive
•  Convenient
•  Healthy
•  Fast
•  Inexpensive

Negative

•  Salty
•  Gross
•  Greasy
•  Unhealthy
•  Scary

THE MILLENNIAL TAI PEI

REALITY

PERCEPTION

REALITY

PERCEPTION
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We must encourage millennials to keep doing their thing despite all the 
skepticism. They will be celebrated for living life unconventionally and 

proving that work and passion can, in fact, go hand in hand.

In the same way, Tai Pei will overcome the negative stigma of frozen 
food by showing that satisfying, delicious, Asian-style entrees with 
nothing but clean ingredients can all live in the same place and still 

be frozen. 

By drawing the parallel between the two, we are perfectly aligned to 
prove everyone wrong. About everything. And while others may think we 

are crazy for thinking so, we know something they don’t...

It can be done.

Big  idea
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Video  Content
Inspired by real-life and unconventional success stories, Tai Pei will show that 
in this day and age it pays to be different. Our video content will be placed on 
popular streaming sites, such as YouTube and Hulu, where they can easily click 
through to our other sources of content.

AWARENESS:

With the $5mm budget extension, our videos will air as TV spots during 
Sunday Night Football, The Walking Dead, and The Bachelorette to 
ensure maximum millennial reach during live viewing.

THE TALE OF THE   Merman
Who said frozen Chinese food couldn’t be 
delicious?

Probably the same people who said I could never 
make thousand-dollar mermaid tails for celebrities.

But it can, and I did.

Music

Tai Pei. It can be done. 

See the real success story at taipei.com/stories

doggie yogi
Who said frozen Chinese food couldn’t be 
satisfying?

Probably the same person who said I couldn’t take 
my Downward Dog studio to the top.

But it can, and I did.

Music

Tai Pei. It can be done. 

See the real success story at taipei.com/stories

reppin' tai  pei
Who said frozen Chinese food couldn’t be healthy? 

Probably the same people who said I couldn’t make 
the half time show my full time job. 

But it can, and I did. 

Music

Tai Pei. It can be done. 

See the real success story at taipei.com/stories

Click me Passcode: NSAC452 Passcode: NSAC452Click me
1o

https://vimeo.com/209959766
http://vimeo.com/209959698


As Eric Ducharme blew out the candles at his 
nautical 6th birthday party, two mermaids with 
shimmering tails swam up to see him on the 
shore. From that day, his fate was sealed. Eric 
started his company, Mertailer, at age 16 out of 
his passion for enabling magical transformations 
through realistic tails. Eric, now 22, crafts 
mermaid tails for clients like Lady Gaga, Target, 
and Saturday Night Live. He says that he won’t 
stop making tails until they are as real as fish 
scales and ocean reefs. 

Tai Pei is not just out to get a laugh. You may 
be wondering by now, are these people really 
successful? The answer is yes, they really are. By 
using real success stories, we added talk value 
to our campaign. All of our content will prompt 
viewers and listeners to learn the full story behind 
their favorite Tai Pei stars on our website.

ERIC DUCHARME

For John Michael Collins, age 23 and the previous 
Cy the Cardinal of Iowa State, his mascot suit 
offered him an unfiltered opportunity to be 
himself. But that wasn’t the only benefit of this 
wacky job; the school aided him with scholarship 
for his work. And although people might think 
being a mascot is all fun and games, it’s not. First, 
he had to beat out competitors through months of 
try-outs for the spot. From then on, he entertained 
huge crowds every game in a heat-box of a 
costume, 35 degrees hotter than the ambient 
temperature. John says this was the most 
challenging part of his job, but it was all worth it 
when he saw the smiles on fan’s faces.

John Michael Collins

Nicole Vykoukal, 29, is a yoga instructor from 
Austin, Texas who focuses on gentle yoga poses 
for humans. Dogs are invited to the yoga classes 
for massages and praise, but in order to participate, 
dogs must be able to settle (lie or sit). The dogs 
are incorporated into the class in different poses—
for example the dog sitting on your stomach in a 
backbend or holding the dog up in a lunge. Nicole 
created this method for the mental and physical 
health of the humans, and to teach the dogs to be 
calm and listen to their owners. Nicole loves her job 
because of the fulfillment it gives her. She says, “I 
get to work with seekers of transformation, people 
who invest in their own growth, and clients who 
crave deeper understanding and awareness.”

Nicole Vykoukalthe  stories  behind  
the  characters
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SPOTIFY 
Our Spotify ads will carry on our campaign message. Spots will end with a 
promotion inviting listeners to join in and share their stories for a chance to 
be the next guest on Tai Pei’s podcast series, and/or be the inspiration for 
our next video. 

VO: “It’s not being the odd man out - it’s out-manning the odds. Right now, 
there’s a millionaire walking around because he invented doggles. Thats 
right, doggles - goggles for your dog. So when they told us we couldn’t 
make frozen Chinese food healthy, satisfying, and delicious, we put on our 
doggles, and made it happen.Tai Pei - It can be done.”

awareness:

VO: “It’s not being the odd man out, it’s out-manning the odds. Right now, 
there’s a millionaire walking around because he cut two holes in a blanket 
and put sleeves on it. Yeah, that’s right - a grown man who showed us it’s 
possible to have your hands free and arms cozy at the same gosh-darn 
time. So when they told us we couldn’t make frozen Chinese food healthy, 
satisfying, and delicious, we put on our Snuggies and made it happen. 
Tai Pei - It can be done.” 

Welcome to another episode of Tai Pei Talks, where we bridge the 
gap between generations and talk to millennials about the ways 
they’ve achieved success despite convention. I’m your host Bobby 
Boomer and today I’ll be interviewing Eric Ducharme, The Mermaid 
Man, in the time it takes to cook one delicious frozen bowl of Tai Pei.

 

PODCAST INTRO

Spotify Podcast Playlist and radio ads

 
Today we will be popping General Tso’s chicken into the microwave. 
Let’s begin.

SFX: faint microwave closing and beeping sound in the background.

DOGGLES

SNUGGIE

VO: “If you’re a crusher of convention, click the link to become our next 
success story.”

VO: “If you’re a do-er of different, click the link to 
become our next success story.”

Our podcasts will feature a baby boomer interviewing millennials that took 
the unconventional road to success, in the time it takes to cook Tai Pei (5 
minutes + 2 min to stand). As an added bonus, a Tai Pei-sponsored Spotify 
playlist will be housed on our website as well.

Click me

Click me

Passcode: NSAC452

Passcode: NSAC452
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shareable  content
We needed a place to extend our message in 
a way that focused on the food. So, of course 
Instagram fit right in. We will use Tai Pei’s 
unique voice in combination with playful 
imagery, consisting of both stills and gifs, to 
keep a consistent tone throughout the page. 
Hashtags will be used strategically to generate 
more likes and attract new followers.

instagram

Snapchat lens

Additionally, we created a Snapchat Lens that 
will encourage millennials to engage with Tai 
Pei and keep the social sharing going.
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Our content will drive traffic to the website that we’ve redesigned to match our campaign. 
Viewers will be able to scroll through all of our campaign elements, including social 
links, videos, and podcasts, as well as take a Buzzfeed quiz. The extended versions of 
our characters’ stories will be featured alongside a prompt for people to take part by 
submitting their own stories.

WEBSITE

Click me

TV spots

Manifesto
Real Story POdcasts

buzzfeed quiz

Passcode: NSAC452
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soda poppin539,017

influencers 
Tapping into online influencers perfectly aligns with our campaign. Since 
they make a living in some pretty unconventional ways, why not use them 
to promote our product? Tai Pei will pay influencers such as online gamers 
and travel bloggers to mention and include Tai Pei in their posts prior 
to launching the reformulated product to the public. In these posts, the 
influencers will give out a “buy one get one” coupon code that their viewers 
can access from our website and use when the product hits stores.

letter to the influencers

product gift box

mamrie hart1,204,105

scott dw988,401

missglamorazzi3,972,544

no jumper493,592

joshua dtv1,449,584

Joe santagato1,935,125

1,381,179 andrew schrock

@spoonuniversity321K

@Sweetsandsunsets211K
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Tai Pei will set up booths at 
other places that also have 
a large millennial draw, such 
as various Fun Runs.

At college campuses 
across the nation, free 
Tai Pei will accompany 
the grind of finals week. 

To generate trial, Tai Pei will set up booths at select college campuses across 
the nation so students can get a free meal during back-to-school and exam 
periods. While waiting for their meals to finish cooking, students can get 
coupons for future purchases and play Tai Pei Toss. Email blasts will be sent 
out prior to Tai Pei’s arrival on campus, and Snapchat Geofilters will be set up 
to spread the word to as many students as possible.

College   tour   

FUN   RUNS   

Snapchat GEO Filters

tai pei bean bag toss

student email blast

table tent skirt
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on  the  move A food truck for a frozen food brand? Why not? Our food trucks will be made of freezers on one side and microwaves 
on the other. No chef necessary—just stop, cook, and eat. Tai Pei will work to catch millennials in their social scenes by 
offering trial on-the-go. These hybrid freezer-wave trucks won’t be found in typical food truck locations. Instead they’ll be 
parked in ther own unique spots, where millennials frequent, to carry on the conversation of unconventionality. Similarly, 
hybrid freezer-wave vending machines will be placed in areas like WeWork, college campuses, and city centers, where 
millennials will appreciate a quick meal.

frozen food truck

freezer-wave vending machine
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With the $5mm budget extension, our noodle-climber installations would be placed 
in cities with high millennial populations while spring is in full bloom and people can’t 
resist being outside. Participants would get free Tai Pei and coupons for in-store 
purchases. Not only would the noodle-climber show Tai Pei’s fun side and underscore 
our message of winning against all odds, but it would also get people to associate the 
brand with a healthy lifestyle. These installations would heighten brand awareness. 
We would also purchase a promoted trend on Twitter with the hashtag #itcanbedone 
to create press and get people to share across all social media platforms.

outdoor  noodle

pittsburgh noodle-climber
Trending Twitter Topic

Earned media
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Trial   and   Recall
Everyone’s least favorite place in the grocery store 
is the dreaded freezer aisle. But we’re more than 
just a frozen option; we’re a healthy option with 
fresh ingredients. There’s more than one place 
for us in the grocery store. The ultimate goal with 
our portable freezers is to move out of the freezer 
aisle and be recognized for doing things differently. 
Additionally, in-store activations will remind 
consumers of our new positioning while they shop.

cart linersCoupon Codes Messaging 

Store Freezer Display

In-Store:
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Aisle   Takeover

While we knew that people didn’t like the freezer aisle, we couldn’t 
escape it altogether. So we thought, if we warmed them up, maybe 
they would warm up to us. When they arrive at the freezer door, 
a small heater will keep them comfortable while they explore Tai 
Pei’s many offerings. Illustrations of food decorating the aisle will 
pique people’s curiousity and draw them in.

In-Store:

window chopsticks 

in-aisle takeover

Freezer with “Outdoor Heater” 

in-aisle takeover
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media  strategy

•  High millennial concentration
•  High index of frozen food consumption
•  Large college population 
•  Large metropolitan area

Seattle

Pittsburgh

Atlanta

Austin

Boston

Minneapolis

Durham

Tempe

Denver
San Francisco Washington d.c.

Columbus

Houston

Portland

Orlando

Our media plan will bring Tai Pei into the day-to-day lives of our two 
segments by utilizing channels, like social and TV, that feel natural to them. 

For our first segment (Ice Ice Maybe?), we will use our media mix to create 
awareness and move Tai Pei to the top of their consideration set. They’re 
already accustomed to eating frozen food, so we will introduce them to Tai 
Pei’s wide range of flavors through non-traditional installations and 
highly-targeted digital and social content. 

With the second segment (Frozaphobes), we will change their perception of 
frozen food with tactics that demystify the category. Fun Run sponsorships 
and friendly in-store messaging will show this highly skeptical segment that 
frozen Asian food can be a delicious and healthy part of their life.  

Lastly, key elements of our campaign will be placed in 15 highly-populated 
metropolitan areas for greatest exposure. We chose these 15 cities based 
on the following criteria:
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To achieve these goals within each of our segments, we crafted our media 
plan based on the following three categories:

  CONVERSATION
 • We will utilize social media, Spotify podcasts, and influencer 
  sponsorships to get our two segments talking about and engaging  
  with Tai Pei. 

 • “If millennial consumers have a positive experience with your  
  brand, they are more inclined to share it on social networks.”

         CHEMISTRY
 • We want our two segments to fall in love with Tai Pei. So we  
  will connect them to Tai Pei on a personal level through Fun Run 
  sponsorships, college campus activations, and highly targeted  
  digital ads.

 • “More than any other demographic, millennials base their 
  purchases on brand perception.”

       CONVERSION
 • Lastly, our two segments will start to buy Tai Pei when we’ve  
  lowered the risk.  Through our in-store displays, food trucks, and  
  vending machine installations, we will allow our two segments  
  to try and buy Tai Pei in ways that are fun and engaging. 

 • “78% of millennials are more inclined to try a brand if they a  
  have face-to-face interaction with it.”



MOMentum  map  The “It Can Be Done” campaign will reach our target 
segments through an effectively-planned, year-long, 
multi-channel media schedule. Our research showed that 
frozen food consumption was highest during the late  
spring to summer months, and with March being National 
Frozen Food Month, we decided to focus most of our 
media placements during these periods. This approach 
will ensure that we will reach our consumers when they’re 
most receptive.

As requested, we planned a $10 million and $15 million 
budget scenarios for our campaign. 

In the $15 million campaign, we recommend utilizing media 
vehicles (like TV and a promoted Twitter hashtag campaign) 
to maximize our reach. In this plan, we will place 30-second 
ads during shows that index highly with our two segments 
and also tend to be watched live (The Walking Dead, Sunday 
Night Football, and the Bachelorette). We will also install 
noodle-climber installations in three of our metropolitan 
areas (Pittsburgh, PA, Austin, TX, and San Francisco, CA).

$10 Million

+ $5 Million

Estimated Paid Impressions
$10 million - 394,590,874
$5 million - 511,733,471

Additionally, we chose media vehicles in both plans to gen-
erate earned media. We believe components of the “It Can 
Be Done” campaign, such as the noodle-climber 
installations, vending machines, and food trucks, will spark 
newsworthy content and social conversations that can’t be 
ignored nationally.

We will reach 94.3% of our desired target market one or more times. 
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BUDGET
The “It Can Be Done” campaign 
emphasizes the unconventional 
paths that millennials take to 
success. We were inspired by 
millennials of all kinds, and our 
campaign reflects that. Therefore, 
our budget will be spent on media 
channels popular with our target 
to ensure that our campaign 
reaches millennials in the most 
efficient way.

$10,000,000 BUDGET

+ $5,000,000 BUDGET

TOTAL $15,000,000 BUDGET

Because our target is so 
active on social media, 
especially YouTube and 
Instagram, our media 
emphasized these 
platforms.

use social media 
up to 7 hours per day

watch youtube daily

use Instagram daily 

Social

Digital

In-store

Production

Events/Activations

Contingency

Sponsorships

Brand Tracker

$4,440,000

$2,843,000

$915,000

$775,000

$447,500

$444,000

$100,000

$75,000

BASED ON THIS MEDIA 
PLAN, our campaign will 
increase sales by 22%
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Social (with twitter)

TV
Digital

In-Store
Production

noodle-climber
contingency

Events/Activations
Sponsorship

Brand Tracker

$4,690,000
$3,900,000

$2,843,000
$915,000

$775,000
$750,000

$544,000
$447,500

$100,500
$75,000

TV

noodle-climber

Twitter

Contingency

$3,900,000

$750,000

$250,000

$100,000



MEDIA  PROOF  POINTS
Each vehicle chosen in our plan will play a specific role in accomplishing our campaign objectives. 
We chose media vehicles that our target already frequents and naturally gravitates toward. By 
doing this, we will generate conversation, create trust, develop positive chemistry with Tai Pei, and 
ultimately, convert try-ers into buyers.
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campaign  evaluation 
Our campaign will achieve the primary marketing objective set forth by Tai Pei: increase brand relevance and excitement for Tai Pei and its line of products with 
millennials. And while these objectives are the most important to achieve, we wanted to ensure our efforts were going to be plotted against measurable 
benchmarks. Therefore, we crafted our own list of campaign criteria to monitor over the course of the campaign. Through our own analysis and with the help of 
brand tracking software, Datalogix, we will assess the campaign as it is rolled out, making adjustments and optimizations as needed.

Conversation chemistry conversion

• Increase in social media following

• Increase in social media engagement   
  (shares, likes, comments)

• Increase in earned media mentions

• Number of sent and posted Snapchat   
lenses

• Number of sent and posted Snapchat 
geofilters

• Increase in website visits and 
search queries

• Increase in brand awareness

• Increase in positive brand perception and 
category perception

• Addition to consideration sets

• Increase in sales

• Increase in purchase frequency

• Number of units tried and tasted at events 
and activations  

• Number of redeemed digital coupons

• Number of units sold through 
vending machines

• ROI
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CONCEPT  TESTING
Our concept testing was made up of two rounds. 
The first one was conducted with a group of 28 
people, all millennials of different backgrounds and 
ethnicities. In the earlier stages of the campaign 
concept, our messaging and approach were heavily 
reliant on Asian cultural references, but it turned out 
that didn’t sit too well with anyone. Our participants 
felt the references were borderline offensive and 
inappropriate.

We decided to take that feedback and approach our 
work from an entirely different angle. We realized our 
message would be more effective without the Asian 
references, so we left them behind.

After further developing our campaign by gearing it 
toward the millennial mindset, we asked 83 targeted 
individuals what they thought of the new direction. 
Overall, the results were great. The message of our 
campaign resonated with them and made them 
smile. They mentioned that our out-of-home and in-
store activations would prompt them to share on
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social media, and 100% of our participants felt 
that the campaign put a positive spin on their 
perceptions of frozen food.

Aside from minor tweaks, one issue we heard 
consistently from our participants was in reference 
to our vending machine design. Originally, it was 
a two-sided vending machine with the microwave 
on the back. They said that the design would be 
confusing and hard to place in convenient areas,  
so we took their feedback and re-worked them to 
be one-sided.

After speaking with such a diverse group of people 
within our target, we are now confident that our 
direction will generate excitement, combat negative 
perceptions, highlight Tai Pei’s great value, and 
ultimately make the Tai Pei brand and its products 
relevant to younger millennial consumers. An off-
beat, inspirational campaign made by millennials, 
for millennials – It can be done.
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