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In 1996, Tai Pei hit the shelves. This frozen Chinese food company offers de-
licious, single serve entrees, snacks, and appetizers in an array of styles. The 

current market is the Gen-X, lower-to-middle class demographic. Shifting into 
a new target market of 18-25 the “millennials” open an untapped opportunity 
for Tai Pei to advertise to this group. Media expenditures within the industry 
allocated cable television 39% of the total advertising budget, while syndica-
tion received 13%, network television was given 12%, internet was given 14%, 

and magazines 17%. 5
Tai Pei’s advertising budget totaled at $3.5-4 million last fiscal year.

In 2016, the frozen food industry accounted for over $4 billion in sales. Top 
sellers in this category included Lean Cuisine and Stouffers. Tai Pei ranked 11th 
in the industry for brand sales, and 3rd in the Asian frozen food single serve 

entree, just behind the two leaders. These two have sales 9 times higher than 
Tai Pei. Based off consumer surveys rating single-serve frozen entrees, Tai Pei 
rates at the bottom, just above Atkins and Kid Cuisine. Their sales for the last 
12 weeks of the period are 21.3% below last year. The industry over previous 

years has begun favoring lines with all-natural options, like Amy’s Kitchen and 
Evol. Trying to adapt to these trends, Tai Pei has revolutionized their recipes 

for the new product line, by removing MSG. 

About the Frozen Food Industry

About Tai Pei

Situational Analysis



The challenge is to engage millenials in purchasing Tai Pei.  In order 
to gain insight into a typical millennial’s preferences in a frozen food 

brand, interviews were conducted, and financialdemographic data was 
gathered. The following are the key insights gained from the research.

K e y  I n s i g h t s

Discovery 
Millennials enjoy the process known as “discovery” which consists of trying new things, specif-
ically cuisines, and looking for outlets of expression and reflection. Breaks from monotony are 
important and the more any experience seems like an adventure, the better. Research shows 

that 88% of millennials are interested in trying new cuisine 1, not only should the food be posi-
tioned as unique and adventurous, but the media should be presented in a way that’s deemed 

fresh and exciting. 

Value Shoppers 
Millennial consumers are looking for opportunities to save money.In fact, 8 and 10 millennials are 
identified as value shoppers while 36% admit to using coupons. Millennials have also increased 
their usage of discounts of all forms more so than any demographic. Increased cost was cited 

as the number one reason people buy less frozen single-serve entrees.  The lower cost of Tai Pei 
serves as a point of differentiation from other single-serve brands.  

Time as a Commodity
Among those interviewed from Tai Pei’s previous target audience, the number one cited 

reason for their purchase of frozen food was time. The ease of popping a bowl in the 
microwave and eating it in minutes is a valuable selling point. Time is still incredibly valu-
able to millennials as balancing school, jobs, and a social life can be challenging. Addi-
tionally, millennial consumers are much more willing to eat out regularly as part of their 

discovery and time to socialize with friends and family. 

Media Exposure- Streaming and Guerilla
Millennials spend 31% of their spare time watching TV and 21% of their time listening to music. 

This proves that purchasing time on broadcast TV and streaming services are an important form 
to reach our new target market.  Additionally, research shows that millennials spend 28% of their 
time connecting with friends. This campaign’s various Guerilla events will help the target audi-
ence to socialize and thus become talking points for mouth-to-mouth, and digital content for 

social media marketing. 

Brand Loyalty Maintained Through Continuous Connection
Building brand loyalty comes after the consumer interacts with the ads, or sees them on social 
media sites. While the number is declining, 41% of millennials use Facebook every day. YouTube, 
Twitter, Snapchat, Instagram were all deemed more popular, with 34% using Instagram daily and 

30% using Snapchat daily. 3 These are the social medias to target.

The Challenge



Strengths

Weaknesses

Opportunities

Threats

• Present since 1996, Tai Pei has established itself in the frozen food aisle. 
• With 16 full meals and 8 appetizers, that can be ready in minutes, there are 

enough products for every taste
• The product holds an affordable price point in comparison with other brands.
• Tai Pei offers an attractive and colorful package that stands out on the aisle.

• It is sold in all major stores and retailers with a frozen aisle.
• Easy-to-make food that provides you with the same experience as ordering 

takeout. 

• Tai Pei ranks 3rd in all single-serve Asian frozen entrees, and annual sales have 
been decreasing in the previous year. 

• The frozen food industry is declining in all areas, as demand shifts to healthier 
options.

• The quality holds a negative image in the public eye.

• With the recent development of new products being released, Tai Pei is providing 
consumers with more variety.

• The company could reach out to different retailers than their consumers are used 
to, like Walmart. 

• Co-branding with colleges/universities will be a necessary tactic to reach the new 
target market.

• There is an uncertainty for the frozen food industry.
• The company is susceptible to rises in costs of food production as they switch to 

a higher end product. 
• New Asian single-serve brands have increased competition for Tai Pei since it’s 

start in 1996.



To increase sales by 3% each quarter
This is a realistic goal, as we begin to implement the 

campaign targeted at a new market. Through guerilla 
marketing tactics, print ads, billboards, sweepstakes and 
other media, millennials will gain a new perception of Tai 

Pei as a brand.  

Marketing 
Objectives

Budget

The budget for Tai Pei Timeout is distributed among various forms 
of media in a way that will give us the best chance to reach our 
target millennial audience. The largest portion of our budget is 
attributed to digital media since it is the most commonly platform 
which will cover social media such as Twitter, Facebook, and In-
stagram and entertainment media such as Hulu and Spotify. We 
also put a large portion into traditional media including network 
television, cable television, print, outdoor, and in store through 
the most popular media outlets among millennials such as NBC, 
ABC, ESPN, TBS, Seventeen, etc. Additionally, we will be includ-
ing a strong guerilla marketing campaign,  contingency, and 
production costs with the rest of our budget. We will also post on 
several social media accounts, but that will come at no additional 
cost.





Marketing
Promotion

Tai Pei Timeout tells our millennial target market that they are allowed to take 
a break from the other frozen food items while giving them a chance to break 

free from the mundane ordinary college life. We hope to communicate this 
idea through creative advertising and media.

Advertising
In order to reach our millennial audience, this campaign will be promoted in 
several ways. Our advertisements will be found on billboards, magazines, as 

well as sites like Buzzfeed, Elite Daily, and Spotify. These are all sites that mil-
lennials frequently visit and will respond well to. The ads may seem random 
however, it is the randomness that makes them consistent and our target 

market will start to recognize them as Tai Pei after the first few weeks of the 

release date of our campaign. 

Media
This campaign will specifically create short commercials for Hulu shows and 

movies. The commercial will be random, colorful, and will keep the mind       

occupied as it encourages them to take a break from the everyday life.

Sales Promotion
Tai Pei will team up with Walmart to hold weekly sweepstakes for college 

students to win getaway vacations to Cancun, Hawaii, Puerto Rico, Amster-
dam, Paris, and Rome-just to name a few. This is a feasible way for college 

students to become personally invested in the brand. Walmart will also give 
college students coupons to reduce the cost of Tai Pei products. This will en-

tice them to buy them and tell their friends.

Direct Marketing
Those who enter our sweepstakes will be required to give specific informa-
tion to Tai Pei (name, address, phone number, and options to connect on 

social media). This is how Tai Pei will connect directly with consumers. The 
brand will not be intrusive and will be professional in sending text messages 

and other advertisements via social media. This is a way for the target market 
to feel a more personal connection with Tai Pei. 



Strategy
Event Marketing

The events of this campaign will create a stir and excitement within our target 
market. The first event Tai Pei will be sponsoring is bar trivia at one bar in each 

big college town. This will take place several nights throughout the semester and 
there will be several student winners who advance onto a regional Tai Pei Bar 

Trivia event where they will compete with students from other universities. Those 
winners will go onto a national contest and the ultimate winner will be given a full 

expense paid trip to Tai Pei, Taiwan. This campaign will also feature giant slip n’ 
slides and bouncy houses in the middle of select college campuses during stress-

ful times, like exam week. This will be a way for college students to give their 
brain a break from their exhausting schedule, as well as help them to fall in love 

with Tai Pei.

Product
There will be no change in product or packaging as this is one of 

the selling points. 

Price
There will be no change in price as this is one of the selling points 

of Tai Pei.

Rationale
The advertising in this campaign specifically reaches our target 
audience because it encourages them to explore and take time 
for themselves, while enjoying an alternative frozen food option. 
Complete with vacation sweepstakes, grocery coupons, outra-
geously fun events like bouncy houses and slip n’ slides, and di-

rect marketing, this strategy will hit home with young people just 
starting out in the world. 



Target Audience
Our target audience for the Tai Pei Timeout campaign is college students, 

whose ages range from 18 to 25. We’re looking for consumers who are 

self-sufficient and able to lead fulfilling lives while attending school. 

                           Bob
 

 

      Kara

Advertising

22
Student at a Indiana State Univeristy

Studies sports marketing
17 hours of class/week and part time 

job 25 hours/week
Pays for tuition by himself

Little time to relax and be with 
friends. 

Enjoys ESPN and TBS
Love to travel to new places 

21
Student at Ohio State University

Double major in Finance and Banking and 
Management

 Involved in the International Ambassador 
program 

Treasurer of the International Business 
Club

Study abroad recipient to Sevilla, Spain. 



Creative
Objective

To establish a more stable market space within the frozen food industry for Tai Pei, 

and create an identity as a new, easy, affordable product. 

Strategy
To convince our target audience to purchase Tai Pei, instead of other frozen food 
competitors because Tai Pei takes the consumer away from the frozen food norm.
We provide a cuisine that is affordable for our target audience, yet creates a new 

and exciting dish that encourages them to break out of their shells and try unknown 

things. 

Support
Tai Pei is providing a different cuisine to experience, which appeals to our audiences 
craving for adventure. We are providing our targeted millennials with a product that 
appeals to their desire to save money, as discussed in the research. Another appeal 
is saving our consumers time as they deal with their hectic schedules, which usually 

lead to a reliance on take out.

Consideration
While the main focus of our campaign is to show how consumers can take a time-

out from their average frozen meals with an easily prepared dish, it is also important 
to cover how affordable our product is. Being one of the lowest priced frozen en-
trees on the market, creates an easy reason for consumers to buy. Less money be-
ing spent on groceries, puts more money in their pocket for enjoyable activities like 

described in our advertisements. 

Tone
Our tone for the campaign is encouraging towards our audience. We want to help 

our target break out of their shells and gain new experiences, not only through eat-
ing, but through different activities which they can participate in during all the time 

they save from cooking. 
Rationale

The way the Timeout campaign positions Tai Pei’s entrees as a break from normal 
frozen foods, creates a desire within millennials to try new things. Tai Pei is different 
than the competition, we have been able to achieve this idea and grab millennials 
attention through a randomized campaign process that differentiates itself from 
normal advertisements. Creating a timeout from the monotonous everyday tasks, 

with zany and random advertisements helps make Tai Pei memorable and fun.

Tactics
Our campaign chooses to focus on the aspect of randomness and surprise to keep 
our audience on their feet. These advertisements are meant to grab potential con-
sumers attention and make them remember Tai Pei as a brand when they are com-

pleting their grocery shopping. 



Objectives
 Gaining more exposure is vital for this campaign to be successful. 
While aiming to reach college students our future sweepstakes, print ads, 

events, and social media outlets we believe that an estimated 60% in-
crease in exposure is possible. In order to expand even further, our Time-
out events, which will be located on select college campuses throughout 
the school semester, will generate a profitable amount of earned media 

coverage. Lastly,  we believe that in-store promotions located at Walmarts 
close to college campuses will also expose students to the brand on mul-

tiple occasions. 

 Target Audience
 We have made it our mission to fully understand the segments with-

in our target audience as well as what goes into their buying decisions, 
how they feel about frozen food, and what occasions they would consider 

buying frozen food. 
In a recent case study, it was determined that college students spend 
most of their money at grocery stores. It was also found that the two 
main factors that are most important to college students are conve-

nience-related  and pricing. Each segment of our target audience want 
affordable products, convenience, and efficiency.

iii)  Seasonality
Sales for Tai Pei are expected to be best during latent fall and spring due 

to the scheduling of exams for schools, because students will be busy 
studying and will need an affordable and easy to make meal to consume. 

iv)  Continuity, Flighting
Because Tai Pei can be available throughout every season, there will be a 
pulsing media presence throughout the fiscal year, with an increase in fre-

quency throughout the more profitable months.
v)    Creative Constraints

An effective medium to sell the product will be visuals representing the 
activities you could be doing during your Tai Pei Timeout, as well as visu-

als of the variety of flavors that Tai Pei offers. 

Advertising Media



Media Strategy
Through thorough research about the Tai Pei brand, 

as well as our new target audience, we have the 
best plan for creating a larger customer base that 
will become loyal to Tai Pei Frozen Asian Food. In 
order to attract more attention the current adver-
tising for Tai Pai needs to drastically change. With 

a whole new look for the advertising campaign and 
feel to the brand, Tai Pei has a chance of being suc-

cessful. 

Throughout the duration of the campaign, our me-
dia plan will be seen by college students through 

our unique and creative advertising executions. Our 
campaign will include; weekly sweepstakes, in-store 

advertising, and events within select college
 campuses stakes. 

Advertising Media



Paid Media
Cable/Digital 

Through thorough research about the Tai Pei brand, as well as our new tar-
get audience, we have the best plan for creating a larger customer base 

that will become loyal to Tai Pei Frozen Asian Food. In order to attract more 
attention the current advertising for Tai Pai needs to drastically change. 

With a whole new look for the advertising campaign and feel to the brand, 
Tai Pei has a chance of being successful. 

Throughout the duration of the campaign, our media plan will be seen by 
college students through our unique and creative advertising executions. 
Our campaign will include; weekly sweepstakes, in-store advertising, and 

events within select college campuses.

In-Store Promotions
 In all Walmart stores during our campaign tables will be set up in 

designated areas with a Tai Pei representative explaining the benefits of 
the product. The set up for the display will be bright and eye catching to 
capture the attention of shoppers. Stickers, coupons and applications for 

sweepstakes will also be located at the stands. 

Media Plan



Social Media

With activation of the millenial demographic in mind, we will utilizesocial 
media outlets. Facebook, Instagram, Twitter, and Youtube will be used to 
share information about TaiPei, with the creative objective to keep them 

somewhat odd in comparison to most social media.



Advertising Media
Outdoor Advertising 



Print Advertising 

The outdoor media is primarily comprised of billboards. The bill-
boards show a visual representation of the product, while putting 

the concept of Tai Pei in a transportive context, in conjunction 
with the location of roads.

The magazine print ads above use more complicated back 
grounds to get the viewers attention. They show examples of the 

product and take stylistic licenses when visualizing the “break 
from the norm” that the Tai Pei TImeout is.



TV Storyboard
This storyboard showcases one of the television spots we 
have created for the Tai-Pei TimeOut campaign. It features 
a stereotypical millennial woman--busy between work and 

school and just life in general, which we hope will be a relat-
able scenario for our target audience.



Guerilla Marketing 

Tai Pei will hold multiple events toward the end of the semester for 
stressed college students. Both the Slip N’Slides and Bounce Hous-

es will provide a fun way for Tai Pei’s target consumer to relieve 
stress. 

Spotify Advertisements 

“Just like Tai Pei offers you a timeout from your starn-
dard frozen cuisine, we now present you a timeout from 

your standard playlist.”  

*Sounds from the rainforest play for 10 seconds*

“Affordable, easy-to-make, flavorful. Take a Tai Pei 
Timeout. “



The current marketing campaign relies heavily on social media 
presence, with almost no video advertisements. Focusing on 

Generation X, Tai Pei plays heavily into the stereotypical Asian 
culture, as the focal point seems to be a fortune cookie. The 
objective is centered around each box embodying good for-

tune that is achievable by consuming Tai Pei’s products. 

Testing:

Evaluation

The success of our campaign will be measured in many 
ways. One being monthly surveys of consumers’ awareness 

and consideration of Tai Pei at major retailers. In addition, we 
also will monitor the following activity to ensure the 

continued efficiency of the campaign: 

-Recording attendance and participation at promotional 
events.

-Tracking third party data regarding print media and TV 
commercial reach.

-Monitoring Tai Pei sales data as time goes on to measure 
the impact the campaign has on revenue.

-Tracking the usage of digital and non-digital coupons to 
help determine what tactics help consumers to buy Tai Pei 

products. 
Built-in social media analytics will be used to measure the 
impressions, interactions and overall effectivweness of the 

campaign’s social media efforts. 
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