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1. Client Direction

· Client is a quick serve restaurant

· 500 locations

· 1,000 people eat at each location per week

· Customer profile: Families with children ages 4-15; all ethnic backgrounds; household incomes range from $40,000 to $120,000

· Offer sit down or drive up service

· Menu prices range from $1 to $15 per meal per person

· Consumers have many choices for quick serve food

· Mom is the primary decision maker

· Children can be big influence because of the fun atmosphere

2. Client Objectives:

· Increase visits during November–December when families generally do not eat out at quick serve restaurants.

3. Client Budget: 

· $100 per store for POS; the promotion would have to be self-liquidating or paid for by one of client’s suppliers.

4.  Strategy and Tactical Plan 

· We are recommending a character marketing strategy, utilizing a custom designed collectable Santa Bear. Option: a collectable snowman called Sneezy or Achoo

· The offer would be self-liquidating with meal purchase. For example, with purchases of $50 or more, you can buy the Santa Bear for $12.99. Regular price $24.95.

· Cause overlay: $2 of purchase price will be donated to charity for kids.

· Each store will be given an allocation of bears every two weeks. This will create a sense of urgency and demand for the collectable.

· Consumer would be given a punch card. For every $5 they purchase, they get a punch. This will motivate moms to come in additional times so they can get the collectable.

· Promotion timing: November –December. 

· POS: Posters and danglers will show the collectable and promote the charity. Table tents and counter cards will also promote the offer.

· Advertising: TV, radio, e-marketing and newspaper are options to build awareness.

· Other: Take-out bags can be printed with the offer, as well as meal receipts. Employees can wear buttons promoting the offer. Each store can run a coloring contest and the winner gets to present the check to charity and/or receives a free bear and/or a free party for their friends.

· Budget:

—$100 Promotion Kit sent to each store

—Collectables: 500 stores, 1,000 people eat there each week and 10% will buy enough and pay for a bear or 100 people per week x 8 weeks x 500 stores = 400,000 bears at $12.99 less $2.00 = $10.99 = $4,396,000 budget all paid for by consumer.

· Risk: What if consumers are not interested and there are left-over bears? Bears can be sold without purchase just like other logo promotional items. The first year, you could go very conservative and estimate 5%. Keep in mind, production takes 12-14 weeks. We could test the offer in several stores in the late summer to gage customer reaction.

5. Why Character Marketing and Cause Promotions Work

· The Advertising Recall Factor-It’s proven that great performing ad campaigns keep working, long after their message has been seen or heard. 

· Our favorite ads with high recall 
—Where's the beef?
—Aflac Duck 
—Yo Quiero Taco Bell 
—Great Taste, Less Filling 
—Geico Gecko

· The importance of getting noticed. The average person is exposed to more than 3,000 ads per day. If your ads go unnoticed, you are simply wasting your budget.

· A telephone survey of 1,000 U.S. households found that about one-fifth of all households purchased a plush, stuffed or beanbag toy in the past year. Households under 45 years of age are the prime market for plush, while households with children present are twice as likely to buy plush than single person or two-person homes. "Demographically, women are more likely to buy plush than men. However, when men shop for plush, they are searching out gift items and tend to spend more than the typical $11 to $22 price tag," according to Pam Danziger, president of Unity Marketing and author of the book Why People Buy Things They Don't Need (Ithaca, NY: Paramount Market Publishing, 2002).

· According to an article in PROMO Magazine:

—77 percent of U.S. consumers want companies to commit to a specific cause for a long time, instead of running short promotions with several causes. (That's up from 66 percent in 1993.)

—83 percent of U.S. consumers have a more positive image of a company that supports a cause they care about.

—86 percent of consumers with household income over $50,000 have a more positive image of such a company.

—94 percent of Influentials—the 20 million Americans defined by Roper as those who influence their social circles—have a more positive image of a company that supports a cause they care about.

6. Next Steps

· Agree on character marketing strategy

· Select the collectable and agree on offer and projections

· Determine test

· Determine the POS

· Agreement to proceed 

· Submit detailed budget
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Your signature authorizes us to proceed with the development of the character marketing campaign. If for any reason this campaign is canceled, we retain the right to bill for our time to date and other costs incurred.
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