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Executive Summary
Hot dogs are facing an uphill battle: they are perceived 
as unhealthy, not very relevant, and basically uncool. 
Our plan promotes the hot dog as an awesome, quick 
solution for the hungry on-the-go American using the 
values of craveability, versatility, and convenience. 

Our goal is to elevate the image of the hot dog to 
increase primary demand. So we redefine the perception 
of the hot dog. We go beyond typical wiener jokes, 
using a modern sense of humor and a unique media 
strategy to give hot dogs a personality consumers can 
identify with. After all, consumers are what they eat.

Hot dogs are the perfect indulgence in a balanced 
lifestyle. We let everyone know the culinary creative 
potential of the hot dog and how much it truly satisfies, 
making it the most American food. With our strategy, 
the craveable hot dog embodies a reliable snack and 
shameless reward in a world always in motion.
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SWOT Analysis

S W

ot
Opportunities:
Americans are snacking more now than ever
Potential to customize hot dogs
People’s natural cravings for savory foods

Threats
Other convenient, savory grab-and-go foods
Growing health consciousness in food choices
Concern over ingredients

Strengths:
Portability
Natural protein
Filling
Simple

Weaknesses:
Perceived unhealthiness
 “Bridesmaid to the bride” of the hamburger
Lack of national branding
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Our Research
Our primary targets are Trendmakers and Connectors. Trendmakers are primarily couples in their late 
20s, looking for what’s new and interesting; 77% of them live to eat and like to experiment with 
their food. Connectors are in their mid to late 40’s, mainly couples who follow cravings and reward 
themselves for working hard. Connectors also love food and food culture, and try to keep up with 
the newest trends. This makes them perfect for our message.

Given our target markets’ love of food, the hot dog is in a unique position as it’s both a meal and a 
snack. This is fantastic because people are snacking more than ever! In fact, Mintel reports 95% of 
U.S. adults are snacking daily, and over 70% snack more than twice a day. 

Our primary research (1,000+ respondent survey) reinforces the current snacking growth trend, with 
over 75% of our respondents loving hot dogs through aided recall measures, but significantly less 
when unaided. So we know hot dogs are top of stomach -- they’re just not top of mind.

75% of our respondents eat hot dogs 
on a regular basis.
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Our Research (Cont.)
A hot dog’s versatility makes it the perfect food for both Trendmakers and Connectors.                 
These groups crave freedom and flavor, and both are found in a classic hot dog. Whether it’s the 
customizable options that 64% of Trendmakers wanting to  “create their own concoctions” crave, or 
the 88% of Connectors who will “drive the extra distance” to satisfy their cravings,  the hot dog has a 
little something for everyone.

Mintel reports that 73% of people agree that indulgences are permissible in a diet, and the top reason 
to snack is to “satisfy a craving or treat myself.” This information along with our focus group findings 
concludes that a hot dog is both a comfort food and a guilty pleasure, perfectly topping our campaign 
of the hot dog as a shameless reward. We also discovered through one-on-one interviews that 
parents secretly wish their kids would ask for hot dogs because they too enjoy them and appreciate 
the hot dog’s versatility and convenience.  

This research and insight inspired us to develop our three messaging pillars.

1,000+ Survey Respondents

Multiple Focus Groups

50+ In-Store Observations

100+ Secondary Sources

20+ Interviews with our Market

20+ One-on-One Interviews
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Our 3 Positioning Pillars

Craveability: A hot dog is craveable. It’s our salty, savory 
delicious reward for keeping it together all day.

Convenience: A hot dog is an easy, portable hunger fix.      
It’s our FWB: food with benefits. Our meat fix without the 
formal attachments of a sit-down meal.

Versatility: The possibilities of a hot dog are endless.   
Grilled, boiled, broiled, steamed topped with ketchup, 
mustard, relish, jalapenos - anything goes with our savory, 
salty friend.
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Target Personas

Trendmaker
Kelly is a 29 year-old wife and mother. She likes her job as a 
retail store manager, but it does take her from her kids and she 
doesn’t think of it as a career, yet. As the Cul-de-Sac Queen,                   
Kelly loves sharing her opinion of the latest downtown cafe with 
her neighbors. Kelly has a girl crush on Tina Fey and Amy Poehler. 
Although Kelly’s watching the household budget as much as her 
diet, she does enjoy how easily hot dogs fit in her modern life.

Connector
Frank is a 46 year old husband and father of three. Frank is an 
insurance adjuster, going on 20 years. He has two college-aged 
daughters and a son in his junior year of high school. Although Frank 
always gets annihilated in Fortnite by his son, he can hit the Orange 
Justice with the best of them. Fridays are when Frank meets his wife, 
Janet, at the local pub for a couple beers and a chili dog or two to 
reward himself for how hard he works. 
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FEEDING THE BEAST
We all know it. The hollow feeling in our very core that grows with every 
pulse of the dastardly pre-lunch clock. Thirty minutes out and we’re as 
useless as our breakfast smoothie. 

We need actual food and we need it now!

Lunchtime finally hits as we break the prison chains of our desk and rush 
down the street. Suddenly, we’re met with the enticing aroma of salty, 
savory, steamy meaty awesomeness. What we need is a fresh, grilled hot 
dog. A generous splash of ketchup, a hint of mustard, and a dollop of relish 
and diced onions and there it is, our masterpiece. 

Shirley from Accounting glances up from her salad, horrified. Or is 
that jealousy? We give her a knowing nod as we prep another dog.                    
She gives up all hope and forks back her mixed greens. We don’t care 
though, because there’s no shame in our absolute culinary satisfaction. 

We can now breathe and sigh -- the beast is tamed!
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our strategy
Our approach appeals to both Trendmakers and Connectors alike. 
It stresses the importance of our pillars with a call to action: to satisfy 
with less worry. Damn the social ramifications! Here’s to the ones who 
fulfill their cravings! Who actually live! Who indulge with a simple but 
well-earned hot dog!

To the world, we say simply:

Eat More, Judge Less. 
Our cravings are simple. They begrudge no one else. We should all live so 
free. We should all Eat More, Judge Less. Only the hot dog is versatile and 
portable enough for our fast paced modern life. Made to hit every craving 
imaginable. Sweet ketchup, tangy mustard, crisp relish, you name it. 
We don’t let hunger slow us down. We just grab a hot dog and head to our 
next adventure feeling shameless, full and satisfied.
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Video Media

We’ve even taken our pillars of cravability, versatility, and convenience and 
applied it to our online video strategy. Some of our executions begin with a 
culturally relevant Tasty-style food prep video. With a simple user interaction 
A/B test, we’ll determine if our Trendmaker craves flavor (Tasty-style video) or 
attitude (Howtobasic-style video) and serve them up accordingly.

Online videos will run among all 
our video platforms. And because 
TV is the top media influence for 
our market (59% Connectors, 
52% Trendmakers) these will also 
run on Food Network, HGTV, and 
Adult Swim. These appeal to our 
market when looking for the next 
great recipe, home project or edgy 
comedy.
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HOT DOGS GET SOCIAL

Around 30% of Trendmakers 
and Connectors use Instagram 
regularly. In addition, 62 million 
Instagram users follow brands, 
making it a perfect spot to 
insert our message in an 
everyday context.

71 million Trendmakers 
and Connectors are on 
Facebook every month; 
54 million in the past three 
days,  This group relies on 
and trusts Facebook, so we 
do too.

34% of Trendmakers and 32% 
of Connectors tweet regularly. 
Twitter is the perfect complement 
to Facebook because our fun, 
modern, colloquial voice will 
generate buzz and engagement in 
this highly shareable medium.
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hot dogs get social (cont.)

Buzzfeed reaches 60% of our market 
every thirty days. That’s almost 50 
million Trendmakers and Connectors 
every month engaging with and 
sharing our content. 

41% of Trendmakers and 37% of 
Connectors are passionate about 
music, and half of them listen to the 
radio every day. During their commute, 
at work, or relaxing with friends, they 
can hear our radio ads through Iheart 
Radio, Spotify, and Pandora.
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Hot dogs go digital

There are 187 million monthly YouTube 
users in the U.S. and 52% of them are 
likely to take action based on platform 
ads. Our Trendmakers and Connectors 
targeted pre-roll will reach them and 
incite a deep cravings for hot dogs in 
general and Wienerschnitzel in specific. 

According to Syracuse University and 
Statista, there are over 50 million 
eSports fans in the US. And with 23% 
of Trendmakers considering Video 
Games their top hobbies, a partnership 
with Twitch is like putting ketchup on a 
hot dog.  A no brainer.
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EXPERIENCE THE HOT DOG

Awesome Games Done Quick is a twice annual video 
game and eSports festival.  Thousands of fans gather 
IRL (in real life) to watch professional gamers compete. 
Sponsoring Games Done Quick hits our demographic, 
especially Trendmakers, 10 million of which are highly 
active gamers. And our Twitch partnership connects 
us with Direct Relief to offer medicine and aid to those 
affected by natural disasters.

We’ll also partner with the L.A. 
county fair and Food Network to 
create a Wienerschnitzel culinary 
event “Bun Appetit” hot dog 
cooking competition. Reaching 
key demographics with 56% of 
attendees being female and 50% of 
attendees fall within the age range of 
either a Connector or a Trendmaker.
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Offline Tactics

Our offline tactics will be strategically placed in West 
Coast cities. And with 41% and 31% of Trendmakers 
and Connectors respectively being Hispanic, ads will be 
presented in both English and Spanish, based on media 
plan execution.

 Making up the second largest 
populations for both the 
Trendmakers (41%) and Connectors 
(31%), Latinos have a significant 
interest in brands that market 
through Spanish and Hispanic 
media channels (2016 Facebook IQ 
study).
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Wienerschnitzel
While some aspects of our media drives primary demand for hot dogs, we also 
drive demand for Wienerschnitzel specifically. Beyond our radio, outdoor and 
targeted digital, we utilize hyper-targeted Trendmaker and Connector direct 
mail with Wienerschnitzel promos and coupons. 

This is supported by the case 
which claims 41% of Connectors 
are influenced by coupons and 
Trendmakers are swayed by 
coupons, direct mail mounts a 
charge, encouraging customers 
to fill their bellies with the 
salty, meaty goodness of a 
Wienerschnitzel hot dog.

Wienerschnitzel <wienerschnitzel@wienerschnitzelofferes.com 

Pssst....we have a secret....and hot dogs
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Media Planning

JAN    FEB    MAR    APR    MAY    JUN    JUL    AUG    SEP    OCT    NOV    DEC IMPRESSIONS

Facebook

Instagram 

Twitter

YouTube

Twitch

Billboards

Radio

iHeart Media

TV

Paid Search

Email

BuzzFeed

Direct Mailers

AGDQ Festival

LA County Fair

672,000,000

192,000,000

96,000,000

365,000,000

48,825,000

19,030,000

84,285,600

43,200,000

20,683,000

6,340,000

20,671,560

10,530,000

81,830,000

1,660,395,160TOTAL IMPRESSIONS

Our media plan reaches Trendmakers and Connectors in almost every aspect of their lives. It’s not only 
smart. It’s strategic. Our social media tactics will remind them that hot dogs are their, fun customizable 
protein option wherever and whenever. We recommend a September 2019 start date.  We utilize 
every penny of our $25 million budget to get 1.8 billion impressions. And that’s just Trendmakers and 
Connectors -- this leaves out their families, friends, co-workers, fantasy football leagues, book clubs, even 
that weird person who thinks hotdogs are sandwiches. Those impressions can only go up!

Purchasing brand tracker software 
allows us to track the success of 
our campaign across all platforms. 
Monitoring our KPI’s in real time 
enables us to not only understand 
what executions are most           
effective, but also to adjust our 
media accordingly to ensure    
maximum return on investment.
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Budget/KPI
Our budget is allocated in the most efficient way across all our tactics to gain the most amount of 
impressions. By analyzing statistics provided by our brand tracker, we are able to reallocate these 
funds towards the tactics that produce the most impressions within the Trendmakers and Connectors 
markets. 

For a list of our secondary sources, please see the additional .pdf in our Dropbox Folder.

Tactics Cost
Social Media

Streaming

Outdoor

Audio

Television

SEO

Email

Coupon

Experiential

Agency Fees

Production

Research

Media Production

Brand Tracker

Total

$9,480,000

$4,080,000

$1,700,000

$1,260,000

$1,040,000

$2,300,000

$1,000,000

$2,000,000

$1,140,000

$150,000

$150,000

$200,000

$200,000

$300,000

$25,000,000

We will effectively monitor the success of our campaign with our brand tracker 
using these measuring methods.

Favorites, 
Retweets, Mentions

Likes, Reactions, 
Shares

Likes, Comments Number of uses and 
time of engagement

Views, Shares, 
Likes

(Influencers)
Blog post views,

Shares, Social
Engagement

Views(SEO)
CTR, Ad Rank,

impressions and
conversions

(Banners/OLA)
Impressions and CTR

Views, Time on 
Engagement

Sales volume in
retailers near public

transportation
shelter locations

Number of clicks 
on ads
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ROI
We don’t just believe our campaign will work. We know it will. In fact, with 
our 25 million dollar budget we are confident that we can modestly obtain 
these results.

1,660,395,160
Number of Impressions 

recieved during the 
campaign

X $66.95
incremental sales per 

1,000 impressions 
based on chosen tactics 

according to Nielsen

-

$111,163,456.00
$25,000,000.00
 86,163,455.96 

Incremental Sales

Campaign Investment

Total Return on Investment

-

-
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Conclusion
You charged us with the task of changing perceptions of hot dogs among Trendmakers and 
Connectors. Our strategy smashes this task, taking it to new levels and possibilities through 
social media and smart multi-channel advertising.

Our research shows Trendmakers crave new, diverse experiences they can share with their squad 
while Connectors crave food as a reward. All in all, the love of versatile and convenient food 
draws Trendmakers and Connectors to the hot dog.

We stoke awareness and loyalty with these two groups by showing the hot dog as the perfect 
hunger solution with fun, irreverent executions that are about attitude as much as delicious 
salty flavor. Consumers will be drooling at the thought of a savory hot dog, craving the 
satisfaction and ready to take their food creations with them wherever they go. 

We position the hot dog through the pillars of craveability, versatility, and convenience. Thanks 
to Wienerschnitzel, the hot dog is back. It’s time for America to let loose and dig in! 

EAT MORE. JUDGE LESS.


