
 

 
MEDIA PLAN 
“Team Fantastic” 

 
 

Andrea Klaban 
Andrew Powell 
Carl Bernardo 

Kyle Janice 
Mauro Orellana 

 
 

All rights reserved. 2017. 

1 



Menu 
 

 
 

Executive Summary pg. 3 

Situational Analysis/Marketing Mix pg. 4-5 

Target Audience pg. 6 

Key Objectives and Goals pg. 7 

Media Objectives pg. 8-10 

Media Strategies pg. 11-13 

Media Tactics pg. 14 

Media Flowchart pg. 15 

Media Budget pg. 16 

Evaluation pg. 17 

Appendix pg. 18 

 

 

 

 

 

2 



 

Executive Summary 
 

Background:  

Tai Pei is a frozen food subsidiary of VIP Foods that started in 1996 with the launch of 
their Sweet & Sour chicken single-serve frozen entree. Since then, Tai Pei has made gradual 
growth in the American frozen food market. 

The Challenge: 

Tai Pei wants to increase their market share among young millennials (18-25 years old) 
in the US. They also want to promote the idea that Tai Pei is a healthy frozen food provider that 
uses organic ingredients. This means that Tai Pei will have to overcome the negative stigma of 
frozen food being unhealthy. 

Our team is given a budget of $12.5 million to reposition Tai Pei as a healthy frozen food 
brand and increase brand awareness and preference among the target audience. We will 
accomplish this task by using a combination of digital and traditional media with peaks during 
select summer months to effectively reach our target audience during their most receptive times. 

Industry Trends: 

There is projected to be very slow growth in the frozen-food industry, with only a 5% 
increase expected in the next 8 years. This indicates that while the industry is not suffering, there 
are some social changes that are leading to an overall slowdown of consumption. This is possibly 
due to a conflict between the health-conscious millennials and the negative stigma associated 
with frozen foods. Since Tai Pei is another brand in the Chinese frozen-food category, it would 
be in our best interest to heavily promote Tai Pei’s healthy benefits in order to increase market 
share and profits. 
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Situational Analysis 
 

Strengths 
 
Tai Pei offers over a dozen different Chinese entrees packed in their signature takeout-style box. 
This gets rid of the need to prepare dishes for the meal, and allows the consumer to enjoy the 
feeling of traditional Chinese takeout. The product itself is straightforward in preparation and 
takes very little time to get ready for consumption. It does not require any additional ingredients, 
although it can be strongly encouraged for the consumer to experiment with combining their own 
flavors. 
 
 
Weaknesses 
 
While Tai Pei does promote healthier options, the actual portion sizes are relatively small. Tai 
Pei also has a low market share and a smaller advertising budget compared to larger, competing 
brands such as PF-Changs and Stouffers. Tai Pei also does not have any brand-specific flavors 
that can differentiate it from competitors, making it harder for the brand to stand out in a 
relatively homogenous market. 
 
 
Opportunities 
 
Younger millennials are interested in authenticity when it comes to ethnic foods. They are also 
more willing to explore new cultures and try new foods compared to their Baby Boomer 
counterparts, but they want to make sure that the origin of their food is fresh. They are more 
health conscious than previous generations, but are unwilling to sacrifice flavor. By promoting 
Tai Pei’s fresh ingredients, we can differentiate ourselves from other Chinese frozen-food 
companies that emphasize substance over anything else. As a relatively new brand in the market, 
we have the opportunity to transform Tai Pei into premiere Chinese experts without needing any 
brand repositioning. 
 
 
Threats 
 
Innovasian Cuisine, a competing Chinese frozen-food brand, runs at around the same market 
price as Tai Pei. PF-Chang’s selection of frozen entrees have a similar taste to their restaurant, 
granting it added authenticity. Kahiki is an all-natural, hormone and GMO free product, which 
also offers gluten free and dairy free options. Within the healthy frozen foods market, Stouffer’s 
and Marie Callender's are the share leaders. In addition, Tai Pei has to compete against other 
frozen ethnic foods. Frozen Thai food makes up about 16% of international food sales a year 
compared to Italian at 53% and Mexican at 44%. 
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Marketing Mix 
 

Product - Tai Pei is a Chinese frozen-food brand that sells its products in a takeout-style 
container. This alleviates the need to set up dishes and streamlines the meal for the busy 
consumer. They currently offer 16 different entree flavors and 10 different appetizers. These 
flavors run the gamut from Sweet & Sour Chicken to Szechuan Beef. While there are plenty of 
options available for the curious consumer, they are relatively traditional Chinese cuisines.  
 
Price - Tai Pei can be purchased for a low price compared to other competing brands. On average, 
a Tai Pei entree box will cost approximately $2.60. This makes Tai Pei easily affordable for the 
stingy millennial, placing it roughly around a dollar below other brands such as Kahiki and 
PF-Changs. We can use this low price point to remove barrier to entry and entice trial purchases. 
 
Place - Tai Pei can be found in many different grocery stores including Wal-Mart, Super Target, 
Publix, and Winn-Dixie. While it is not yet an all-encompassing brand, these locations are among 
the largest retail and grocery stores in the US. Publix and Wal-Mart are especially high in Florida 
where three of our DMAs are situated. This enables us to effectively provide Tai Pei products to a 
large amount of our target audience. 
 
Promotion - Tai Pei has done online promotions on several coupon websites such as 
Couponcabin, Coupon Sherpa, and Lozo. The promotional outreach provided by these coupon 
websites allow the user to purchase Tai Pei products at a significantly lower price, further 
reducing the barrier to entry and initiating a trial.  
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Target Audience  
 

Young Millennials aged 18-24 living in West and East DMAs (urban locations). They come 
from middle-income homes, preferably with siblings and are often employed part-time. 

These millennials are also heavy mobile users that try to stay connected to their social links with 
little interest in cooking formal meals. They see ethnic foods as exciting and are willing to 
experiment with flavors.  

 

Rationale:  

Our target audience comes from middle-income families, which would have exposed them to 
Chinese food during their childhood. A sibling household would increase the likelihood of them 
consuming frozen foods as a source of easy and affordable meals. We chose millennials living in 
West and East DMAs, primarily along coast states, as that is the most receptive population for 
our Tai Pei brand.  

It is important that we understand the underlying mentality for these younger millennials. Since 
they are often in college, or just starting their careers, they are going to be busy on a daily basis. 
This lifestyle makes them more agreeable to the notion of affordable, yet healthy frozen foods. 
We had also chosen to create a personality segment that targets single millennials as opposed to 
married couples since research indicates that single individuals are more likely to consume 
frozen foods.  

Since younger millennials are more adventurous when it comes to sampling ethnic cuisine, we 
want to capitalize on Tai Pei’s authenticity. Our target audience also greatly values the 
convenience that their mobile devices grants them, which gives us a good entry via digital media 
types. The brand combines flavor with convenience and health to create a package unlike other 
Chinese frozen foods.  
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Key Objectives and Goals 
 
Grab target audience attention: 

We are aiming to grab our target audience’s attention with Tai Pei’s price point. We 
know millennials aged 18-24 are dealing with tighter budgets compared to other age 
groups, so we aim to cater to them by being one of the cheapest brands in the frozen-food 
market. 
  

Build Tai Pei brand awareness: 
Brand awareness is crucial for Tai Pei, especially with the lack of social media awareness 
they currently have. With more social media outlets and an increased advertising 
frequency, we aim for an improved brand awareness amongst the younger millennial 
audience.  
 

Increase product recognition: 
Tai Pei currently has little share of the shelf space in retail stores. We seek to rectify this 
limitation by improving product recognition and preference for Tai Pei, consequently 
leading to increased demand and larger shelf space. Without proper visual dominance in 
grocery aisles, it would be difficult for Tai Pei to overshadow its competitors.  
 

Build sales and profit: 
Even though there has been a slow growth in frozen food sales over the last ten years, we 
aim to build sales and profits by emphasizing Tai Pei’s strengths, including its price and 
healthy ingredients. Increased sales would allow Tai Pei to increase future advertising 
budgets and improve its standing within the Chinese frozen-food market.  
 

Promote Tai Pei as a healthy option: 
Since our target audience is extremely health-conscious compared to their Baby Boomer 
counterparts, it would be prudent for us to promote Tai Pei’s healthy ingredients and 
benefits. This will help bridge the gap between frozen Chinese food and dietary dishes 
such as Lean Cuisine and Stouffer's, essentially establishing Tai Pei as a dominant figure 
in the healthy Chinese frozen-food subcategory.  
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Media Objectives 
Reach  

Our goal is to reach an average of 70-75% of millennials in our target audience. Not only is this 
mid-sized goal more achievable with our given budget of $12.5 million, it allows us to focus 
more on the frequency of the advertising message. This reach gives us an audience of 
approximately 33% of the US population. 

 

Frequency  

Our goal is to have a high frequency of 6-8 per 4 weeks. 5-6 different media channels running 
the Tai Pei advertising at a time whether it be radio or television, should promote the most 
exposure to the brand. We can set aside an allotted time of 5 months, between March and July, to 
increase our advertising frequency. The product differentiation between our direct competitors is 
low (sharing very similar flavors and dishes), so we have to make sure that Tai Pei stands out as 
the most authentic. 

 

Rationale 

We need to show that Tai Pei is an expert at Chinese food. Our primary concern with this 
campaign is to increase the frequency of Tai Pei exposure within the DMAs where our main 
target audience is located (e.g. Chicago and Philadelphia). Since there are many other competing 
Chinese frozen-food brands in the market, it would be necessary to dictate the tone and image of 
Tai Pei immediately to our core target audience (according to 80/20 rule). Reaching out to a 
massive audience would prove to be counter-productive if the message becomes diluted against 
the competing messages. 
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Media Objectives (cont.) 
Spot Coverage  
 
Top 20 DMAs 
New York, Los Angeles, Chicago, Philadelphia, Dallas-Ft. Worth, San Francisco, Washington 
D.C., Boston, Atlanta, Houston, Tampa-St. Pete, Phoenix, Detroit, Seattle-Tacoma, 
Minneapolis-St. Paul, Miami-Ft. Lauderdale, Denver, Cleveland-Akron, Orlando-Daytona 
Beach, Sacramento 
 
We chose these top 20 DMAs based on their large millennial populations. Many of these DMAs 
are near major universities and colleges, which means a busy youth that is constantly looking for 
affordable and easy-to-prepare meals. Many of these DMAs are found near coast states which 
tend to have a lot of minority groups such as Hispanics (Florida) and Asians (California). This is 
advantageous to our campaign since research has shown that minority groups within millennials 
are most likely to be interested in Asian cuisine. 
 
These DMAs also contain major urban cities which have the highest influx of millennials 
moving in from the suburbs. Consequently, we can focus our efforts on a small group of areas 
which has the potential to reach approximately 44% of the American population. Given our 
budget and the possibility of these young millennials to spread Tai Pei brand awareness to 
families in other regions, it is an effective spot coverage of the US market. 
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Media Objectives (cont.) 
 
Continuity: A pulsing continuity, with peak advertising between March and July. 

 

We chose a pulsing continuity with peak summer months in order to help promote Tai 
Pei as a healthy food option for young millennials. Our research indicated that March was when 
frozen foods were at their peak freshness. This also correlated with March being the National 
Frozen Food month in the US, promoting the idea of healthiness across the frozen food category.  

Originally, we had thought about choosing the Fall and Spring months to be the peak 
months of the campaign, but those are the months with the most family-oriented holidays. 
Beginning in October, the Fall sees many students traveling back home to be with family. This 
would potentially muddle Tai Pei’s message with the multitude of advertising during these 
months that emphasize home-cooked meals. 

We had also noted that while summer may be when traditional college semesters end, 
more millennials are taking summer courses. This would indicate that they will remain busy and 
continue to require affordable foods. Particularly in the Florida DMAs, the recent Bright Futures 
scholarship bill may entice more students to take summer courses. In addition, summer is when 
most millennials are traveling, taking on internships, or working. All this travel will prime them 
for our chosen media types, which are outdoor and digital. 
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Media Strategies 
 

Outdoor – Billboards throughout metropolitan and busy communal areas. We will also post 
annual, in-store posters on shopping carts and booths to set up in grocery store aisles. This 
outdoor schedule is projected to generate 3,250 GRPs.  
● Outdoor advertising generates high frequency during heavy-traffic commutes. 
● Strategic placements near supermarkets and retail stores allows us to prime the target 

audience with the brand name prior to purchase, or incite the need for purchase at key 
times (such as during lunch or late-evening drives) 

● Product awareness and recognition, especially against the sea of competing messages. 
 

 Outdoor advertising has the ability to be more versatile in its approach and engage the 
target audience by involving them in the advertising. Since most of our target audience are very 
digital savvy, we can use digital outdoor advertising to get them to interact with the brand. 
Outdoor advertising has been playing a more prominent role in recent years, due to its 
combination with social media and digital advertising. There have been a greater degree of user 
interactivity that increases brand retention, which would be especially fruitful for a relatively 
new company in the frozen-food market. Outdoor advertising also stays prevalent 24/7, which 
means that travelers will always be exposed to them in some way. Young millennial commuters 
would be especially fruitful for outdoor advertising that appears in subways, bus stations, or local 
parks. Not only are young millennials primed during their commutes, they can be exposed to 
outdoor advertising in a way that does not resemble traditional advertising. This can help ease 
the audience into the Tai Pei brand much more effectively. 

 

Television (Cable) Network – Late night spot 

According to an article from the New York Times, young millennials are more likely to 
stay up later than baby boomers. Late night shows such as “Jimmy Fallon” accrue a large 
millennial viewership as well, which gives us greater access to our target audience. Since their 
viewership comprises a majority of our target audience, we have the opportunity to be more 
selective with our brand message. In addition, television has the ability to convey great sound, 
movement, and color which lends a better sense of credibility and appeal. This enables us to 
show the actual Tai Pei product in action, conveying its flavor with impact on the screen. 
Television also allows us attach a vibrant personality to the brand, which can potentially attract 
more young millennials who enjoy relatable characters.  
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Media Strategies (cont.) 
 

Targeted Internet –  

A majority of our target audience use mobile devices to access the Internet on a daily 
basis, giving Tai Pei a good point of entry. Internet banners are available 24/7, giving them the 
same longevity of outdoor advertising while being available to our audience at a moment’s 
notice. In addition, targeted Internet sites must be accessed by special interest, thus making our 
viewers already more receptive towards the message. This circumvents the need to persuade the 
viewer to be interested in the product category since their interests already align with Tai Pei. 

In addition, the Internet has a high degree of measurability, ranging from click-through 
rates to conversion rates. This allows us to accurately and efficiently monitor the activities of the 
target audience in relation to our advertising efforts. Consequently, Internet sites allow us to 
easily change or update information based on the current effectiveness of our campaign. We will 
be able to adapt to the ever-changing Internet landscape and social activities of young millennials 
with relatively low production cost. 
 

Direct Mail –  
According to emarketer.org, millennials between the 18 and 25 years old love coupons, 

whether online through applications or direct mail. By implementing the use of direct mail, we 
can provide incentives for our target audience to try out the Tai Pei brand. Given an almost 
homogenous market, these sales promotions would help tip audience favor towards Tai Pei and 
place it in the forefront of the audience consciousness. Direct mail is also very target selective, 
meaning that we can choose households that follow an archetypal pattern that follows our target 
audience. This enables us to tailor each promotional item to that user, giving them a greater sense 
of believability and credibility.  

We are also able to provide more details through direct mail in comparison to shorter 
television or online spots. For the wary buyer, this is where we can convey all of the necessary 
information about the Tai Pei brand and lead them to point of purchase. Since direct mail does 
not rely on another carrier medium for support, it is non-obtrusive and does not compete with 
any editorial content. This also gives us greater flexibility with the creative content that we can 
show in direct mail. 
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Media Strategies (cont.) 
 
Direct Email –  

Similar to direct mail, direct email allows us to send promotional material directly to 
consumers, which they can redeem at local stores. Direct email is inexpensive and 
demographically selective based on the user’s browsing history and online activities, allowing us 
to personalize the message to the individual. We can effectively reach consumers who are more 
receptive towards Tai Pei and persuade them into point of trial. In addition, direct email is highly 
measurable with click-through rates cross-referenced with in-store purchases. It is a more 
inexpensive version of direct mail that can be read at the user’s leisure or passed-along to friends 
and colleagues.  
 
Online (Video sites) –  

Quick 10-15 second videos that will appear on social media outlets such as Facebook, 
Youtube, Instagram, and Hulu. These video sites allow for greater freedom with video content, 
ranging from traditional, high-budget productions to low-range guerrilla style. Similarly, this 
gives us the option to create a narrative that leads into an overarching message for the Tai Pei 
brand without being constrained by television runtimes. A popular example of this would be 
ARGs (Alternate Reality Games), which use the real world as a medium for fictional storytelling. 
By doing so, we can further engage our target audience by involving them in our brand’s 
campaign story. In addition, online video sites have the potential to become trending and viral 
campaigns. The involvement with the community can also lend more authenticity to the brand 
image from a user’s perspective, especially with the growing popularity of food-based video 
channels on YouTube. By partnering with popular channels, we can reach out to more of our 
audience (going as far as adjacent age ranges) without appearing like traditional advertising. 
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Media Tactics 
 
Outdoor 
Outdoor presents us with the some of the most creative freedom in comparison to other traditional media.  

● Full-sized billboards along highways such as I275 in Florida in order to reach our target 
audience during their commutes. We will also place billboards near retail centers such as 
Wal-Mart and Publix. 

● Posters and signage on retail carts 
● Interactive digital posters on subway stations and bus stops 
● Interactive statues in public parks and outdoor spaces 

Television (Cable) 
● Late night television (11:00pm to 2:00am; 00:30 spots) 

○ The Late Show with Stephen Colbert (CBS) 11:35pm-12:35am 
○ The Late Late Show with James Corden (CBS) 12:30am-1:30am 
○ The Daily Show (CC) 11:00pm-11:30pm 
○ E! News (E!) 11:00pm-12:00am 

Targeted Internet 
Digital will include social media outlets such as Twitter, Instagram, and Facebook, as well as website 
banners. Some sites we have chosen are listed below: 

● Walmart.com 
● Publix.com 
● Target.com 
● Winndixie.com 
● Tripadvisor.com 

Direct Mail 
Presenting our audience coupons and similar promotional material will be critical to incentivizing trial 
purchase. Having these coupons available to our target audience at grocery stores will give Tai Pei a 
competitive edge. 

● Coupons may include, but are not limited to: 
○ Buy 1 Get 1 50% Off/Free 
○ 20% Off Tai Pei Entree 

 
Direct Email 
Similar to direct mail, where we give out coupons and other promotional material for Tai Pei based on 
browsing history and online activities. 
 
Online (Video Sites) 

● YouTube.com 
○ Paid promotions and involvement with community figureheads for 

word-of-mouth spread. 
○ 10-15 second, no-skip video ads on videos involving Asian culture and trending 

topics. 
● Hulu.com 

○ 15-second video ad on popular shows such as “Into the Badlands”  
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Media Flowchart  
Total budget: $12,500,000 
Money allocated: $12,499,604 
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Media Budget 
 
Total campaign budget: $12,500,000 
 
Total outdoor expenditures: $2,240,960 

High months: $302,155 
Low months: $224,655 
 

Total other expenditures: $10,258,644 
 
Total campaign expenditures: $12,499,604 
 

Outdoor DMAs 
Chicago - Philadelphia - Dallas - San Francisco - Atlanta - Houston 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

Internet media budget during low months (August-April) and high months (March-July) 
Total Budget allocation excluding digital   
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Evaluation 
 
We can evaluate the performance of the advertising campaign by monitoring the Tai Pei sales in 
the subsequent 6 months. We will also monitor the social media buzz for Tai Pei, including video 
publishing sites such as YouTube. A greater social presence would indicate that our young 
millennial target audience is receptive and engaged with the brand message. The more Tai Pei 
plays a role in this sphere, the greater the chances are of overcoming the competing messages. 
 
In the subsequent 6 months after the campaign, we will conduct surveys on young millennials in 
the target DMAs to determine if brand recognition and preference has increased or remained the 
same. The increased use of advertising for Tai Pei is expected to lead to greater sales and an 
increase in brand preference among young millennials. In comparison to its competitors, Tai Pei 
will be portrayed as more affordable and a viable healthy option for the health-conscious 
millennial audience. 
 
Beyond the 6-month period after the campaign, we will continue to monitor sales and brand 
preferences for Tai Pei using intermittent surveys and questionnaires. We will also monitor Tai 
Pei’s social presence and make sure that the brand image is positioned properly. 
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Appendix 
 
www.frbuyer.com 
 
 http://thekrazycouponlady.com/2015/03/05/tai-pei-1-50-kroger/ 
 
https://www.statista.com/statistics/186178/top-single-serve-frozen-dinner-and-entree-brands/ 
 
 http://academic.mintel.com.ezproxy.lib.usf.edu/display/808695/?highlight 
 
 http://academic.mintel.com.ezproxy.lib.usf.edu/display/793039/ 
 
Marketwatch.com 
 
Emarketer.org 
 
http://www.ala-national.org/assets/research_center/HT_Cold_facts_Spring_2012_MR.pdf 

cookinglight.com/eating-smart/nutrition-101/march-frozen-food-month 
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