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Millennials are busy.

And when they’re not busy, they’d rather not spend their free time 
slaving away in a kitchen. And why should they? They have access to 
hundreds of food options that are a quick call, drive, or tap away. 

Ajinomoto Windsor has delivered good fortune to freezers for 
decades. But since Tai Pei’s inception in 1996, the food industry and 
consumer eating habits have changed drastically. Millennials have 
a decreasing interest in cooking and grocery shopping—especially 
shopping the forbidden frozen food aisle. 

We spent nine months dedicated to scouring resources on the frozen 
food industry, asking questions about Asian cuisine, and studying 
the culture and habits of millennials aged 18-25. We uncovered 
delectable insights, and emerged with an effective positioning 
strategy for Tai Pei to be distinct in its category.  This research led us 
to a concise strategic plan with powerful creative executions to meet 
Tai Pei’s campaign objectives. 

By the end of our campaign, Tai Pei will emerge as a relevant, 
exciting, and relatable brand in the eyes of millennials. This campaign 
will promote awareness, trial and loyalty, ultimately securing Tai Pei’s 
new reputation as the most efficient approach to craveable meals. 

We hope you’re hungry.
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tai pei now
WHERE DO WE STAND IN OUR CATEGORY?

swot

Then, we took a high-level look at the brand.

Our first step toward making Tai Pei exciting to millennials is pinpointing the main obstacles that Tai Pei faces.

Frozen food is becoming less popular, and has a negative stigma attached to it.13 

Our target demographic has little to no awareness of Tai Pei within the frozen food industry. 

Tai Pei’s messaging does not resonate with younger audiences.

where do we go 
from here?

There’s a shift toward healthier food,

BUT: Tai Pei’s new line checks all the boxes 
of no preservatives, artificial flavors, colors, or 
sweeteners.  

 
Our target has a poor perception of frozen food,

BUT: Tai Pei’s new packaging ditches the 
standard trays, films, and boxes that often deter 
consumers.  
 
 
Younger millennials love eating out,

BUT: They also highly demand time and 
convenience, into which frozen food plays into 
perfectly.

yes,
strengths

opportunities threats

weaknesses

Fewer steps to prepare than 
competitor brands

New healthier product line 
appeals to health-conscious 
audiences 

Only single-serve in the Asian 
frozen food category

Low price point appeals to limited 
millennial grocery budget 

Low brand awareness among 
consumers

Lack of distinct or defined 
branding 

Inconsistent messaging across 
media platforms 

Decline in frozen food industry 

Other major frozen food brands 
have higher brand awareness

Mobile delivery and dining out 
becoming more common for 
millennials1 

Competitor brands attempting to 
engage a similar audience 

Cultural shift toward ethnic 
and adventurous cuisine

Demand for quick food service 

Emphasis on product quality 
over nutrition facts

yes,

yes,
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Competitive Landscape

Branching off of the 
well-known franchise, 

P.F. Chang’s aims to 
let users recreate the 
restaurant experience 

in their homes. P.F. 
Chang’s does not offer 

single-serve frozen 
entrees, but it has the 

highest sales in the 
frozen Asian multi-serve 

category. Because of 
the large serving size 

of its products, P.F. 
Chang’s centers most of 

its messaging around 
couples and families.

Appetizers are 
Pagoda’s niche: the 
brand declares itself 
the masters of egg 

rolls, potstickers, crab 
rangoons, and more. 

Pagoda prides itself on 
its quality ingredients, 
and makes an effort to 
be on-trend in social 
media to appeal to a 

younger demographic.

Innovasian offers a mix-
and-match solution to 

dinner, with multi-serve 
portions of both main 
dishes and side dishes. 
The brand emphasizes 
its rewards program, 

and its messaging  
targets families. Due to 
its emphasis on family 

dinners, Innovasian 
is convenient—but 
not necessarily to 
our independent 

consumers.

Lean Cuisine spotlights 
fresh and healthy 

ingredients, but the 
brand strives to go one 

step further with its 
“Cuisine with a Purpose” 

philosophy. It stands 
for women’s wellness 
and empowerment, 
mindful eating, and 
ambitious futures.

Of its extensive product 
offering, Lean Cuisine 

offers 18 Asian-inspired 
entrees.

Flavor, goodness, and 
love are all at the core 
of Amy’s philosophy. 
The family-owned 
brand’s goal is to 

have each meal taste 
handmade. All five of 
Amy’s Asian single-

serve entrees are 
non-GMO, certified 
organic, and vegan. 

While its advertising is 
limited, Amy’s draws 

in social followers 
with wholesome food 

images and user-
generated content.

We took a look at our direct and indirect competitors to understand the frozen food market 
and scope out potential opportunities. Asian frozen food brands currently sit as Tai Pei’s 
direct competition, with other popular frozen health food brands as indirect competition.

The restaurant 
experience

The Master of 
appetizers

The Family dinner 
assistant

a healthy, 
flavorful life

The nature-loving 
mother

WHO SHARES OUR SHELF?
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brand, consumer & culture
WHAT DO PEOPLE THINK?

research methods

We conducted 45 ethnographic interviews, 26 people-on-the-street 
interviews, checked over 70 freezers, spoke with 27 participants 
during six specialized focus groups, and received 1,200 survey 
responses from all 50 states. Our research represented varying 
multicultural groups, genders, and ages between 18-25.

how do people percieve tai pei? 
 
Eighty-nine percent of survey respondents had not heard of Tai Pei. 
The brand’s social media platforms have a weak following and low 
engagement. During focus groups, we showed participants Tai Pei’s 
social platforms, and the recurring reaction was: 

“I can see it’s frozen Asian food, but there 
isn’t much else to it.” -andrew, 19

Tai Pei’s opportunity: Currently, Tai Pei’s channels lack 
strong brand personality and clear incentive to follow. Our target has no 
defining opinion of Tai Pei, meaning we have a fresh slate.

rompÉ

To culminate our findings and analyze patterns, we held an intensive 
research summit, or what we like to call Rompé. Meaning “to break” 
in Spanish, Rompé allowed us to break through a mountain of 
information. By categorizing our secondary and primary research 
into intricately detailed display boards, we were able to individually 
take in a sea of information, insights, and inspiration.

1,368

total research
impressions

WHY DO PEOPLE EAT FROZEN FOOD? 
 
Our research revealed that convenience and back-up are the two 
primary incentives for purchasing frozen food. In fact, 76% of people 
purchase prepared meals because they are useful to have on hand 
when they don’t want to cook14.

Tai Pei’s OPPORTUNITY: Despite not being huge buyers, 
people recognize frozen food’s potential to change their eating habits 
and make life easier. Bridging this gap can put Tai Pei on the radar.

50%

40%

30%

20%

10%

why do you 
eat frozen 

food?

convenience

back up

fast

price

surveys

freezer checks

ethnographic 
interviews

people on the street

focus groups

1,200

70

45

26

6
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brand, consumer & culture cont.

Millennials spend little time cooking. When they aren’t prepping their 
own food, their habits are widely split over options. People ages 15 to 
24 spend on average 11 to 17 minutes daily on food preparation and  
clean-up activities in the past decade8.

 

Tai Pei’s OPPORTUNITY: Our audience is seeking quick 
fixes for their food needs. There isn’t one overwhelming category we’re 
competing against—we must overcome obstacles in all of them. 

how do people feel about 
chinese food?

While millennials feel comfortable purchasing Chinese food from 
restaurants, an overwhelming majority recognize that this isn’t the 
healthiest habit. On the other hand, they do not feel confident in their 
ability to cook Chinese cuisine from scratch at home14. 

Tai Pei’s OPPORTUNITY: People only eat Chinese when it 
is already prepared. We can show our consumers a better way to enjoy 
tasty Chinese food—a way that’s easier, faster, and more cost effective.

x

y

how do people percieve
frozen food?

 
We asked participants from our surveys, interviews, and focus groups 
to personify frozen food. This type of question is called a Deep 
Projective Exploratory Study, which we used to elicit more accurate 
responses from our audience. While respondents were conscious of 
its convenience, they generally associate frozen food with negative 
personality traits.

“That friend that always has your back, but 
they’re also the person you hang out with 
only when you’re desperate.” - steven, 22

“Reliable, always there when I need them and 
don’t mind long gaps in hanging out. I don’t 
have a great time hanging out with them, and 
it’s not exactly memorable, but it’s not a bad 
time.” - rachel, 20

Some people denied being frozen food buyers only to realize, 30 
minutes into an in-depth interview, that they in fact do keep frozen 
foods like pizza around:

“I guess I never considered frozen pizza 
as frozen food. I just thought of it as         
pizza.” -Jess, 23

Tai Pei’s OPPORTUNITY: Frozen food is seen as reliable, 
but only as a last resort— unless they don’t associate it as being 
“frozen.” No other brand in the category has taken the opportunity to 
call themselves out as the superior option for food. Why not us?

where do 
you eat out 
most often?

takeout/
delivery

restaurants

fast food

50%

40%

30%

20%

10%

85%87%80%
of respondents said that 

they are either somewhat 
unconfident, or not confident 
at all cooking Chinese food.

of respondents either ate 
take-out Chinese or dine-in.

of respondents said that 
they did not think Chinese 

food was healthy.

what food habits do 
millennials have? 
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barriers
WHAT’S HOLDING US BACK?

NOT A FROZEN 
PROBLEM, BUT 

A CULTURE 
PROBLEM

tai pei who?

Brand to 
Consumer 

Disconnect

Younger millennials have an aversion to the frozen 
aisle for a number of reasons—and our growing 
food culture has much to do with it. The past few 
years have seen a monumental rise in food options, 
including online delivery services1 and innovative 
food fusions15. In this vibrant food culture, frozen 
food pales in comparison. Paired with millennials’ 
ingrained beliefs about frozen food—including an 
association with laziness, loneliness, and an absence 
of freshness and healthiness—it’s no wonder that 
younger millennials turn away from the frozen aisle.

When asked if millennials have heard of or eaten Tai 
Pei before, the overwhelming reaction was for them to 
pull up their smartphones and Google it. Among those 
who had previously eaten Tai Pei, the majority could 
not recall any distinct brand message or personality.

While Tai Pei’s current brand voice is informative 
and aims to interact with consumers, its overall 
brand messaging doesn’t yet resonate with younger 
millennials. The overly curated food photography 
and social posts tying Tai Pei into unrelated 
holidays and cultural events came off to consumers 
as disingenuous12. On top of this, Tai Pei’s lack of 
disruptive advertising in a multitude of channels has 
left the brand off the radar of potential fans.

??
??

$

positioning scale

We created a Positioning Scale to understand our current brand 
positioning in the category, and identify where we will aim our 
campaign. On this chart, brands are positioned according to the 
convenience of preparation on the y-axis, and target audience appeal 
on the x-axis. Where Tai Pei has a distinct advantage is its single-serve, 
one-step cooking process. Our goal is to emphasize this feature and 
make this relevant for younger millennial consumers. 

7

6

5

4

3

2

1

mature young

AUDIENCE APPEAL

# OF 
STEPS TO 

PREP
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Target AUDIENCE
WHO are our consumers?

There is a great variance in the lifestyles of the 18-25 age category. We managed to identify, however, an overarching 
trait they all have in common: a need for food convenience. Our target audience identifies two niche types of people 
with convenience-based cooking needs—those not wanting to spend time, and those not wanting to exert effort—who 
will be most receptive to what Tai Pei has to offer. By focusing on a specific type of person in a specific moment, we can 
optimize our campaign to reach those who matter most. Let’s meet our consumers:
 
Click here to see the highlights from our interviews about frozen food consumers.

PASSWORD: extra2017

MEAL 
OPPORTUNISTS

WANT their  free t ime.

Tai Pei is  convenient because it  saves them 
EFFORT.

iconography: 

HAVE no free t ime.

Tai Pei is  convenient because it  saves them 
TIME.

iconography:

MEAL OPPORTUNISTS effecient go getters

efficient
go-getters

The lives of Meal Opportunists are filled with their many 
passions, hobbies, and interests—but not with cooking. They see 
obtaining food as a distraction to what they’d rather be doing, 
whether that be watching Netflix or climbing Half Dome. Meal 
Opportunists either hate cooking or are insecure to try, but the 
common ground is that it isn’t on their radars. Don’t get them 
wrong, they care about having a quality, delicious meal; they 
just don’t want to deal with the hassle of doing it themselves.

Efficient Go-Getters have an insatiable drive. From hardworking 
interns to recent graduates to entry-level employees, these 
individuals are tasked with “real life” commitments for the first 
time. As Go-Getters transition into adulthood, they find their 
schedules fuller than before, and view cooking as an extra job. 
This target simply doesn’t have the time to cook on a regular 
basis. But even with their busy schedules, this target seeks 
reliable, delectable meal options.

8
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positioning

food
the ultimate 

goal.

time & effort time & effort

Setting up 
delivery

Clean up
Calculating (and paying) tip

Dealing with too much 
extra food

When it comes time for busy Meal Opportunists and Go-Getters 
to eat, the story goes like this12:

We know that millennials are passionate about food3. This “before” and “after” is merely a distraction to the 
deliciousness. Tai Pei delivers the good stuff to our consumers without the extra time and effort.

The reality is, in many cases people are willing to go through the “before” and “after,” because to them, the food is worth 
it. But for the specific, inevitable moments when Meal Opportunists and Go-Getters are especially time-crunched—we 
need to deliver the message that Tai Pei is the most sensible and satisfying solution.

where do we fit into their lives?

Driving to a 

restaurant

Waiting for delivery

Buying, chopping, cooking, prepping ingredients

food
the ultimate 

goal.

time & effort time & effort
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CREATIVE VISION
how can we package 

our message? 

TONE
Relatable, honest, and humorous.

Big idea
Enter our Big Idea...

strategic idea
At this stage of their lives, Meal Opportunists and 
Efficient Go-Getters often compromise on time—but they 
do not, and should not, compromise on tasty meals. The 
solution is simple: Tai Pei offers delicious Asian cuisine 
within minutes. Consumers can finally get the meal they 
want, no strings attached.

STORY
For Meal Opportunists, it’s the tasty meal at the 
beginning of a four-hour Netflix binge, without hitting 
the drive-through. It’s the reliable food at the end of a 
weekend road trip, without dirtying the kitchen.

For Efficient Go-Getters, it’s the satisfying reward after a 
long day’s work, without the two hour delivery wait. It’s 
the perfect lunch-break buddy, without the hefty price 
tag. No matter the situation, no matter the time, Tai Pei 
always delivers, without any catches.

As we dived deeper into research, we began to clearly see how to align consumers’ wants 
and needs with Tai Pei’s offerings. To reveal one campaign-defining idea, we poured each 

step of our creative vision through a funnel. This funnel will guide our campaign every step of 
the way, ensuring consistency from the big idea down to each and every execution.

10



When it comes down to it, people just want to eat. Cut The Extra recognizes that in full. The constant 
barriers surrounding the process of obtaining food are entirely relatable, but rarely discussed. What Tai 

Pei offers is a direct solution to this problem: a product that circumvents the hassles and struggles every 
person goes through just to get a meal. What we’re doing isn’t radical, it’s common sense. 

Tai Pei is the quality food they crave, without the hassle.

11



cut the extra

it combats negative perceptions of 
frozen food. 

Cut The Extra implies a no-nonsense meal free of prep, cleanup, tip 
calculating, and delivery time—as well as preservatives and unnatural 
ingredients. It embraces and celebrates the advantages of frozen food in 
a fun, honest way.

It’s brand ownable. 

Cut The Extra aligns with Ajinomoto Windsor’s and Tai Pei’s values of 
creating products to allow consumers to live better lives. It spreads 
the message that you don’t need to spend time and hassle to get a 
delicious Asian-style meal, amplifying the fact that Tai Pei is the only 
single-serve Asian frozen food brand.

It’s consumer relevant.

Cut The Extra’s messaging is directly based in our consumers’ needs. It 
approaches Meal Opportunists and Go-Getters with the authenticity 
and transparency that they appreciate.

It’s competitor distinct. 

Our competitors focus on messages of flavor, healthiness, and quality, 
but no one is directly speaking to them about what they’re craving 
most from frozen food: time and convenience. We’re doing it boldly and 
authentically.

It’s culture timely.

There are shifting cultural trends toward simplicity, authenticity, and of 
course, a passion for food13. Cut The Extra allows Tai Pei to fit perfectly 
into this conversation.

why does it work?

12



visual GUIDELINES

AUTHENTIC ASIAN MOTIFS.  
Tai Pei is the master of Asian cuisine. These visual touches 
drawn from culture, such as chopsticks and Chinese 
lettering, will help communicate this message clearly. 

NO MICROWAVE OR FREEZER IMAGERY. 

Younger millennials associate microwaves and freezers 
with frozen food—and not a positive light. We want to 
send the message that Tai Pei provides our consumer with 
delicious Asian food; the product itself just happens to live 
in the freezer.

Along with a new brand direction comes a distinct new visual style and voice. While Tai Pei’s updated packaging will remain, 
we can evolve the surrounding style of our advertising, experiential executions, and social media to complement our product. 
The overall goal?

a style that communicates freshness, health, and quality.

Our big idea centers around convenience, but design is where we can bring home the health-centric qualities that our Meal 
Opportunists and Go-Getters desire. Drawing from a blind competitor packaging test in our focus groups, we pulled a few 
insights to inform our creative elements:

A chalkboard background.  
Darker colors were perceived as premium and classy. 
To visually communicate a more modern, high-quality 
style, we opted for this sleek yet familiar background. To 
complement the chalkboard style, we will showcase chalk 
ingredient illustrations as a simple, brand-ownable touch. 
In our digital ads, we also implemented Tai Pei’s assets to 
have a greater tie-in to the packaging.

Real food and fresh ingredients.  
By shifting the focus to simpler food—essentially cutting 
the extra—we move toward a clean, minimalist design that 
showcases fresh food. This gives younger millennials the 
authenticity and transparency they crave.

A muted, earthy color palette.  

Our focus group participants associated bright, poppy 
colors with being fake and unnatural. Instead, we 
incorporated earthy colors into Tai Pei’s branding to 
connote a natural, high-quality product.

13



media objectives & strategies

We broke down our media plan into three stages:

Awareness - Heavy outdoor and digital 
presence. Use social media influencers to 
generate buzz and create awareness of the brand 
among 18-25-year olds. 

Trial - Heavy experiential events and in-store 
activations to encourage trial of Tai Pei. Support 
experiential launch events with media buys. 
Retarget Go-Getters and Opportunists with ads 
on websites that offer Tai Pei for purchase online 
and grocery store apps (e.g. Amazon, Ibotta).

Loyalty - Continue experiential events, 
programmatic media, and promoted social media 
to encourage Tai Pei purchases from returning 
customers. 

timing

Strategically target ads during lunch and dinner 
times, as well as peak grocery store visiting hours 
(Saturdays and Sunday afternoons)5.

TARGET AUDIENCE & DMAS

By using Admall, Simmons OneView and census 
results, we researched the cities that have the 
most frozen food sales and highest percentage of 
18-25-year olds. For our $10M plan, we targeted 
the top ten cities for 18-25-year old frozen food 
buyers. For the $15M plan, we added five more 
cities to our target markets. While outdoor, 
geographically-targeted mobile ads, and 
experiential executions are concentrated within 
these cities, the majority of our digital ads are 
targeted to 18-25-year olds nationwide.

Portland, OR 

Salt Lake City, UT 

Washington D.C.

Charlotte, NC

Denver, CO

Austin, TX 

Burlington-
Plattsburgh, VT

Los Angeles, CA

San Francisco - 
Oakland, CA

Syracuse, NY

overall goal: Increase brand awareness, 
trial, and loyalty through strategic media placements 
in target cities where 18-25-year old males and females 
will generate the most Tai Pei sales.

Seattle, WA

Nashville, TN

Minneapolis, MN

Boise, ID

Missoula, MO

+$15M cities $10M cities
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ad #1: call me 
mRs. clean

ad #2: drive-thru 
static

ad#3: post-fate

the hassle of cleaning up

Call Me Mrs. Clean opens on a woman eating a 
meal so tasty, it practically induces a heavenly 
state. Suddenly, she crashes out of this dream-
like euphoria into a harsh reality: her kitchen 
is a disaster. Crusty old pots and pans line 
the sink, food scraps cover the counters, and 
garbage litters the floor. Upon realizing the 
hellish scape around her, the woman’s food 
experience is completely ruined. End on a cue 
card with a voiceover saying “Cut the time. Cut 
the hassle. Cut The Extra.”

the hassle of ordering

With Tai Pei, there’s no middle man required. 
In this spot, a man attempts to order a simple 
meal in a drive-through. To his dismay—and to 
our amusement—the voice on the intercom 
mishears the order entirely. What should have 
been a simple exchange spirals into frustration 
strong enough to fuel a hangry rage. End on a 
cue card with a voiceover saying “Cut the time. 
Cut the hassle. Cut The Extra.” 

the hassle of delivery

From Postmates to GrubHub to UberEats, 
our consumers sacrifice their time and their 
money for subpar service. In Post-Fate, we see 
a young man order a meal, only to quickly 
learn that the wait time wasn’t worth it after 
a drastic time lapse. We see him confusedly 
open the door for the delivery man who finally 
arrives, showing the beard he had time to 
grow while waiting. End on a cue card with a 
voiceover saying “Cut the time. Cut the hassle. 
Cut The Extra.”

In a series of 15-second spots, Tai Pei will playfully illustrate the 
overwhelming feelings of frustration caused by the process of 
obtaining food. With these relatable, over-dramatic scenarios, each 
commercial acts as an exposé of the barriers people deal with to get 
food. The commercials end by offering Tai Pei as the obvious solution 
for a hassle-free meal. 

We produced two of these commercials: 
watch them here.
PASSWORD: extra2017

media information
Because YouTube will discontinue 30-second ads in 2018, our spots are  
15 seconds in length to qualify for unskippable pre-roll17. Our research 
shows that our target consumers are cord-cutters, so to optimize our 
budget, our commercial buys are online rather than on traditional TV7.

Placements: YouTube pre-roll (unskippable), Facebook promoted 
video, Twitter promoted video, Instagram promoted video, Hulu pre-
roll, Twitch pre-roll, online cable (Freeform, E!, MTV, ESPN, NBC, Comedy 
Central, Adult Swim, ABC).

commercialS
15
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in-store activations

BARREL FREEZER
sponsored 

checkout lanesfreezer overlay
Branded 

store cards

With millennials hesitant to 
shop the frozen food aisle, we’re 
taking Tai Pei out of its element. 
As shoppers wind through the 
produce aisle, they will come 
across something they never 
expected: Tai Pei freezer barrels 
chock full of entrees. 

COPY: 45 minutes to cook beef 
& broccoli. 5 minutes to cook Tai 
Pei Beef & Broccoli. You decide.

To drive Tai Pei sales, we will 
bring Tai Pei directly to the point 
of purchase. Sponsored 15 items 
or less express checkout lanes will 
cut the extra time for consumers 
in comparison to long, regular 
check-out lanes. These lanes will 
be accompanied by additional 
Tai Pei barrell freezers to further 
push sales. 

To draw our target’s attention 
directly to Tai Pei’s location on 
shelves, we will place clever 
overlays in the freezer section. 
These overlays will feature a bold 
red circle around the product 
section, as well as an array of 
ingredients featured in Tai Pei’s 
entrees. This showcases how 
Tai Pei has cut out the cooking 
step for consumers, while 
also highlighting its healthy 
ingredients.

COPY: We know how long it 
takes to put together a delicious 
Asian meal, so we did it for you.

To ensure that we are capturing 
our frozen aisle fearers, we’re 
placing Tai Pei store cards under 
ingredients that can be found 
in Tai Pei entrees. Shoppers 
will find prompts that poke fun 
at the perils of cooking while 
highlighting some of Tai Pei’s 
most attractive attributes. 

COPY: Tired of chopping onions 
with your roommate’s set of 
hand-me-down knives? We 
would be too. Lucky for you, the 
onions are already chopped in 
Tai Pei Beef & Broccoli. Check out 
aisle #4.

16



coupons

mock reciepts

grocery store 
app coupons

What does cooking a homemade Asian meal cost 
you? Chicken, green onions, and your left leg. Branded 
coupon dispensers will catch shoppers off guard by 
dispensing what appears to be a receipt. Upon further 
investigation, shoppers will find a few key ingredients in 
Asian cuisine, as well as a few laughable, costly items. 
The reverse side reveals a Tai Pei coupon.

Our research revealed that millennials are 
frequent users of grocery store apps14. We 
will take advantage of Albertsons, Kroger, 
and Walmart mobile apps by releasing 
platform-specific coupons.

shrimp     $22.75
Green Onions    $15.25
Carrots     $12.35
Broccoli     $17.25
Water Chestnuts    $13.50
Beef      $27.50
garlic     $12.25
chicken     $22.25
corn      $17.25
ginger     $9.75
Rice      $26.50
downpayment on first home $12,500
Grass fed chickens from
the eastern himilayas  $2,500

   Subtotal  $15,196.60
   tax 8.250% $1,253.72
   Total  $16,450.32

# Items sold:
Too many

Ibotta app

red envelope

With over 10 million downloads, Ibotta has 
become a wildly popular app among our 
target. The app offers consumers cash back 
for watching a Tai Pei ad, incentivizing our 
target with a money-back offer while also 
entertaining and informing them on the 
new product.

To celebrate the Lunar New Year, Tai Pei 
will release an interactive red envelope 
coupon across its platforms. To redeem, 
participants will submit their email 
addresses. A randomized coupon will then 
appear, ranging from 15% off to 30% off a 
Tai Pei entree. Every 50th entry will win a 
free Tai Pei dish. 

Sign Up to Win

Or 30% off next tai pei purchase

Enter Email below

17



events & out of home
bus misters

tai pei table for one

billboardS

No Line food truck

To combat frozen food misperceptions, 
our bus misters will play off of Tai Pei’s real 
ingredients to show our target just how fresh 
Tai Pei is. The cool mist will be a refreshing 
interactive experience for busy commuters in 
the hot summer.

Music festival and gaming convention 
attendance is on the rise2, and rising 
alongside is the wait time in line for food 
trucks4. To cut the extra time for our target, 
we’re bringing free “no line” Tai Pei food 
trucks to these events. With limited options 
already prepared to eat, patrons simply ask 
for their desired dish and head on their way. 
Customers can then take a seflie with our 
branded Snapchat filter at the event.

In Austin and San Francisco, branded pop-up 
restaurants will welcome pedestrians with 
free Tai Pei dishes, charging stations, and 
wifi with a catch: each table only has one 
seat. Tai Pei will let our target cut the extra 
food prep time and focus on themselves, all 
while embracing the power in singleness—no 
stigma necessary. This event will be backed by 
promoted social media posts to draw buzz.

media INFORMATION
To kick off the awareness phase, we will place ads on 
outdoor bus transits and bulletins for one month. 

Our outdoor placements directly target Efficient 
Go-Getters, who are likely to commute daily and use 
public transport. 

Based on the media spending data provided in the 
case study, Tai Pei competitors do not advertise at all 
on outdoor placements. This makes out of home an 
ideal opportunity for Tai Pei to stand out among its 
competitors. Out of home was also heavily indexed 
in Simmons OneView as an effective medium for our 
target demographic. 

Our billboards depict Tai Pei in the produce section. This 
illustrates the fact that Tai Pei offers the same delicious 
and nutritious vegetables as the produce aisle, but without 
the hassle of actually preparing them. 
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GuerRilla stunts

Finals freeze
find your way 
with tai pei

tai pei 
escalator

tai pei 
transport

A large portion of our target 
audience experiences the perils 
of university finals week. Through 
the struggles of studying and 
taking exams, Tai Pei will deliver 
on its claims of convenience. 
At 25 select campuses, pop-up 
Finals Freeze tents stocked full of 
Tai Pei entrees and microwaves 
will appear. Students can swipe 
their campus IDs to release one 
entree, then snap a seflie with a 
Tai Pei branded Snapchat filter. 

Shortcuts in major cities? 
They’re everywhere. In five of our 
target cities, Tai Pei will help 
pedestrians cut the extra time 
with shortcut directions on large 
building decals. The decals will 
point out through streets, high 
traffic times, and streets to avoid. 
To gain more publicity, Tai Pei 
will sponsor a branded Snapchat 
filter in each city.

COPY: Heading downtown? 
Cut the extra 5 minutes by 
taking Jefferson instead. We 
recommend using these 5 
minutes to prepare a delectable 
Asian dish.

Within shopping centers in 
our target cities, Tai Pei will 
help consumers cut the extra 
time with brand escalators. The 
escalator will give the visual effect 
of Tai Pei ingredients going into 
the Tai Pei bowl, reminding them 
of the delicious ingredients found 
in every Tai Pei entree. 

Tai Pei is cutting the extra on 
university campuses in our target 
cities with a faster way to get to 
class. YouTuber influencers Good 
Mythical Morning, Anna Akana 
and Jeremy Jahns will catch 
students off guard by offering 
them a free hitch to class on a 
branded Tai Pei golf cart6. The 
experiences will be filmed and 
later promoted on Tai Pei’s social 
platforms. 

we replicated the 
experience ourselves 
on a college campus. 
Watch our case study 
here.
PASSWORD: extra2017
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partnerships & SPONSORSHIPS

food recovery 
network

spotify & 
soundcloud 
playlists

tai pei       
caption this

Food waste in America remains 
a staggering problem, with a 
rate of 31% food loss at the 
retail and consumer levels16. As a 
single serve meal option, Tai Pei 
already does its part in reducing 
food waste. Food Recovery 
Network is a college program 
that gathers leftover food on 
college campuses to be donated 
to local homeless shelters. Tai Pei 
will partner with Food Recovery 
Network to implement the 
program at 25 schools in our 
target cities and spread the word 
on social media.

Millennials share a distinct 
interest in music streaming 
platforms Spotify and 
Soundcloud10, but building the 
perfect playlist is time consuming 
and stressful. To cut the extra 
hassle and time for our targets, 
Tai Pei will release branded 
playlists, perfect for the occasions 
you never knew you needed 
music for. 

To promote long-term loyalty 
on social platforms, Tai Pei will 
engage audiences through a 
social media contest to win 
tickets to Coachella and Austin 
City Limits. For one week in 
January, Tai Pei will post a series 
of food and convenience related 
photos, prompting users to 
submit their funniest caption 
ideas in the comment section. 
Tai Pei will then select its three 
favorite submissions to win two 
tickets to their festival of choice. 
Users must follow Tai Pei on 
Instagram to win.

chegg 
partnership

Online textbook rental company 
Chegg offers students discounted 
and rentable books, often 
accompanied by sponsored 
brand coupons and samples. 
Tai Pei will sponsor branded 
chopsticks and a 50% off coupon 
in packages. A note from Tai Pei 
will read: “Congratulations on 
cutting the extra cost on your 
textbooks. Want to cut the extra 
cost on your food? Tai Pei. Cut 
The Extra.”
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Digital ads

waze & gps spotify banner adsamazon

Millennials heavily use GPS 
navigation apps14. Tai Pei will 
team up with Walmart and 
Waze to reach our target when 
they’re in close proximity to a 
Walmart that carries Tai Pei. All it 
takes is a quick stop to pick up a 
worthwhile meal.

Tai Pei cuts the extra while you 
eat and while you jam out. The 
ads will remind consumers to 
pick up Tai Pei on peak grocery 
store hours on Saturday and 
Sunday afternoons5. After 
listening to a 30 second Tai Pei 
radio spot, listeners redeem 30 
minutes of ad-free streaming on 
Spotify. We’re helping listeners 
cut the extra advertisment time. 

On selected web and mobile 
sites, Tai Pei will release creative 
banner ads. To promote trial, 
Tai Pei will offer discounts that 
redirect to Tai Pei’s website to 
redeem a coupon. To promote 
loyalty, additional banner ads will 
redirect users to its Instagram 
feed to build a larger follower 
base. Our digital banner and 
320x100 mobile leaderboard 
ads will be placed on mobile 
or desktop for Gamespot, NBA, 
IGN Gaming, Cosmopolitan, 
Thesaurus, Self, Spotify and Riot 
Games apps.

Due to the rise in online grocery 
shopping9, we will advertise with 
prominent online grocery retailer 
Amazon. Tai Pei will be featured 
as a promoted product on the 
platform to increase online 
grocery purchases.

Cut the extra ad time

Sponsored by
tai pei frozen

asian food

Tai Pei Frozen Asian Food Beef and Broccoli

$4.69 $6.29
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paid social ads

buzzfeed video

youtube influencers

facebook canvas

see our canvas in
action here.
PASSWORD: extra2017

tai pei STACKER SNAP AD

Millennials love YouTube. In fact, 61% of those 
who subscribe to YouTube creators say their 
opinions about a brand have been influenced 
by a creator they follow6. To leverage this, Tai 
Pei will sponsor four content creators that 
index high within our target: Unbox Therapy, 
Good Mythical Morning, Jeremy Jahns, and 
Anna Akana. These popular YouTubers will 
not only publish sponsored content on their 
channel, they will also participate in Tai Pei 
Transport as part of a package deal. 

Our target audience reported an 
overwhelming insecurity in their ability 
to cook Asian cuisine at home14. In an 
dramatized BuzzFeed sponsored video, 
individuals will demonstrate the unavoidable 
perils of cooking Asian food. The participants 
will ultimately find their delicious Asian 
experience with Tai Pei.

To garner brand awareness, Tai Pei will release 
an interactive game with coupon incentives 
on Snapchat’s Discover platform. Tai Pei 
Stacker will let users stack ingredients in 
an animated freezer in a fun, familiar way 
inspired by Tetris. This Snap Ad with a Web 
View attachment will be placed in Buzzfeed’s 
Discover story11.

To give our audience an immersive brand 
experience, Tai Pei will tell a sharable story of 
the struggles of getting quick food through 
Facebook’s new interactive Canvas unit.

See a demo of our Snap Ad 
here.

PASSWORD: extra2017
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social media playbook
Tai Pei’s social media currently falls flat in the competitive landscape. Millennials are constantly active online, but have demands when it comes to 
brands on social media. This target wants to engage with brands that are relatable, appealing, and incentivizing. By implementing structure and 
direction for each specific platform, Tai Pei will successfully demonstrate tone while informing potential consumers and growing its follower base.

facebook
approachable 

INFORMATION hub

twitter
relatable banter

youtube
blended-in branding

instagram
foodie heaven

Purpose: Facebook will be 
leveraged as the central hub for 
Tai Pei’s social media platforms; 
a sweet combination between 
customer service and creative 
content. By leveraging innovative 
features on the platform like 
Facebook Canvas and live 
streaming, Tai Pei will maintain its 
relevant branding. Creative content 
from Instagram and YouTube 
will be shared on the Facebook 
platform as well.

Opportunity: Engage 
audiences with incentivizing 
coupons, relatable humor, and 
customer service contacts.

FrequencY: 1-2 posts per week.

Purpose: Tai Pei’s honest, 
relatable comedy will find its 
home on Twitter. With a steady 
increase in the presence of 
comedic voices from brands on 
Twitter, Tai Pei will further its 
perception of timeliness and 
relevance. 

Opportunity: Leverage digital 
coupons, retweet other relevant 
accounts/social posts, link to 
other Tai Pei online executions. 

Frequency: 2-3 posts per 
week.

Purpose: Millennials are 
shifting away from TV and 
toward YouTube content. Tai Pei 
will capitalize on this by posting 
commercials and behind-
the-scenes brand videos, and 
sponsoring Buzzfeed content 
and YouTube influencers.

Opportunity: Approach our 
target with easily consumable, 
humorous content on a 
platform they’re already highly 
engaged with.

Frequency:  Frequency 
varies. 

Purpose: Tai Pei’s Instagram 
will become the epicenter for 
all things food photography. 
Incorporating unifying aesthetic 
themes like chalkboard, fresh 
ingredients, and Tai Pei entrees 
will entice users and promote Tai 
Pei’s tasty side.  

Opportunity: Tap into 
millennials’ adoration of food 
photography and foodie 
inspiration.

Frequency: 1-2 posts per 
week.
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budget breakdown

15% 15%

10%

9.4%

11.7%

16.3%

28%

8%

14%

10%

15.1%

25.6%

Online Cable ($1,400,000)

Digital Display ($685,000)

Paid Social ($2,560,000)

OOH ($1,511,646)

Executions/In-Store 
($1,113,354)

Production costs ($230,000)

Contingency ($1,000,000)

Media + agency fees 
($1,500,000)

2.3%

11.2%

6.9%

1.5%

Our campaign runs throughout the 2018 fiscal year, April 1, 2017 through March 31, 2018. The three stages of Awareness, Trial, and Loyalty guide 
Meal Opportunists and Efficient Go-Getters through the campaign to achieve Tai Pei’s objectives. To improve the effectiveness of our executions, 
our promoted social posts coincide with the timing of the executions, as shown on the flowchart.  

Our $15M plan will carry out the same strategy and timing as the $10M plan with the additional five cities for our OOH and executions. 
Additionally, we will increase digital commercial spending by 75%, and all other digital spending by 50% nationwide.  

With our campaign, we project a 41% increase in ROI for our $10M plan, and a 66% increase in ROI for our $15M plan. This is due to a $6M - $11M 
increase in ad spending, a 200% increase in impressions, and more direct sales from executions. 

$10M Breakdown $15M Breakdown

Online Cable ($2,450,000)

Digital Display ($1,198,000)

Paid Social ($4,202,000)

OOH ($1,757,713)

Executions/In-Store 
($1,411,037)

Production costs ($230,000)

Contingency ($1,000,000)

Media + agency fees 
($1,500,000)
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MEDIA FLOWCHART

Online Radio
Online Cable
Banner Ads, 320x100

Bus Shelters (and Misters), Billboard

Promoted Social Posts
Google Adwords
Snapchat Local Filters
YouTube Sponsors Package
Buzzfeed
Tai Pei Stacker Snap Ad

Barrel Freezers and Store Cards
Mock Receipts
Sponsored Checkout Lane

Find Your Way with Tai Pei
Tai Pei Escalator
Tai Pei Transport
Finals Freeze
No Line Food Truck
Table for One
Ibotta
Chegg
Food Recovery Network

Freezer Decals

Additional Costs

Executions

In-Store Activation (50-75 Stores)

Paid Digital

Traditional

APRIL JUNE AUG. SEPT. NOV. DEC. FEB. MARCHMAY JULY OCT. JAN.

$2,650,000
$685,000

$1,511,646

$400,000
$650,000
$160,000
$100,000
$230,000
$100,000
$182,400

$180,000
$90,000
$37,500
$50,000

$3,210
$15,000
$4,500
$20,000
$65,444
$5,300
$50,000
$30,000
$50,000

$230,000

65,004,386
138,777,269

200,123,742

49,761,905
58,516,484
28,427,673
6,666,667
3,334,000
20,000,000
10,000,000

8,400,000
3,400.000
1,400,000
2,800,000

6,670,781
15,000,000
850,000
450,000
100,000,000
728,000
100,000
100,000
520,000

721,030,907

$600,000
$975,000
$240,000
$150,000

$150,000
$232,400

$280000
$135,000
$56,250
$75,000

$1,605
$22,500

$50,000
$85,272

$1,198,750
$4,637,500

74,642,857
87,774,726
42,641,509
10,000,000

113,757,676
242,860,221

30,000,000

15,000,000

13,020,000
5,600,000
2,100,000
4,200,000

3,335,391
22,500,000

1,125,000
145,000,000

$1,000,000
$1,500,000

$10,000,000

$1,500,00
$2,250,000

$15,000,000 1,084,705,958

258,845,796$1,757,713

Awareness LoyaltyTrial $10M $15M

Production Cost
Contingency
Media & Agency Fees

Total Cost and impressions

$230,000 3,334,000

$4,500 850,000

$5,300 728,000
$50,000 100,000

$30,000 100,000
$50,000 520,000

$230,000

COST IMPRESSIONS COST IMPRESSIONS
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post testing

While we’re confident in this campaign’s ability to achieve the 
campaign objectives, we concept tested our ideas to confirm 
their validity. We received an overwhelmingly positive response. 
From the big idea, to target audience behaviors, to our creative 
executions, participants were unanimously excited about this 
campaign.

cut the Extra
We asked consumers to fill in the blank in “Cut The Extra ___.” 
86.66% responded with either “Time” or “Effort.” 

Target Audience
Millennials easily identified with these audiences: 
40% identified as Efficient Go-Getters.
33% identified as Meal Opportunists.
26.66% identified as both, depending on schedule.

EXECUTIONS
Food Truck

84.91% said they would participate.
“I think it’s very smart to have this truck at the locations you 
listed. I would definitely try it, especially since there would be no 
lines!” -Julian, 22

Barrel Freezer
100% of participants said they loved this and would definitely 
consider Tai Pei more seriously.
“I would feel more inclined to buy Tai Pei from this than from 
the regular frozen food aisle. It would draw my attention if Tai 
Pei is separate from other frozen food and it would seem more 
authentic if it’s in the asian food section.” -Billy, 23

Partnership
Chegg

“I use Chegg all the time and look forward to the goodies sent 
in the shipments. If Tai Pei coupons were in there, I trust it to be 
good because I trust Chegg as a company.” -Shannon, 20

Overall Campaign Evaluation 
Tools:
The success of our campaign will be evaluated by the following 
tools:

Social listening on all of Tai Pei’s platforms
Tracking links and coupon code redemption
Google Analytics Ad Reports
Doubleclick for Publisher Ad Reports
Multi-Channel Network Wrap Reports
Nielsen, Kantar Media, Experian & Admall media tracking
Focus Groups
Quarterly surveys during campaign

We have set aside 10% of our budget for contingency ($1,000,000 
for the $10M plan & $1,500,000 for the $15M plan) to allow for 
adjustments during the campaign.

Conclusion
We were challenged with the task of making Tai Pei relevant 
to younger millennial consumers. We built a foundation with 
extensive research, a deep understanding of our audience, and 
compelling statistics. By implementing creative executions based 
off of this foundation, we created a campaign that not only 
positions Tai Pei as relevant, but as a product our target simply 
can’t live without. By leveling with our audience and recognizing 
their daily lifestyles and behaviors, we did much more than just 
combat negative perceptions of frozen food: we completely 
shifted the perception of the category itself. 
 
And Tai Pei will be the first to do it.
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