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CONVENIENCE AND 
QUALITY 

TO BEGIN

The Wings Don’t Stop have set out to 
eliminate any confusion regarding 
the overall concept of WingStop 
UHVWDXUDQWV��6SHFLÀFDOO\��ZH�KDYH�
IRXQG�D�GLVFRQQHFW�EHWZHHQ�WKH�
messages the brand is giving in its 
current advertising (scenes depicting 
heavy dine-in business) versus the 
reality of its business (take-out and 
convenience-driven business).

TARGET MARKET

Through the use of both primary 
DQG�VHFRQGDU\�UHVHDUFK��ZH�ZHUH�
DEOH�WR�QDUURZ�GRZQ�RXU�IRFXV�
WR�WZR�VHJPHQWV��´2Q�WKH�JRHUVµ�
DQG�´(QWHUWDLQHUVµ��%\�SODFLQJ�WKH�
HPSKDVLV�RI�RXU�PHVVDJHV�WRZDUGV�
WKHVH�WZR�JURXSV��ZH�IHHO�ZH�KDYH�
the opportunity to gain trial and 
build repeat business in the process. 
There is no set age-range for either 
RI�WKH�FKRVHQ�VHJPHQWV��WKHUH�DUH�
only Both segmants share similar 
GHPRJUDSKLF�FKDUDFWHULVWLFV��EXW�
have slightly different lifestyles that 
both demand fresh take-out food.  

STRATEGY
 
Although it may seem that our 
strategy neglects a percentage of 
:LQJVWRS·V�FXUUHQW�GLQH�LQ�FOLHQWHOH��
ZH�EHOLHYH�WKDW�WKLV�DVSHFW�RI�WKH�
EXVLQHVV�ZLOO�UHPDLQ�OR\DO�UHJDUGOHVV�
of the messages in our marketing. 
$GGLWLRQDOO\��ZH�WKLQN�LW�LV�PXFK�HDVLHU�
to consistently represent the brand 
XQGHU�WKH�JXLVH�RI�WDNH�RXW�GLQLQJ��
DV�LW�LV�GLIÀFXOW�WR�HQVXUH�DQ�LGHQWLFDO�
GLQH�LQ�H[SHULHQFH�ZLWK�HDFK�ORFD-
WLRQ�EHLQJ�RZQHG�DQG�RSHUDWHG�
by a different brand partners. 

MEDIA

The media used in our advertising 
ZLOO�SULPDULO\�EH�WKRVH�WKDW�DUH�IRXQG�
´RQ�WKH�JR�µ�$V�WKH�PDMRULW\�RI�RXU�
VHJPHQWV�ZLOO�EH�GHFLGLQJ�WR�GLQH�
DW�:LQJVWRS�RQ�LPSXOVH��RXWGRRU��
QRQ�WUDGLWLRQDO��DQG�UDGLR�DGYHUWLV-
LQJ�ZLOO�EH�PRVW�OLNHO\�WR�HIIHFWLYHO\�
reach these consumers. Our goals 
ZLOO�EH�VHW�ZLWKLQ�WKH�'DOODV�)RUW�
:RUWK�UHJLRQ��DQG�GHSHQGLQJ�RQ�
WKH�VXFFHVV�RI�RXU�LQLWLDO�FDPSDLJQ��
the potential to move into a national 
space exists. We plan to track our  
progress by creating a database 
RI�FXVWRPHU�LQIRUPDWLRQ��DQG�
comparing statistics over time. 

EXECUTIVE SUMMARY
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NOW LET’S GET TO THE 
MEAT OF IT ALL



SECONDARY RESEARCH

PRIMARY RESEARCH

OBJECTIVES

RESEARCH
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RESEARCH

RESEARCH OBJECTIVES

�� Discover the motivating factors 
behind consumers’ decisions 
DERXW�ZKHUH�WKH\�HDW�

�� Collect data on the overall 
FRQVXPHU�DZDUHQHVV�RI�
Wingstop in the Dallas area. 

�� Gather information relevant to 
help specify the target markets 
and their attributes.

�� Discover the dining habits of 
consumers in our target market.

PRIMARY RESEARCH

3ULPDU\�UHVHDUFK�ZDV�REWDLQHG�
WKURXJK�RQH�RQ�RQH�LQWHUYLHZV�
and an anonymous survey. We 
FRQGXFWHG����SHUVRQDO�LQWHUYLHZV�
and surveyed 50 participants. 

In terms of the fast casual 
FDWHJRU\��SHRSOH�SUHIHU�WR�WDNH�
out rather than to dine-in. 

Many people are talking about 
SL]]D��$VLDQ�IRRG��DQG�RWKHU�FKLFNHQ�
restaurants as competition.

The reason most people choose 

these restaurants is because 
they are craving the food.

The vast majority of people 
made the decision to go to 
Wingstop less than an hour 
before getting the food.

The customers that are loyal crave 
it and could eat it every day. 

Our Strategy of promoting conve-
nience and quality is supported 
E\�WKH�ÀQGLQJV�WKDW�SHRSOH�DUH�
looking for a fast option for a 
FUDYLQJ�RI�TXDOLW\�ZLQJV�

SECONDARY RESEARCH

6HFRQGDU\�UHVHDUFK�ZDV�FRQ-
ducted through the use of various 
,QWHUQHW�GDWDEDVHV�VXFK�DV�$%,�
,1)250�&RPSOHWH��+RRYHUV�2QOLQH��
/H[LV1H[LV��DQG�3UR4XHVW�DQG�
DOVR�WKURXJK�DUWLFOHV�RQ�ZHEVLWHV�
such as FastCasual.com. 

This information gave us an 
RYHUYLHZ�RI�WKH�LQGXVWU\�DQG�
WKH�FXUUHQW�WUHQGV�QHZV��

THROUGH OUR 
RESEARCH, WE HAVE 
DETERMINED TWO 

THINGS:

1. WINGSTOP 
WOULD BE BETTER 

POSITIONED 
AS A TAKE-OUT 

ESTABLISHMENT

2. THERE IS CONCEPT 
CONFUSION AMONG 

CUSTOMERS



ENTERTAINERS

ON THE GOERS

TARGET MARKET
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We based our decision on the 
target market segments on the 
LGHD�WKDW�WKHUH�DUH�WZR�GLIIHUHQW�
JURXSV�RI�SHRSOH�ZKR�ZRXOG�EH�
JUHDWO\�LQÁXHQFHG�E\�RXU�PHVVDJHV�
of convenience and quality. Each 
VHJPHQW�KDV�WKHLU�RZQ�SUHIHU-
ences and reasons for turning to 
:LQJVWRS�IRU�WKHLU�ZLQJ�FUDYLQJV��

ENTERTAINER
PERSONALITY
 They are the 
life of the par-
ty. Whether 
it’s planning 
RU�DWWHQGLQJ��
they are the 
RQHV�ZKR�DUH�
organized 
and on the 
top of the so-
cial ladder. When it comes to pleas-
LQJ�WKHLU�JXHVWV��WKH\�QHYHU�IDLO��7KH\�
GRQ·W�KDYH�WLPH�WR�ZRUU\�DERXW�WKH�
FRPSOH[LW\�RI�WKHLU�PHDO�RU�ZRQGHU�
if the quality is up to par. They need 
VRPHWKLQJ�TXLFN��GHOLFLRXV�DQG�FRQ-
venient for their market.

STYLE
7KH\�DUH�IXQ��KXPRURXV�DQG�UHDG\�IRU�
the next big thing. When it comes to 

TARGET MARKET

not stuck back in the ‘90’s either. 

MUSIC
7KH\�ORYH�WRS�����EHFDXVH�LW·V�TXLFN��
HDV\�DQG�LW·V�ZKDW·V�DFFHVVLEOH��7KH\�
don’t have time to be searching for 
the next best thing. They also love 
VRQJV�WKDW�DUH�HDV\�WR�VLQJ�DORQJ�WR��
that everyone is a fan of. 

SOCIAL
7KH\�DUH�YHU\�VRFLDO�SHRSOH��EXW�
also spend a lot of time taking 
care of their families. They are 
motivated by taking care of 
people and also taking care of 
themselves in a timely manner.  

WKH�QHZHVW�WUHQGV�DQG�IDGV��WKH\�DUH�
DOZD\V�WKH�ÀUVW�WR�VWDUW�WKHP��

MUSIC
7KHVH�SHRSOH�ORYH�IXQ��SRSXODU�DQG�
upbeat music. Anything from Lady 
*DJD�WR�&DUULH�8QGHUZRRG³WKH\�
ORYH�WRS����DQG�DOZD\V�KDYH�WKH�
radio on.

SOCIAL
The Entertainers are the social but-
WHUÁLHV��7KH\�DUH�DOZD\V�PHHWLQJ�QHZ�
people and are extroverts.

ON-THE-GOER
PERSONALITY
2UJDQL]HG��
busy and family 
oriented. They 
ZDQW�IDVW�IRRG��
EXW�GR�QRW�ZDQW�
WR�VDFULÀFH�RQ�
the quality 
of it for their 
meals. They 
DUH�FRQVWDQWO\�RQ�WKH�PRYH��DQG�DUH�
DOZD\V�ORRNLQJ�IRU�WKH�QH[W�EHVW�WKLQJ�
to feed themselves and their families. 

STYLE
7UHQG\��EXW�DOVR�FODVVLF��7KH\�PD\�QRW�
EH�XS�RQ�WKH�ODWHVW�VW\OH��EXW�WKH\�DUH�
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COMPANY HISTORY

Wingstop opened its doors to the 
SXEOLF�LQ������ZLWK�WKH�KHOS�RI�
$QWRQLR�6ZDG��D�7H[DV�EDVHG�HQWUH-
SUHQHXU�ZKR�EHOLHYHG�WKDW�FKLFNHQ�
ZLQJV�KDG�D�SODFH�DW�WKH�FHQWHU�RI�
WKH�SODWH��6ZDG�XVHG�D�KDQGV�RQ�
approach to develop his business 
into a national franchise by 1997. 
Their simplistic menu consists of 10 
ÁDYRUV�RI�EXIIDOR�VW\OH�FKLFNHQ�ZLQJV�
DV�ZHOO�DV�EHYHUDJHV�DQG�VLGHV��
including their famous French fries.

Wingstop provides individual orders 
DORQJ�ZLWK�FDWHULQJ��DQG�FXVWRP-
HUV�FDQ�RUGHU�RQOLQH��FDOO�DKHDG��
RU�GLQH�LQ�WKH�UHVWDXUDQW��+RZHYHU��
75% of Wingstop’s business is car-
U\RXW��7KH�UHVWDXUDQWV�DUH�QRVWDOJLF��
DYLDWLRQ�WKHPHG��DQG�WKH�QD-
tional spokesperson is Troy Aikman. 
Wingstop is positioned as a simple 
ZLQJ�UHVWDXUDQW�WKDW�LV�JUHDW�IRU�
carry-out and catering sports events. 
The company is adamant that 
WKH\�DUH�QRW�IDVW�IRRG��EXW�LQVWHDG�
fast casual. Everything is made to 
order from quality ingredients. 

They have been recognized several 
times over the years for their quality 
service and franchising ventures. 
7KH\�ZHUH�UDWHG�DV����IRU�&KLFNHQ�
ZLQJV�LQ�(QWUHSUHQHXU�0DJD]LQH��

���LQ�WKH�WRS����1HZ�)UDQFKLVHV�LQ�
2011 and their franchising industry 
UDQN�DV�DFFRUGLQJ�WR�,1&�LV�����

FINANCIAL HEALTH

75% OF SALES ARE CARRY OUT
600+ STORES IN OPERATION OR 
DEVELOPMENT
TX & CA HAVE BEST PERFORMANCE
GROWTH POTENTIAL IN NORTHEAST, 

SOUTHEAST AND MIDWEST

CURRENT USERS
MALE: 35-54

FEMALE: 30-45 

SITUATION ANALYSIS



SITUATION ANALYSIS

READY IN 14 
MINUTES

MADE TO ORDER

RAPIDLY GROWING

CONCEPT CONFUSION

NO DELIVERY

PURCHASE WITHIN 5 
MILE RADIUS

FAST CASUAL IS 
POPULAR

PURCHASE ON A 
WHIM

CHANCE TO FOCUS ON 
CARRY OUT

OTHERS OFFER 
DELIVERY

FAST-FOOD WITH 
FASTER PREP TIME

COMPETITORS FOCUS 
ON DINE IN

S W

O T



SITUATION ANALYSIS

PRICE

MEDIA

FOOD
QUALITY

MENU

POINT OF 
DIFFERENCE

PIZZA HUT BUFFALO 
WILD WINGS

DOMINOES SUBWAY TACO BELL

COMPETITION ANALYSIS

$ $$ $ $ $

Heavy Light Heavy Heavy Heavy

/RZ High Mid-Range Mid-Range /RZ

Many Options Many Options Limited 
Options

Customizable 
Options

Many Options

Pizza rather 
than just 
ZLQJV��/RZ�

quality.

Offers large 
food selec-

tion. Wings not 
main dish. 

Pizza. Fast to-
go option. 

Fast to-go 
option. Feeds 

many. 

)DVW��/RZ�
quality. 
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OBJECTIVES

MARKETING OBJECTIVE: TO 
PROMOTE THE QUALITY AND 

CONVENIENCE THAT WINGSTOP 
OFFERS ITS CUSTOMERS

ADVERTISING OBJECTIVE: TO 
ELIMINATE CONCEPT CONFUSION 
AND POSITION WINGSTOP AS THE 
PRIME TO-GO OPTION FOR WINGS 

AND CRAVINGS. 
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CREATIVE

OUTDOOR
7KLV�QRQ�WUDGLWLRQDO�DGYHUWLVHPHQW�ZLOO�EH�
SODFHG�DW�'DOODV�&RZER\·V�6WDGLXP�DQG�
DURXQG�ZDOOV�DQG�EXLOGLQJV�LQ�WKH�'DOODV�
PHWURSOH[��1RWLFH�WKH�VDXF\�´ÀQJHUSULQWVµ�
ZKLFK�OHDG�XS�WR�WKH�:LQJVWRS�ORJR��



CREATIVE

BILLBOARD
7KH�ELOOERDUGV�ZLOO�EH�SODFHG�
throughout Dallas an reinforce the 
idea of Wingstop as a prime take 
RXW�RSWLRQ��1RWLFH��WKH�SHRSOH�
KDYH�FKRVHQ�ZKHUH�WKH\�DUH�VLWWLQJ�
-on the billboard itself. 



CREATIVE

RADIO
To the left is a sample radio script 
WKDW�ZH�EHOLHYH�SURPRWHV�RXU�FRQ-
cepts of convenience and quality. 

Wingstop “Enjoy Where You Choose”

Radio Spot (:30 Seconds)

(Begin with ambient restaurant noises in background.)

   Male V.O. (continuous)

:LQJV�DUH�D�PHVV\��KDQGV�RQ��ºQJHU�OLFNLQJ�IRRG��:H�EHOLHYH�
WKH\±UH�PRUH�WKDQ�DQ�DSSHWL]HU��EHFDXVH�ZH�PDNH�WKHP�ZLWK�
WKH�EHVW�LQJUHGLHQWV�DQG�DOZD\V�UHDG\�WR�RUGHU��,Q�KHUH��
ZLQJV�FDQ�EH�VSLF\��UHDOO\�VSLF\��VOLJKWO\�OHVV�VSLF\��WDQJ\��
RU�FKHHV\�

(Background noises fade to sounds of a sporting event.)

   Male V.O. (cont’d)

7KH\�FRPH�LQ�HQRXJK�»DYRUV�IRU�HYHU\RQH��QRW�MXVW�IRU�WKRVH�
ZDQWLQJ�WR�ZDWFK�WKH�JDPH��:H�NQRZ�\RX±UH�QRW�DOZD\V�E\�WKH�
SHRSOH�\RX�ZDQW�WR�HDW�ZLWK�ZKHQ�\RX�RUGHU��VR�JR�DKHDG�DQG�
WDNH�GLQQHU�KRPH�

(Sounds fade to those of a car parking, footsteps, and door 
opening, keys being set down.)

   Male V.O. (cont’d) 

8VH�RXU�PRELOH�DSS�WR�RUGHU�EHIRUH�\RX�OHDYH�ZRUN�DQG�ZH±OO�
KDYH�LW�GRQH�EHIRUH�\RXU�QH[W�VWRS��ZKHUHYHU�WKDW�PLJKW�EH��
:H±OO�SURYLGH�WKH�IRRG��\RX�SURYLGH�WKH�WKHPH��:H±UH�:LQJ-
VWRS��D�GHVWLQDWLRQ��DQG�ZH�\LHOG�WR�\RX��:LQJVWRS��(QMR\�
ZKHUH�\RX�FKRRVH�



CREATIVE

IOS APPLICATION
After careful evaluation of the 
FXUUHQW�L3KRQH�DSSOLFDWLRQ��
ZH�KDYH�VHYHUDO�VXJJHVWLRQV�
for future improvement. 

)LUVWO\��ZH�ZRXOG�OLNH�WR�KDYH�DQ�
aspect that recognizes the user’s 
´&XUUHQW�/RFDWLRQ�µ�DQG�GURSV�D�
pin at the nearest Wingstop. 

6HFRQGO\��ZH�ZRXOG�OLNH�WKH�
PHQX�WR�EH�HDVLO\�DFFHVVLEOH��DV�
VKRZQ�LQ�WKH�VHFRQG�IUDPH��

)LQDOO\��XQGHU�WKH�VHWWLQJV�VHOHFWLRQ��
you can select the amount of time 
DQG�´6HW�D�7,PHUµ�RQ�WKH�:LQJVWRS�
IURP�ZKLFK�\RX�KDYH�RUGHUHG�IURP��

:H�KDYH�HOLPLQDWHG�WKH�´'HOLYHU\µ�
option as it added much confusion. 



CREATIVE

SOCIAL MEDIA
7KHUH�ZLOO�EH�VHYHUDO�PHVVDJHV�ZH�
ZDQW�WR�SURPRWH�XVLQJ�RXU�VRFLDO�
PHGLD��:H�ZRXOG�WR�JLYH�SHRSOH�
DQ�LQFHQWLYH�WR�HQJDJH�ZLWK�WKH�
brand and also for eating at the 
restaurant. 

Facebook
7R�HQFRXUDJH�/LNHV�DQG�WR�JURZ�
WKH�IDQ�EDVH��ZH�ZLOO�RIIHU�FRX-
pons to randomly selected cus-
WRPHUV�ZKHQ�WKH\�´&KHFN�,Qµ�
HLWKHU�DW�D�:LQJVWRS�RU�´&KHFN�
,Qµ�VRPHZKHUH�HOVH�ZKHUH�WKH\�
are eating their Wingstop. 

Twitter
:H�ZRXOG�OLNH�WR�FUHDWH�D�
�KDVKWDJ�WKDW�UHLQIRUFHV�WKH�
quality and convenience of 
:LQJVWRS��:H�ZLOO�VWDUW�WKH�FRQ-
YHUVDWLRQ�XVLQJ�WKLV��DQG�DOVR�
using incentives to bring them to 
Wingstop. 



MEDIA

MEDIA VEHICLES

WHO

WHEN

BUDGET

OBJECTIVES

BUDGET ALLOCATION
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OBJECTIVES
:H�ZRXOG�OLNH�WR�FRPPXQLFDWH�
the quality and convenience of 
:LQJVWRS��DQG�KDYH�VHOHFWHG�PHGLD�
WKDW�ZLOO�UHDFK�WKH�DSSURSULDWH�
WDUJHWV����WKRVH�ZKR�DUH�´RQ�WKH�
JRµ��:H�KDYH�GHFLGHG�WR�SODFH�
RXU�IRFXV�RQ�WKH�'DOODV�)RUW�:RUWK�
PHWURSROLWDQ�UHJLRQ��DQG�ZLOO�XVH�
RXU�ÀQGLQJV�IURP�WKHUH�WR�FKRRVH�
our media on a national scale.

7KH�PHGLD�ZH·YH�FKRVHQ�WR�XVH�
LQFOXGH�UDGLR��RXWGRRU��QRQ�WUDGL-
WLRQDO��DQG�DQ�XSGDWHG�L26�DSS��
By using vehicles that are easily 
DFFHVVLEOH�DQG�PLQLPDOO\�LQWUXVLYH��
ZH�DUH�DEOH�WR�DVVXUH�D�KLJK�QXPEHU�
RI�LPSUHVVLRQV��DQG�LQ�GRLQJ�VR�
spark increased impulse business.

MEDIA VEHICLES
Radio
:H�FKRVH�UDGLR�DV�D�ZD\�WR�UHDFK�
impulse buyers as they are on the go. 
2XU�UHVHDUFK�VKRZHG�WKDW�D�ODUJH�
SRUWLRQ�RI�RXU�WDUJHW�GHFLGHV�ZKHUH�
to get take out less than an hour 
before picking it up. By purchasing 
DG�WLPH�GXULQJ�KLJK�WUDIÀF�GD\SDUWV�
DQG�XVLQJ�GHPRJUDSKLF�WDUJHWLQJ��
ZH�FDQ�UHDFK�WKHVH�FXVWRPHUV�
and get them craving Wingstop.  

Billboards
We also incorporated outdoor 
media into our campaign in the form 
of bulletin billboards. We plan for 
WKHVH�WR�EH�ORFDWHG�ZLWKLQ�ÀYH�PLOHV�
of Wingstop locations. Billboards 
are advantageous because of the 
98% reach potential and the ability 
to use geographic targeting.  

Non-Traditional 
An additional aspect of our 
campaign is the use of non tradi-
tional media in the form of sticker 
advertising. These kinds of ads are 
D�XQLTXH�ZD\�WR�UDLVH�DZDUHQHVV�
RI�:LQJVWRS�DQG�JHQHUDWH�ZRUG�
of mouth buzz about the brand. 
By placing these stickers in high 
WUDIÀF�ORFDWLRQV�VXFK�DV�VSRUWV�
DUHQDV��ZH�FDQ�UHDFK�D�ODUJH�
SHUFHQWDJH�RI�XVHUV�IRU�D�ORZ�FRVW��

WHO 
$V�VWDWHG�LQ�RXU�H[HFXWLYH�VXPPDU\��
instead of targeting our campaign 
WRZDUGV�VSHFLÀF�GHPRJUDSKLF�
DJH�UDQJHV��ZH�DUH�IRFXVLQJ�
RQ�VSHFLÀF�OLIHVW\OHV��2XU�PHGLD�
GHFLVLRQV�UHÁHFW�WKLV�LQ�WKDW�HDFK�
DGYHUWLVHPHQW��ZKHWKHU�LW�LV�UDGLR��
RXWGRRU��RU�QRQ�WUDGLWLRQDO��WDUJHWV�
those users that are busy and out 
and about.  Our goal is to reach 
the audiences that are most likely 
WR�RUGHU�WDNH�RXW�IURP�:LQJVWRS��

DQG�FDWFKLQJ�WKHP�ZKHQ�WKH\�DUH�
LQ�WKHLU�FDUV��RU�RWKHUZLVH�RXWVLGH�RI�
their homes caters to this objective. 

WHEN
Radio
Monday-Friday 6AM-10AM 
0RUQLQJ�'ULYH��7DUJHW�$Q\�
Monday-Friday 10AM-3PM 
'D\WLPH��WDUJHW��:RPHQ�
Monday-Friday 3-7 PM 
'ULYH��7DUJHW��$Q\�

Our plan is to disperse the percent 
of our budget allocated to 
radio amongst these dayparts 
\HDU�URXQG���7KHUH�ZLOO�DOZD\V�EH�
UDGLR�VSRWV�RQ�WKH�DLU��HYHQ�ZKHQ�
ZH�DUH�QRW�UXQQLQJ�WKH�RWKHU�
aspects of our campaign

The 6AM-10AM daypart is a 
JUHDW�ZD\�WR�WDUJHW�RXU�´RQ�WKH�
JRHUµ�VHJPHQW�DQG�JHW�WKHP�
craving Wingstop for lunch. 
6LPLODUO\��WKH����30�GD\SDUW�GRHV�
the same thing for dinner.

Data from the Thumbnail Media 
3ODQQHU�VKRZV�WKDW�WKH���$0��30�
GD\SDUW�LV�DQ�HIIHFWLYH�ZD\�RI�
WDUJHWLQJ�ZRPHQ��WKHUHE\�UHDFK-
LQJ�RXU�´HQWHUWDLQHUµ�VHJPHQW�

MEDIA



28

MEDIA

Outdoor
:H�ZLOO�KDYH����ELOOERDUGV�GLVSHUVHG�
in the DFW area for the month of 
January and May-August. There 
ZLOO�EH�D�KLJK�QXPEHU�RI�ELOOERDUGV�
in January because of the Super 
%RZO�WDNLQJ�SODFH�GXULQJ�WKH�
ÀUVW�ZHHN�LQ�)HEUXDU\��:H�ZLVK�WR�
HQFRXUDJH�´WKH�HQWHUWDLQHUµ�WR�
purchase large catering orders for 
the day of the game and to remind 
WKH�´RQ�WKH�JRHUVµ�ZKDW�D�JUHDW�
game-day meal Wingstop is. 

7KHUH�ZLOO�DOVR�EH�D�KLJK�QXPEHU�RI�
ELOOERDUGV�GXULQJ�WKH�6SULQJ�6XPPHU�
months of May through August.

:H�ZLOO�GHFUHDVH�VSHQGLQJ�RQ�
outdoor media from September 
through December and February 
through April. During these months 
WKHUH�ZLOO�EH�VL[�ELOOERDUGV�ORFDWHG�
close to the Wingstop restaurants in 
the highest density areas in DFW 
This decrease in spending is 
SDUWLDOO\�EHFDXVH�ZH�GR�QRW�ZDQW�
WR�RYHUVDWXUDWH�WKH�PDUNHW�ZLWK�
a large quantity of billboards 
\HDU�URXQG��)XUWKHUPRUH��WKH�
ZHDWKHU�GXULQJ�WKHVH�PRQWKV�LV�
not as conducive to generating 
a high number of impressions

The billboard bulletins are 
purchased in multiples of 

three to facilitate equal dis-
persion of our three creative 
renderings for the billboard. 

Non Traditional
7KH�VWLFNHU�DGYHUWLVHPHQWV�ZLOO�EH�
SODFHG�LQ�&RZER\�6WDGLXP�IRU�
the months of September through 
January. We felt that this is the best 
time to schedule the installations 
as it is during football season. 

7KHUH�ZLOO�EH�WKUHH����VTXDUH�IW��LQVWDO-
lations of sticker ads in different areas 
WKURXJKRXW�&RZER\�6WDGLXP��7KH�
placement of the stickers is relevant 
WR�RXU�WDUJHW�PDUNHWV�RI�WKH�´RQ�WKH�
JRHUVµ�ZKR�OLYH�D�EXV\�OLIHVW\OH�WKDW�
LQYROYHV�DWWHQGLQJ�VSRUWLQJ�HYHQWV��
DQG�´WKH�HQWHUWDLQHUµ�ZKR�ORYHV�
WR�JR�WR�JDPHV�ZKHQ�KH�RU�VKH�LV�
not hosting game-day parties. 

BUDGET
We have designated the DFW 
market as our sample local 
market for the campaign. Based 
RQ�WKH���0�ZH�ZHUH�DOORFDWHG��
ZH�WRRN�����RI�WKDW�EXGJHW�WR�
build around the Dallas market. 

Radio
���753V�[�������������
�������SHU�PRQWK�DOORFDWHG�WR�WKH�
three different dayparts year-round. 

$69,000 total allocation for Radio

Outdoor
The Thumbnail Media Guide lists 
2011 estimates for one bulletin 
ELOOERDUG�LQ�'):�DV��������ZHHNV��

)RU�WKRVH���PRQWKV�ZLWK����ELOOERDUGV�
�������6XSHU�ERZO��-DQXDU\
�� 6XPPHU��0D\�$XJXVW

��PRQWKV�ZLWK���ELOOERDUGV�������
�� )HEUXDU\��$SULO
�� September - December

$25,200 total allocation for Billboard

Non Traditional
$225 per 5ft square unit x 4 for 20 
total square ft. equals $900 for one 
month (Media Life Magazine).
�� September-January
�� 3 different locations for 

these months $4500 per 
ORFDWLRQ���������WRWDO

$13,500 total allocation 

for non traditional

iOS App
In addition to the traditional and non 
traditional media included in our 
FDPSDLJQ��ZH�DOORFDWHG��������IRU�
the development and maintenance 
of an updated Wingstop iOS app.
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RADIO: $69,000/ 57.5%

BILLBOARD: $25,200/21%

NON TRADITIONAL: 
$13,500/ 11.25%

SOCIAL MEDIA: $7,300/6.1%

IOS APP: $5,000/ 4.2%

$5,000 total allocation for iOS app

Social Media Promotions
:H�GHFLGHG�WR�DOORFDWH�WKH��������
UHPDLQGHU�RI�WKH�EXGJHW�WRZDUGV�
SURPRWLRQV�RQ�VRFLDO�PHGLD�ZHE-
VLWHV�VXFK�DV�)DFHERRN�DQG�7ZLWWHU�

An example of one such promo-
WLRQ�FRXOG�EH�D�JLYHDZD\�RU�
discount given to Facebook users 
WKDW�´OLNHµ�D�SRVW�RQ�WKH�:LQJVWRS�
SDJH��RU�D�GLVFRXQW�IRU�7ZLWWHU�
XVHUV�WKDW�WZHHW�DERXW�:LQJVWRS�
XVLQJ�D�´KDVKWDJµ�GHVLJQDWHG�E\�
WKH�:LQJVWRS�7ZLWWHU�DFFRXQW��

$7,300 total allocation for 

social media promotions

PERCENT BUDGET ALLOCATION

$120,000 total (12% of National 
Wingstop Budget)

MEDIA
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MEDIA

MEDIA CALENDAR

Months May June July August September October November December January February March April Total Cost

Radio $69,000

Outdoor $25,200

Non-Traditional $13,500

Social Media Promotions $7,300

Total $115,000

Usage Key Heavy Light

Radio

Outdoor

Non-Traditional



CAMPAIGN EVALUATION



CAMPAIGN EVALUATION

IN ORDER TO DETERMINE THE SUCCESS 
OF THE CAMPAIGN, WE WILL EVALU-

ATE IT USING SEVERAL METHODS. 

�� TRACKING DOWNLOADS OF THE APP
�� CHECKING FACEBOOK AND TWITTER ACTIVITY

�� TRACK SALES FROM THIS YEAR IN 
COMPARISON TO LAST YEAR
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APPENDIX

´:LQJVWRS��)HHGLQJ�$PHULFD�3DUWQHU�
WR�)LJKW�+XQJHU�_�)DVW&DVXDO�FRP�µ�
Fast Casual - Insights for Innovative 
Restaurants | FastCasual.com. 
:HE�����)HE���������KWWS���ZZZ�
IDVWFDVXDO�FRP�DUWLFOH�������
Wingstop-Feeding-America-
SDUWQHU�WR�ÀJKW�KXQJHU!�

Franchise
´+DUG�WR�7RS�:LQJVWRS�µ�)UDQFKLVH�
+RXQG��:HE�����)HE���������KWWS���
WKHIUDQFKLVHKRXQG�FRP������������
KDUG�WR�WRS�ZLQJVWRS�!�

´5DS�8S�FRP�__�5LFN�5RVV�,QYHVWV�
LQ�:LQJVWRS�)UDQFKLVH�µ�5DS�8S�
com || Rap-Up.com. Web. 19 
)HE���������KWWS���ZZZ�UDS�XS�
FRP������������ULFN�URVV�LQYHVWV�
LQ�ZLQJVWRS�IUDQFKLVH�!�

´5HVWDXUDQW�)UDQFKLVH�:LQJVWRS�
6KDWWHUV�6XSHU�6XQGD\�6DOHV�5HFRUG�µ�
Franchise and Franchises for Sale on 
Franchise Works. Web. 19 Feb. 2012. 
KWWS���ZZZ�IUDQFKLVHZRUNV�FRP�
IUDQFKLVHBQHZVBVWRU\�DVS["QLG �����

Advertising
&HEU]\QVNL��*����������:LQJVWRS�
FDOOV�WLPH�RXW��EHQFKHV�ODWHVW�
aikman spots. Nations Restaurant 
1HZV�����������������5HWULHYHG�IURP�
KWWS���VHDUFK�SURTXHVW�FRP�GRFY
LHZ����������"DFFRXQWLG ����

RESEARCH 

Industry
´)DVW�)RRG�DQG�4XLFN�6HUYLFH�
5HVWDXUDQWV�µ�+RRYHUV�2QOLQH��'	%��
������:HE�����)HE���������KWWS���
subscriber.hoovers.com.proxy.
OLEUDULHV�VPX�HGX�+�LQGXVWU\����
RYHUYLHZ�KWPO"LQGXVWU\,G ����!�

*OD]HU��)HUQ��´13'��)RRG�4XDOLW\�
'ULYHV�*URZWK�IRU�0DQ\�)DVW�&DVXDO�
&KDLQV�µ�1DWLRQV�5HVWDXUDQW�1HZV�
������������������������$%,�,1)250�
Complete. Web. 19 Feb. 2012.

<RUN��(PLO\�%��´$V�'LQHUV�7UDGH�
'RZQ��)DVW�&DVXDO�6HJPHQW�
*DLQV�µ�$GYHUWLVLQJ�$JH�����
Mar. 2009. Web. 12 Feb. 2012.

Company
:HEHU��7RE\��´:LQJVWRS�µ�
)RRGVHUYLFH�(TXLSPHQW�	�6XSSOLHV�
��������������������$%,�,1)250�
Complete. Web. 19 Feb. 2012. 

´:LQJVWRS�WR�*URZ�E\�����8QLWV�LQ�
0H[LFR�_�)DVW&DVXDO�FRP�µ�)DVW�
Casual - Insights for Innovative 
Restaurants | FastCasual.com. Web. 
���)HE���������KWWS���ZZZ�IDVWFDVXDO�
FRP�DUWLFOH��������:LQJVWRS�WR�
JURZ�E\�����XQLWV�LQ�0H[LFR!�

Media
3UHQWLFH��.DWK\��´<RXU�0HVVDJH�
:KHUH�)HHW�0HHW�WKH�6WUHHW�µ�
Media Life Magazine. Web. 05 
1RY��������KWWS���ZZZ�PHGLDO-
LIHPDJD]LQH�FRP�QHZV�����
GHF���GHF����BPRQ�QHZV-
5monday.html.
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SURVEY
 
���2Q�DYHUDJH��KRZ�PDQ\�GD\V�SHU�ZHHN�GR�\RX�HDW�RXW"

���2XW�RI�WKRVH�WLPHV��KRZ�RIWHQ�DUH�\RX�GLQLQJ�LQ�DQG�KRZ�RI� WHQ�DUH�\RX�JHWWLQJ�
WDNH�RXW"

���:KHUH�GR�\RX�PRVW�RIWHQ�JHW�WDNH�RXW"

��:K\�LV�WKDW"�,V�LW�VLPSO\�EHFDXVH�\RX�OLNH�WKH�IRRG�RU�DUH�WKHUH�RWKHU�IDFWRUV�WKDW�
PRWLYDWH�\RXU�GHFLVLRQ"

���:KHQ�\RX�JHW�WDNH�RXW��KRZ�IDU�LQ�DGYDQFH�GR�\RX�SODQ�ZKHUH�\RX�DUH�JRLQJ�WR�
JHW�IRRG�IURP"

���$UH�\RX�IDPLOLDU�ZLWK�WKH�:LQJVWRS�UHVWDXUDQW�FKDLQ"

���,I�\RX�DQVZHUHG�\HV�WR�WKH�SUHYLRXV�TXHVWLRQ��KRZ�RIWHQ�GR�\RX�HDW�DW�:LQJVWRS"�
$QG�RXW�RI�WKRVH�WLPHV��KRZ�RIWHQ�GR�\RX�JHW�\RXU�IRRG�WR�JR"

���)XUWKHUPRUH��ZKHQ�\RX�HDW�DW�:LQJVWRS��ZKDW�PRWLYDWHV�\RXU�GHFLVLRQ�WR�HDW�
WKHUH"�)RU�H[DPSOH��FUDYLQJV��FRQYHQLHQFH��ORFDWLRQ��HFW�

���,I�\RX�GRQ·W�HDW�DW�:LQJVWRS��GR�\RX�HDW�ZLQJV�DW�RWKHU�UHVWDXUDQWV"�,I�VR��ZKLFK�
RQHV�DQG�ZK\�GR�\RX�HDW�WKHUH"

����+DYH�\RX�HYHU�VHHQ�DQ\�DGYHUWLVLQJ�IRU�:LQJVWRS"�,I�VR��ZKDW�PHGLD�ZDV�LW�DQG�
ZKDW�GR�\RX�UHPHPEHU�PRVW�DERXW�WKH�DG"
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