
TEAM #409

we get it:
they say it’s just a hot dog.
PEOPLE SHOOT THEM OUT OF CANNONS 
and SHOVE THEM TO the BACK OF THE FRIDGE. 
THEY’RE THE SOURCE OF ENDLESS JOKES.
tube steak, anyone?
and you can laugh, sure. but we ask you this:
where would we be without the hot dog? 
think of the holes left in american life.
What would you be holding?
you challenged us to pull the hot dog from 
the shadows of the fridge to center stage.
some may say it can’t be done. we say:
hold the mustard, we got work to do.
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challenges

objectives

We spent months conducting 
extensive research to understand  
our consumers, the hot dog category, 
and Wienerschnitzel. Our consumer 
and product insights laid a strong 
foundation for creative direction  
and tested creative executions. 

 

260 hot 
dogs eaten 50 intercepts

1,680 hours
of food diaries

35 FOCUS GROUP 
PARTICIPANTS

895 surveys

20 FACES MAPPED FOR
AD-CONCEPT TESTINGS

45 smell 
tests

1426 Simmons 
Data Points
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CHALLENGES & METHODOLOGY 

READY, SET, DOG.

250M Americans consumed hot dogs in 2017, but this 
number is projected to decrease in the upcoming 
years (case study).

4-5% increase in Wienerschnitzel same store 
sales (case study).

28% positive, 47% neutral, 25% negative from 
2018 online social sentiment (case study).

Negative social sentiment and flat sales are a result of misconceptions  
surrounding the hot dog:

- They are made from lips, snouts and leftover remnants of animals after 
they have been slaughtered.

- They are one of the unhealthiest things you can eat.
- They are the most basic food.

Our ultimate challenge is 
to elevate the perception of the hot dog.  

Generate at least a 15% increase in positive social sentiment around the hot dog. This score is based on a combination of social listening and sentiment 

analysis using algorithms in natural language processing. We will also increase primary demand by 25% among Trendmakers and Connectors. Finally, we will 

increase the number of Wienerschnitzel customers by 20% over the next two years and increase the brand equity score by 11% or higher.



We discovered that consumers are overwhelmed by:

Therefore, consumers choose to reward themselves with comforts and little luxuries.

BUNDAMENTAL:
We found that there are two 
audiences who feel these  
pain points the most:  
Trendmakers and Connectors, 
identified by Wienerschnitzel.

say talking about politics with 
people they disagree with  
is generally stressful and  
frustrating (Pew Research Center).

say they “find the world to 
be increasingly complex”, up 
from 56% in 2012 (Mindshare).

53%

67%
A divisive political environmentAn increasingly digital world Nutritional obsessions

tried to moderate their 
digital consumption in 
some way (Digiday). 37%

believe that this is the lowest 
point in our nation’s history 
(Mindshare).  59%76% claim to read packaging 

labels carefully for nutrition 
content (Nielsen).

follow a specific diet, up 8% 
points from 2016 (Nielsen).

70%
growth has been seen by Google 
in watch time for videos related to 
“relaxing” in the past 12 months
(Think with Google).

use content and entertainment to 
take their minds off negative things 
going on in the world (Mindshare).63%

REASONS why 
they eat 
comfort foods (Nielsen)

to improve their moods

as a reward

reduce stress
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Researching current trends in our culture showed the troubles that all Americans are facing. While there are certain subsets in our audience that 
will influence the rest, it is important to understand the larger context in which they live in. 

64%
44% 53%

CULTURAL CONTEXT 

THE AMERICAN FRUSTRATION
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trendmakers CONNECTORS

Trendmakers - who most closely align with  
Millennials - thrive on seeking out the newest and 
most talked about, whether it’s trendy restaurants 
or the latest tech. Trendmakers deal with the 
pressure of having to be constantly “in the know.” 
Constantly being marketed to, this group shrugs 
off artificiality and relishes authenticity. 

Ages 25 - 35
THE social climbers

>
>

CONNECTORS - Aging out of young adulthood, the 
established Connectors - who best align with  
Generation X - juggle careers and family while 
looking forward to everyday luxuries. Similarly to 
Trendmakers, TV shows strongly influence this 
group. Connectors seek harmony and comfort in  
a world filled with disarray and choose to spend 
time and money for good cause.

Ages 45 - 55
THE balanced, family folk

>
>

““
I have an incredibly busy schedule. The only way I can shut off  
my brain is to turning on the TV and watching my favorite shows.
- MaLe, 27, DC

60% like to try new menu items (case study).

40% of Connectors prefer to dine at places they know  
and trust - no frills, consistent, simple and honest 
(case study).

50% of Connectors love cooking and 40% prefer a home 
cooked meal (case study).

20% of Gen-Xers say they expect to increase their  
philanthropic giving in the coming year (case study).

““
I feel like I’m at the point in my life when everything is just 
overwhelming. Kids, work, politics. It’s all becoming too much.
- Male, 49, CA

 ““
Dinner is my favorite meal of the day. It’s a nice way to escape 
the stresses from work.
- Female, 51, MA

TARGET AUDIENCE 

LOOKING FOR THE NEW AND COMFORTABLE

89% value authenticity, showing strong preferences 
toward simple messages (Mintel).

 ““
Whenever I’m on Instagram, I feel like my friends are always   
trying new things. So, I try to do the same to see what it’s like.
- Female, 28, PA

BUNDAMENTAL:
Trendmakers seek out the new and interesting, while Connectors are 
looking for tradition and comfort. Yet, Trendmakers are our primary 
audience, because they set the cultural path that Connectors follow. 
Though by focusing on what the two segments have in common, we  
can market to both at once.



These two seemingly opposite groups have different interests, yet they converge at a singular point: the need for an escape from stress.  
A reprieve is their chance to exhale, to take a step back, and bring life into focus.

adulting
Chasing milestones - and the 

bills that come with them

PRE-TRENDING
Perpetually following 

up-to-date trends: 
places-to-eat, things-to-do

middle-age
burdenS

overlooked
Gen X are most overlooked 
for promotions at work and 
are least portrayed in popular 
culture (Mintel)

trendmakers connectors

Juggling between raising 
families, caring for aging 
loved ones, and rising careers

their PRESSURE POINTS

REPRIEVE
A need they both share:
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BUNDAMENTAL:
With so many things to juggle, consumers look for relief and comfort in everyday things.  
Food and entertainment give the consumer a place to escape to, while simultaneously helping 
Trendmakers keep up to date and giving Connectors that feeling of tradition.   

CONSUMER INSIGHT 

IN NEED OF A RECIPE FOR ESCAPE



When we asked people, “What’s the first thing that comes to mind when you think 
of a hot dog?”, we found that hot dogs trigger strong feelings. 

Hot dogs vary so much from brand to brand, and sku to sku, that we must focus on a universal truth, something bigger than health,  
taste, or ingredients. 

Through secondary research, we found that nearly 1 in 3 adults say that what they eat impacts their mental well-being (Nielsen). Our primary  
research also shows that Trendmakers and Connectors do not eat with the pretense that hot dogs are traditionally healthy. They love them anyway  
for the happiness and memories connected to the food.

BUNDAMENTAL:
Each conversation and each piece of research pointed to:  
hot dogs are a food that takes you beyond the bun to 
happy places and memories. 

EVENTS
TOP 4

FEELINGS
TOP 4

BASEBALl
BARBEQUE
SUMMER
and JULY

quantitative findings

Hot dogs are distinctly 
associated with barbecues, 
baseball games, and places 
our audiences can enjoy  
a reprieve. 

TASTY
yummy
delicious

comfort
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Qualtrics Hot Dog 
Association Word Cloud

the world  
famous original 
smell test

Participants were asked to blindly smell three 
boxes of different foods. The hot dog  
elicited the quickest identification and  
strongest association. 

11 out of 15
of our participants immediately associated the 
smell of the hot dog with celebratory  

moments from tailgating to summer cookouts.

PRODUCT INSIGHT 

GOING BEYOND THE BUN

“Even though they 
are not that healthy, 
they are good!!”

“I associate hot dogs with 
fun group events so I’d be 
sad that it was no longer 
part of that tradition.”

“I don’t care what’s in them 
but I’d be VERY sad if I went 
to a bbq after hot dogs were 
extinct... You can’t have a bbq 
without some dogs.”

We asked subjects to write an obituary for the hot dog. This exercise 
forces subjects to go beyond the easy answers and the purely rational.

faux-bituary writing

QUALITATIVE findings



The hot dog uplifts you to those moments of warmth and excitement, 
when you’re surrounded by friends and loved ones. This is a feeling 
no other food can replicate. The smell and taste alone move you to 
another place and time.

NOTHING TRANSPORTS YOU LIKE A HOT DOG.

Because when the world seems too big, it’s the little things that count.  
The smell of the blazing hot grill, the crack of the bat, the feel of the grass curling between your toes.  
They’re more than just moments. And a hot dog is more than just a hot dog. 
Go where your worries are put on pause.
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one bite and you're there.

By finding the sweet spot created by audience needs (reprieve, escape) and the qualities they enjoy 
in a hot dog the most (memories, events, places), we can elevate the perception of the hot dog by 
reminding the audience: 

 

BIG INSIGHT
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While Wienerschnitzel is primarily a West Coast brand, our mission is to elevate every hot dog 
across the country, from a gas station hot dog in Portland, Maine to the hipster hot dog joints near 
Charleston City Market. That’s why our campaign has two goals: position hot dogs as the food 
that helps you escape the stresses of everyday life AND make sure Wienerschnitzel capitalizes 
on the hot dog renaissance. Our media strategy is to continue pushing our campaign during 
non-summer months to keep the hot dog in consumers’ minds, even when they don’t  
expect it. No matter the season, the hot dog can take you anywhere.

We will elevate the perception of the hot dog in multiple ways:

1 2
Present the hot dog as an  
everyday vehicle to transport  
the consumer from stress to a  
happier place.

Use unexpected media 
platforms to do more  
than just talk the talk.  
We walk the walk. 

3 Use the transportive power of the 
hot dog to link the universal  
hot dog campaign to a  
Wienerschnitzel specific one. 4

Give Wienerschnitzel the tools 
needed to continue a solid  
marketing and communications 
plan for a fast casual  
restaurant chain. 

CAMPAIGN STRATEGY 

COOKING UP A CAMPAIGN



Ordinary food has commercials. We present the hot dog as food worthy of great storytelling. Plus it comes in the format our audience uses to escape. 
There is no more efficient and credible way to elevate the hot dog.
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ELEVATING THE HOT DOG 

TAKING A BIG BITE

Part travel, part docu-series, part culinary adventure. This 10-episode original 
series cooks up a cross-country expedition filled with hometown stories and 
delicious food. In each city, we craft a unique hot dog to represent the towns 
we visit and the extraordinary people who call them home. 

play trailer in the dropbox

Introducing

Trendmakers and Connecters are cutting the cord from cable and 
live broadcasts, but consuming TV content is still a valued part of 
both Connectors and Trendmakers lifestyles. 

52.1M 65.1M
Gen Xers

are watching TV on streaming platforms (eMarketer).

Millennials

79%
of streaming service subscribers say that original 
content is the deciding factor for them to remain  
a subscriber (eMarketer).

PREMIERES SEPT 4 2020

the prime platform

People ages 25-44 are 49.5% more likely  
to stream using Amazon Prime Video than 
any other age group (MRI). Plus working 
with an over-the-top programming partner, 
we gain a variety of tools, such as program 
recommendation and Amazon promotion, 
to create a 21st century version of 
BMW films.  

Other streaming services such as Hulu,  
Netflix and Wienerschnitzel’s YouTube  
channel are viable alternatives.  ““

The increased competition among OTT programmers has spiked 
demand for independently produced original series. With the 
addition of Apple, Viacom, Disney, and others, is will become the 
ultimate seller’s market (Variety). 

Coming soon: Disney, Viacom, Apple,  
and more. 



The ten episodes of Frankly Delicious will transport viewers around the country to meet 
unsung heroes in each city. Our host will use local ingredients and culture to inspire a unique 
hot dog recipe, more than just toppings. The hot dog itself is featured in a celebration at the 
end of the episode. 

The show displays how hot dogs are more than just meat and a bun. They can represent the 
distinctiveness of a town and the individuality of its people. The show directly confronts the 
misconception that hot dogs are basic and easy to create by immersing the viewer into a 
heartwarming, culinary travel revelation. 

1. A Bite of Milwaukee
Social worker and longtime Milwaukeean, Janette Kowalski, helps us relish her  
city’s great taste and the hard work it takes to be a part of it. But, what we 
didn’t plan to savor is where the true story lies.

2. A Bite of Baltimore 
Baltimore native, Shauna Williams, gets us well versed in the city’s delicious food 
and culture. But, after decades of being a librarian and activist to her community, 
we’ve decided she deserves more than what she’s given.

3. A Bite of Reno
Community leader and father of four, Antonio Soto, takes us through the ins 
and outs of Reno, Nevada’s food culture. But by showing us the storied people 
behind these desert dogs, we see there is more to this town than meets the eye.

Language: English  Runtime: 48 minutes  Release Date: September 4, 2020

Language: English  Runtime: 48 minutes  Release Date: September 11, 2020

Language: English  Runtime: 48 minutes  Release Date: September 18, 2020

Season 1 (485)  2020  1 Season 
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Episode 1 
Watch Now

Add Season to 
Watchlist



SHOW PROMOTION AND EXTENDING REACH
BLUE APRON PARTNERship

By partnering with Blue 
Apron, we will make the  
hot dogs featured in each  
episode available for  
home cooks.  

Our Frankly Delicious boxes 
will feature hot dogs, freshly 
baked rolls, and all the 
ingredients to make each 
flavorful dog seen on  
the show.

To bring the show to our fans, we will send 8 food trucks 
across the country. Our BUNS ON THE RUN trucks will serve 
hot dogs featured from the last two episodes, together 
with Wienerschnitzel regular menu dogs and sides.

buns on the run BUNS ONLINE

The Frankly Delicious microsite will house all of the information about the show and the featured 
hot dogs. There, our audience can engage with the show, learn more about each hot dog and track 
the food trucks. A Google AdWords Search strategy will drive leads to our microsite with tailored 
keyword and search terms.   
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To keep the show top of mind, we recommend a strong push at transportation hubs during peak travelling months, which corresponds to the  
release date for Frankly Delicious. We want to build the bridge between this beloved food and the idea of traveling to another place and time. 

Train Station Takeover

Throughout the 10 weeks of the release, we will take over 3 train stations with the highest foot traffic in the 
nation (D.C, NYC, and L.A). Travelers will be constantly reminded that they can binge-watch our delicious  
programming while waiting for their train.

AIRPORT WALKWAY

large airport ads
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THE HOT DOG’S TAKING OVER

Transforming walkways at the airports into a  
cinematic, novel transportation vehicle is a great 
opportunity for us to show how the hot dog can 
take you from one point to another, with the  
potential to collect earned media.  

Banner ads in airports continue to push the  
message: stream while you sit.
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Social media will direct consumers to Blue 
Apron and the microsite, while informing 
consumers about the show. Instagram, Twitter, 
Facebook, and Pinterest are the best platforms 
for reaching our audience.

bus wraps

We will wrap our Frankly Delicious messages on 
buses that travel through cities with high tourist 
traffic. 

Wild postings target those walking who may not 
see billboards or digital ads. We will promote 
in cities where wild posting spaces are available 
(NYC, L.A., San Francisco, Seattle, Miami and 
Boston). 

WILD POSTINGs

podcast

Sponsorships for Frankly Delicious will sit within the 
highminded discussions and topics of The Daily NY 
Times, NPR Invisibilia, and Joe Rogan Experience. 
Sponsored podcasts will emphasize the Blue Apron 
box where our target audience listens most.

32% of Americans (90 million) listened to a podcast in 
February 2019, up from 26% in February 2018  
(Podcast Insights).

social media

PR CONTENT

The original programming and unsung heroes will 
provide content for earned media. We will also put 
hot dog recipes next to gourmet dishes in magazines 
that frequently feature food trends like Bon Appetit 

Magazine and New York Times “Eat”.   

KEEPING THE BALL ROLLING
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The original programming elevates the status of the hot dog and helps our target audience 
escape from their stress. The show transports viewers to a place full of great flavors,  
heartwarming stories, and hidden gems across the country. The hot dog is more than a  
convenient or basic food, it is seen as a cherished and irreplaceable part of American  
culture. 

THINGS ARE HEATING UP

REFLECTION
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TIME TO ENJOY THE BENEFITS
The impact of the show on consumers’ perception will benefit Wienerschnitzel as the  
category leader. While the show is at the top of our audience’s minds, Wienerschnitzel needs 
a separate campaign to remind consumers of the happy moments that surround the hot 
dog. Our campaign tells consumers within an easy drive of a Wienerschnitzel location that 
they need to look no further than the famous red roof for a tasty trip to happy memories.



WIENERSCHNITZEL SPECIFIC CAMPAIGN 

SOMETHING’S IN THE AIR
Running the full twelve months, Wienerschnitzel-specific ads pull at the universal sensory experiences that surround hot dogs. Our campaign is a 
reminder that, with the sensory aspects alone, a hot dog can reignite feelings of summer, celebrations, and even small moments of happiness that 
aren’t so small to us. 

SUPERBOWL AD
There is no better way to create a cultural shift with the hot dog than by delivering our message on 
one of the biggest nights on television. A Super Bowl ad generates a massive amount of impressions 
when consumers actively pay attention to advertisements. 

The ad is disruptive in its simplicity, directly contrasting the noise of typical Super Bowl ads. We  
present something meditative and give the viewer a break. Viewers go somewhere they imagine, 
instead of us showing them. A special place where there was happiness and a hot dog.

SUPERBOWL AD
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billboards

Billboards will direct consumers who are in the vicinity of a Wienerschnitzel location to the  
restaurant. 71% percent of people indicate they look at billboards (Arbitron).

Experiential (AIRPORT)

Featuring free samples, free wireless internet and 
charging stations, travellers are removed from the  
tedium of waiting for a flight and transported to a  
worry-free, grass-filled cooking experience.  

Scented luggage tags will also be provided, taking  
Wienerschnitzel on the flight with the consumer. The 
scents will bring you back to summer with coconut  
suntan lotion, fresh cut grass, and a sizzling grill.

play superbowl ad in the dropbox



print 

Everything about the print ads elevates the hot dog– the stylish magazine, a perfume-style scented  
fold-out and the transportive power of the hot dog.  
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DIRECT MAIL

Direct mail will target people living in close proximity to a Wienerschnitzel store and serve as an invitation 
to visit again. The card capitalizes on Wienerschnitzel’s GrubHub offerings with a promotion code and 
includes the elevated sensory experience with a perfume tab featuring the scents of summer.

WIENERSCHNITZEL SPECIFIC CAMPAIGN 

THE SMELLS OF SUMMER

radio
Local spots in California, Utah and Texas will reach 
consumers in the vicinity of Wienerschnitzel.  
We will reach both Trendmakers and Connectors  
during the most important times of the day: 
morning commute, evening commute, and  
lunch hour.

play RADIO SPOT IN DROPBOX

view magazine ad in dropbox

This 
folds 
out



WIENERSCHNITZEL SPECIFIC CAMPAIGN 

BUN APPETIT
programmatic
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SEARCH

SOCIAL MEDIA

The Google Display Network is a highly trusted service that can quickly and  
efficiently place our ad on thousands of sites across the internet that our target  
audience spends time on. GIF ads will show how the hot dog transports our  
audience to celebratory moments. The cost efficiency and effectiveness of  
programmatic advertising will drive impressions from individual consumers and 
drive them to either the Wienerschnitzel homepage or its page on Grubhub.

Paid search reaches consumers who are already considering hot  
dogs or Wienerschnitzel while simultaneously drawing in new  
consumers. This is accomplished by purchasing quality keywords that 
will steer consumers towards the Wienerschnitzel homepage or  
on Grubhub.

By creating ads on social media 
platforms that our target audience 
interacts with, we can lead them to 
Wienerschnitzel on Grubhub. 

view social media in dropbox
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CREATIVE EVALUATION 

TASTE TESTING THE CAMPAIGN

Creative execution: superbowl ad Creative execution: SHOW TRAILER

We used Noldus face-tracking software to conduct creative concept testing on our target audience.  
By analyzing participants’ reaction to our ads, we were able to measure the impact our ads had on  
consumers’ minds. 

Subjects showed high level of happiness when seeing the SuperBowl ad. 80% of subjects showed excitement when seeing the Frankly Delicious trailer. 

““
I painted my own picture. I saw myself, my friends, my family, 
my commercial.
- Male, 49, pa ““

Wow. Is this show airing for real? I want a hot dog now.
- feMale, 27, nY

takeaway

Research confirmed that our creative positions the hot dog as something  
that takes us back to the positive times in our lives. Our campaign  
reminds viewers of these happy feelings.

So long for now, Delicious One!

We tested reactions to Wienerschnitzel’s 
current mascot, The Delicious One. Readings 
were generally non-positive. For this reason, 
we do not believe the Delicious One is an 
effective way to elevate the perception of the 
hot dog.
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TV
JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN

TOTAL
SPEND

PRINT

RADIO

STREAMING

DIGITAL

OOH/EXPERIMENTAL

PARTNERSHIPS

TRANSIT

PR

WIENERSCHNITZEL TV SHOW BOTH

Super Bowl :30
Cable TV 

$5,000,000
$1,500,000

Better Homes and Gardens
Direct Mail (Regional)

$1,280,000
$84,640

Local Spots
Podcasts

$1,884,900
$10,800

Amazon Prime Video $7,390,000

Blue Apron/Wienerschnitzel $2,000,000

Sponsored Content $1,000,000

Train Station Domination
Buses
Airport 

$275,000
$66,000
$45,000

Airport Tasting/Charging Station
Food Trucks
Local Billboards
Wild Postings

$1,000,000
$500,000
$60,860

$262,800

Social
Paid Search
Programmatic Video
Microsite
GDN
Grubhub Promotion

$980,000
$600,000
$150,000
$210,000
$500,000
$200,000

TOTAL TV $6,500,000

TOTAL PRINT $1,364,640

TOTAL RADIO $1,895,700

TOTAL STREAMING $7,390,000

TOTAL DIGITAL $2,640,000

TOTAL OOH/EXPERIMENTAL $1,823,660

TOTAL PARTNERSHIP $2,000,000

TOTAL TRANSIT $386,000

TOTAL PR $1,000,000

TOTAL $25,000,000

SHOW PREMIERES
09.04.2020

2020 2021

MEDIA FLOW CHART



Purchase: (10,880,507 x $4.03)   25mm = 1.75 ROI
converted people 

at purchase 
profit

margin
budget 

Loyalty: (870,441 x $4.03 x 8)   25mm = 1.1 ROI
converted people 

at loyalty
profit

margin
annual #
of loyal

purchases

budget 

PROJECTED SOCIAL SENTIMENT: 

% OF BUGDET BY MEDIA

% OF BUGDET BY MEDIA TACTIC

POSITIVE
(   17%)

45% 15%
NEGATIVE

(   5%)

40%
NEUTRAL

(   12%)

BEFORE CAMPAIGN:

AFTER CAMPAIGN:

POSITIVE
28% 52% 20%

NEGATIVENEUTRAL

30% Stream

26% TV

7.29% OOH

6.64% Digital

5.46% Print
4% PR
3.29% Social
1.54% Transit

7.58% Radio

8.64% Partnership

50.24% 49.76%
WIENERSCHNITZEL FRANKLY DELICIOUS

19

Using industry benchmarks, we calculated every step along the conversion funnel, from first  
impressions to conversions. At the top of the funnel, our tactics are far reaching, resulting in 
around 1.95 billion impressions. Social sentiment surrounding the hot dog becomes  
overwhelmingly positive as people begin to choose the hot dog. From the total number of 
impressions, we used the percentage of conversions to determine the number of consumers 
who progressed to the final stages of the funnel. Based on our projected performance, hot dog 
consumption per person will increase 20% and sales will increase 5.5%. 

MEDIA/KPIS/METRICS 

GRILLING UP THE NUMBERS

GRPS

VCR

REACH

LIKES
 FOLLOWS

UNIQUE
VISITORS

SERIES
COMPLETION

TIME ON
SITE

CTR

IN STORE
SALES

REPEAT 
VISITS

EFFECT ON
SOCIAL 

SENTIMENT
KPIS

TOTAL IMPRESSIONS:

TOTAL NUMBER OF 
LOYAL CUSTOMERS: 

% OF 
CONVERSIONS

AWARENESS AND ELEVATION

FAMILIARITY and Elevation

CONSIDERATION

PURCHASE

LOYALTY

PR
TV

OOH
TRANSIT

PAID SOCIAL

RADIO
PRINT

PODCASTS
PROGRAM VIDEO

SHOW
MICROSITE

SOCIAL

PAID SEARCH
RETARGETING

WIENERSCHNITZEL

BLUE APRON
GRUB HUB

HOT DOG 
AT TOP OF
MIND

EMOTIONAL 
RECALL

PREFERENCE 
TURNING 
POINT

PEOPLE
CHOOSE
HOT DOGS

WIENERSCHIZEL 
BECOMES BRAND 
OF CHOICE

100%

65%

40%

15%

8%

870,441

1.9 Billion



Primary and secondary research showed us that consumers are overwhelmed with the  
current social and political chaos. They seek comfort in all aspects of life, including  
entertainment and food choices.  

That’s where the hot dog comes in.

Unlike any other food, a hot dog takes you somewhere else. To times surrounded by family 
and friends. To memories of warm moments. So how do we push that message to them?

We make them laugh. Maybe shed a tear or two. 

Our choice of original entertainment programming elevates the hot dog like no other  

advertising campaign can dream of. Through this, we confront the misconceptions  

surrounding the hot dog by showing the audience that it’s anything but basic.

We link Wienerschnitzel and Frankly Delicious with the transportive power of the hot dog to 
make sure it’s the Wienerschnitzel hot dog that they are looking for. 

Our Wienerschnitzel campaign is rooted in the brand’s personality, while serving as a 

reminder that with the sensory aspect of the hot dog alone, we can reignite the  

feelings of summer and togetherness even in the coldest days. 

With a disruptive Super Bowl ad and experiential activations, we maximize the brand’s  
exposure to our audience in a way that they can’t ignore.

final BUNDAMENTAL:
The multi-channel, fully integrated campaign meets the need that 
Trendmakers and Connectors both share: a reprieve. By connecting the hot 
dog to joyous moments that our audience looks forward to all year round, 
the campaign reminds consumers that those moments are just a bite away. 

CONCLUSION 

THE RECIPE FOR A HUGE CULTURAL SHIFT

One bite and You’re There.

measurement tools
We will be looking at KPIs such as likes, comments, shares, 
retweets, and other metrics to assess our successes and failures 
throughout the campaign in regards to social sentiment. Besides 
tracking social KPIs, we will use social listening tools such as  
Meltwater to more closely track social sentiment. Additionally, we 
will use analytics platforms to track impressions, reach, CTR, and 
our other KPIs. In doing so, we will be able to measure our  
successes against the baselines established at the beginning of 
the campaign.

20


