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Executive Summary: 

 

 Dream Media plans to spend 100% of their $200,000 budget on strictly local media. 60 

percent of the media budget will be spent on social and new media. 40 percent will be spent on 

traditional media. Dream Media plans to use facebook, and spotify as their source of social 

media for a total of $22,176 spent on social media. For outdoor advertising we plan to use 

Billboards, Bus interior with take-one pads, Bus tail, and taxi for a total of $91,200. Finally for 

non-traditional media we plan to use an elevator wrap (mall advertising) for a total of $6,300. 

The total amount we plan to spend on non-traditional media is $119,676.  

 For traditional media we plan to use Newspapers which amount to $22,564. We also plan 

to use radio totaling $27,216. Our local television advertisement comes out to be $30,000. For 

traditional media Dream plans to spend $79,780. Our gross total for all the advertisement Dream 

Media plans to use is $199,293.  

 As a team we decided that are months of heavy advertisement will be September, 

October, December, and February leading into high holidays that people would want to purchase 

cookies and other special packages. Internet and social media will be used year round. We plan 

to reach a target audience of ages 18-30 with 18-25 being directed towards college campuses in 

Pittsburgh, and 25-30 being geared towards women with young children.  
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Introduction to Media Plan: 

 

Tiff’s Treats current owners are looking to branch out into a new market in Pittsburgh, 

Pennsylvania in September 2012. As a company their goal is to replicate the vibe that Tiff’s 

Treats has in their hometown of Austin, Texas. Dream Media is going to prepare media 

recommendations for a successful introduction into Pittsburgh. As a company, we will provide 

measurability and a long-term vision for Tiff’s Treats with our use of smart networking and 

strategic planning.  

 

Company/Brand History & Evaluation: 

 

 In January of 1999, two University of Texas students started Tiff’s Treats. Originally 

starting in Austin, Texas, Tiff’s Treats became so popular that they became full time and opened 

another location in Dallas, and a second store in Austin. Due to the continued success, Tiff’s 

Treats has now opened eight stores, each making anywhere from $300,000 to $500,000 a year.  

Tiff’s Treats is known for their cookie delivery service, but they are not limited to just 

cookies. In their stores they have other desserts such as brownies and ice cream. Some 

opportunities for Tiff’s Treats in the Pittsburgh area are catering at university events since there 

are a lot of universities in the area, as well as catering events such as birthday parties, weddings, 

and football games for universities in the Pittsburgh area. These would provide opportunities to 

increase revenue as well as develop brand awareness. Since their target audience is mainly young 

college students and businesses this will be an easy way for them to network and let students 

know who they are.  

We conclude that they have become a very successful business in the Austin/Dallas, 

Texas area and they have what it takes to expand their business to similar markets. Since they are 

focused on a young crowd, Facebook and Twitter should be the main sources of social media 

since that’s where college kids spend a lot of their time on. Tiff’s Treats needs to improve their 

Facebook page by making it more attractive and adding pictures of their products and what they 

do in order to get a larger following. They also should promote special offers when they first get 

to Pittsburgh that will draw a crowd and get students interested in what they have.  

Tiff’s treats says that it takes about 30 minutes per order so therefore they ask that you 

call in advance. However, an opportunity we see for them is to have more in store items 

available so customers can just walk in and grab products.  

 

Product Evaluation: 

 

Tiff’s Treats has a wide cookie selection. All of the cookies can be ordered in store or 

delivered. The prices are competitive. The best value is to buy by the dozen. The price gets 

cheaper for each additional dozen. It is still more expensive than baking or buying cookies from 

a grocery store, but consumers will be willing to pay more for the added value of being Tiff’s 

Treats cookies. In comparison to other cookie stores, such as Mrs. Field’s, the pricing is not 

considered high. Plus, these cookies will be delivered to the consumer’s residence warm like 

they have just come out of the oven.  

Tiff’s Treats offers other desserts besides cookies. A Tiff’s Treats special is an ice cream 

cookie sandwich called the Tiffwich. However, it is only available in-store. Brownies are another 
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product. Tiff’s Treats sells products by other famous brands such as Starbucks and Blue Bell that 

compliments cookies. Blue Bell ice cream can be purchased by scoop or by pint. Pints can also 

be delivered.  

Another special in-store dessert is the brownie sundae, made with Blue Bell ice cream. 

The flavors of ice cream include vanilla, chocolate, cookies ‘n cream, mint chocolate chip, and 

cookie dough. Consumers can also enjoy selected Starbucks coffee products. These products are 

also available for delivery. Other drinks include Coke products and milk. 

Tiff’s Treats strongest feature is that they deliver. Plus, the cookies arrive warm so that 

the consumer can enjoy freshly baked cookies straight from the oven without having to make 

them. A weakness is the time that it takes for the consumer to receive his or her order. The 

cookies take about 30 minutes to bake, and driving time should be considered. However, it is still 

faster than making cookies at home. It takes no energy on the consumer’s part, for there is no 

preparation or cleaning afterward.  

Another feature is the special packages. These packages give the consumer the ability to 

mix-and-match the products, and it saves money. 

The following is a list of available packages: 

 

Basic Package – 2 dozen cookies and 4 milks 

Brownie Box – box of 12 brownies 

Variety Pack – 1 dozen cookies, 4 brownies, 2 milks 

Little Sweet Pack – 1 dozen cookies, 1 pint of ice cream 

Big Sweet Pack – 2 dozen cookies, 1 pint of ice cream, 2 milks 

Large Birthday Package – 3 dozen cookies, 1 pint of ice cream, 2 milks, 1 birthday balloon and 

birthday box 

Small Birthday Package – 2 dozen cookies, 2 milks, 1 birthday balloon and birthday box 

Longhorn Package 1 – 2 dozen cookies, 2 milks, orange and white box and Longhorn balloon 

Longhorn Package 2 – 2 dozen cookies, 2 milks, orange and white box and Longhorn balloon, 

burnt orange Tiff’s Treats T-shirt 

Special Occasion Package – 2 dozen cookies, 2 milks, special box and balloon of your choice 

All-Nighter Package – 2 dozen cookies, 2 Frappuccinos 

 

An opportunity is to target special events. Tiff’s Treats can increase their profit by selling 

larger orders via packages. Birthdays, reunions, weddings and other celebrations are great 

examples. The birthday packages are great for parties, especially for children. The Longhorn 

packages are great for friends getting together to watch a game.  

Pittsburgh is home to many college students and sports lovers. Making a special package 

for Steelers fans is a great idea. The Special Occasion Package allows the consumer to customize 

the packaging for any event. Individual balloons and special packaging can also be purchased 

without a package. Catering trays that hold 5-8 dozen cookies are also available. The possibilities 

are endless. 

The problem is getting the recognition. Anybody can pick up a dozen cookies from a 

grocery store. We need to create that special feeling of “these cookies are Tiff’s Treats,” the 

same way that people prefer Starbucks coffee to coffee from a gas station. It is a bigger gesture 

to give Tiff’s Treats cookies than cookies from the deli in Wal-Mart. Plus, if the busy event 

planner doesn’t have time to waste running to the store; the cookies can be delivered. The special 
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packaging, balloons and t-shirts are great features to gain this recognition; they make the event 

feel more special. 

Several problems can be detected. First of all, there is a limited in-store supply of 

cookies. The reason is so that the cookies stay fresh since that is what Tiff’s Treats advertises – 

freshly baked cookies. However, this cuts down on the profit that can be made from consumers 

who just drop by the store. However, they offer other types of desserts such as brownies, ice 

cream and the Tiffwich. An opportunity could be getting more consumers into the store. It might 

also be profitable to set up several “mini” Tiff’s Treats stores or stands.  

Another problem is delivery zones and prices. Only certain zip codes are in the “in zone.” 

The delivery charges for these areas are relatively cheap. Tiff’s Treats delivers to out of zone 

areas as well, but at a substantially higher price. 

In conclusion, Tiff’s Treats has a wide product selection that can be successfully 

introduced into the Pittsburgh area. Consumers will love the fact that they can get freshly baked 

cookies delivered to them. Special packaging makes Tiff’s Treats a great option when catering 

an event. The Longhorn package was very successful in Austin and Dallas, and a Steelers 

package should be equally successful. Consumers will also enjoy the other dessert products that 

are offered. However, having more variety of products in the store would be helpful. 

 

 
According to IBISworld.com 30% of products are bakery products, with the lowest percentage 

being 5% (coffee and tea). 

 

Target Market Profile: 

 

For Tiff’s Treats to successfully infiltrate the Pittsburgh market, we feel that their 

primary target market should be consumers aged 18-30. With multiple universities in the area, as 

well as many business headquarters, there are plenty of opportunities for Tiff’s Treats to thrive 

by providing catering and snacks for many different types of meetings, including board and staff 

meetings. 

According to IBISWorld.com, 35% of consumers are aged 18-35.  By successfully 

marketing towards consumers who are already accounting for a third of the industries 

consumption, Tiff’s Treats will also be able to effectively take market share away from 
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competitors in the industry. The average household income of residents living in Allegheny 

County, PA is just over $63,000 a year, according to SRDS data. According to IBISWorld.com, 

over half of the $7.8 billion market is made up of individuals who earn at least $40,000 a year. 

Even though the majority of consumers are already in the 18-30 age group target market, 

there is still a majority of the age group that Tiff’s Treats can lure into purchasing their products. 

Strategically using non-traditional media, such as downloaded smartphone applications and 

games, as well as social media sites, such as Blogspot, Facebook, Twitter and Tumbler will 

effectively reach both consumers and non-consumers in new and innovative ways. Not only will 

Tiff’s Treats be able to reach their target market effectively, but these non-traditional media will 

also allow Tiff’s Treats to create advertisements that allow the consumers to interact with the 

advertisements. 

  There are a few problems that Tiff’s Treats will have to combat, however, the first being 

that population in Pittsburgh and the surrounding area is slowly declining. According to SRDS 

data, the population has dropped almost 5% from 2000 to 2011. Estimates show that in the next 

five years, the population is expected to drop another 3%. Also, according to SRDS data, 

individuals living in Allegheny County, PA are 5% less likely to try new food products. 

Although Tiff’s Treats are not offering new food products, they will be new to the area, which 

may discourage the prospective consumers from trying Tiff’s Treats over the competitors that 

have already established their brand in Pittsburgh. 

  Overall, we believe that Tiff’s Treats will be able to successfully expand their business 

into Pittsburgh, despite the aforementioned problems. While they are problems, they are only 

minor problems. Tiff’s Treats may not be able to control where people want to live, but they can 

control their brand image. There are still over a million people living in Pittsburgh and the 

surrounding areas, so developing a superlative brand image is still going to be important.  

The following graph shows the breakdown (by age group) of consumption of specialty 

food store products in the U.S. 

 

 
According to IBISworld.com the highest consuming age group is ages 18-35 (35%). 
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Competitive Evaluation: 

 

To evaluate the competition of Tiff’s Treats we must first know what Tiff’s Treats has in 

its arsenal to deliver to the consumers.  For starters, it is a delivery service much like a pizza 

restaurant, which poses a threat to other cookie stores and bakeries that produce similar goods 

because Tiff’s Treats will get it there faster.  Tiff’s Treats makes ten different kinds of cookies.  

They also have other desserts, such as a variety of different flavors of ice cream and brownies.  

Tiff’s Treats has twelve specials to offer which include many creative combinations of all the 

various items on their menu.  They also cater.  

            In Pittsburgh, Tiff’s Treats would be in immediate competition with Country Cupboard 

Cookies, Mrs. Fields, and Cookies By Design.  

            Country Cupboard Cookies’ strengths are that they have more cookie flavors.  They also 

have a wide range of packaging methods and mix ‘N’ match schemes. But they are only an 

online business with no storefront bakery.  

            Mrs. Fields has a very large variety of cookies, other treats, and of course the cookie cake 

which is what they are successful and famous for. Mrs. Fields has been in business for 35 years, 

which is an advantage for them because of the brand recognition they have developed over those 

35 years.  But Mrs. Fields is a storefront business.  They do delivery but not instant like Tiff’s 

Treats. There delivery is order in. 

            Cookies By Design is a business functioning around the idea of the cookie bouquet.  

They package their cookies in bouquets, baskets, trays, and a few other methods as well.  

Cookies By Design stands as Tiff’s Treats biggest threat in that they do have same/ next day 

delivery.  

            Despite what the others have to offer, and the fame of Mrs. Fields, Tiff’s Treats has a 

competitive advantage in many areas.  First, the speed in which they can get the product to the 

consumer far exceeds that of the competition.  They are able to get your order in your hand while 

it is still warm and fresh out of the oven.  Second, their pricing is substantially lower than the 

competition.  Because they can get the product to the consumer at such a rate, they are able to 

serve ice cream as well, which no competitor can do.  Finally, Tiff’s Treats has the best store 

hours being open until at least nine o’clock P.M. 

            To wrap up this evaluation, we have concluded that with the combination of Tiff’s 

Treats’ reasonable pricing, speedy delivery service, and cookie and ice cream menu, and with the 

most convenient store hours, opening a store in Pittsburgh has the potential for high profit, 

recognition and awareness, and consumer growth.  A problem they may face is being in the 

shadow of one of the competitors whose name is more widely known or by a competitor who has 

local recognition.  This problem is nothing a little advertising can’t handle. 
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The bar graph shows the percentage of establishments in different regions of the U.S. compared 

to the population in the region. Pennsylvania is in the Mid-Atlantic region. 

 

Media Environment Evaluation: 

 

Tiff’s Treats is a very specific type of company. They specialize, instead of serving a 

multitude of products for the consumer. Since it is dessert that they serve basically, the 

advertisements that we choose to use are only effective at certain times. 

One great advertisement idea would be to offer coupons to team up with other 

restaurants. For example, if you buy a meal here you can get a free Tiff’s Treats dessert. This 

would make it so people would crave Tiff’s Treats more, if they experienced the advertisement 

after they already ate, or whenever it is a good time to discuss dessert. 

Another good media trend to use is social networking sites like Facebook and Twitter. 

Tiff’s Treats can use these to effectively promote their products, as well as providing coupons 

and other opportunities that would get consumers into Tiff’s Treats store. By using social media 

we can appeal to a broader audience. Social media targets older people, but it especially targets a 

younger audience. This will be beneficial to Tiff’s Treats in the long run; it will help them gain 

more customers faster than with traditional media advertisements. 

We should also try and incorporate a smartphone application in the mix of all these media 

trends. A smartphone application would make it easier for people to order food from Tiff’s 

Treats. But with this we also need to incorporate linking online ads to offline purchasing. That 
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way people will come in to Tiff’s Treats to order more than cookies and that is what we are 

looking for. We don’t want to be just one-dimensional when we advertise for Tiff’s Treats. 

The economy is definitely going to have an effect on the success of these advertisements 

and this business. This is why we need to focus on making coupons and deals to advertise for 

this company. If we give out deals, it gets the customers in the door, which is basically all we 

need to accomplish. If we get them in the door and give them a deal on their food for the first 

time it will give them a taste and if they like it they will come back for more. 

There aren’t many laws that would restrict our advertising campaign, besides having to 

get together with Tiff’s Treats and see if we can work out something out to get our advertising 

campaigns off the ground. Food and Drug Administration guidelines are the only laws or 

regulations that we would have to worry about. We would just have to make sure that the food 

that is single packaged is up to standards. 

It shouldn’t be hard to get this advertising campaign off the ground. I think that Tiff’s 

Treats already has a lot going for it business-wise. Their success in the Austin/Dallas markets is 

great and the Pittsburgh market is very similar. Like in Austin and Dallas, Pittsburgh has both a 

college/student-oriented crowd as well as families to appeal to. 

The only change would be that this company is new to the Pittsburgh area so the same 

advertising they were doing in Texas is not going to work in Pittsburgh. They are known in 

Texas so they really don’t have to put too much work into getting their name out there, but in 

Pittsburgh that is exactly what we have to do, we have to make sure that everyone knows what 

Tiff’s Treats is really about. 

The campaign should show how Tiff’s Treats is a community-oriented business, and are a 

very wholesome product and environment, because who doesn’t love dessert and the warm 

feeling you get afterwards. We have an opportunity to make a brand off of this advertising 

campaign, if we gave out single servings of Tiff’s Treats wrapped in packaging so you could buy 

it at the grocery store, convenience store, etc. if people like the cookies in the packaging then we 

could start up a whole new line for Tiff’s Treats, the “to-go” version. 

There are always problems within a business. Tiff’s Treats kryptonite is the 30-minute 

wait people have to endure when they order their desserts. Perhaps Tiff’s Treats biggest 

weakness is that you can’t order any other type of dessert for delivery except cookies. However, 

this problem can be turned into a strength if Tiff’s Treats could find an innovative way to be able 

to provide a wider variety of their menu items for delivery. 

The main point is that Tiff’s Treats is new to the area, but they have had great success in 

different areas. The focal point of the campaign should be to build brand recognition in 

Pittsburgh up to the level that it is in Texas. Consumers in Pittsburgh should enjoy Tiff’s Treats 

desserts the way consumers in Texas do. The environment and the temperature might be 

different, but most people are the same. We believe that the Pittsburgh consumers will sincerely 

enjoy the addition of Tiff’s Treats into the area, and the best way to get the area buzzing about 

Tiff’s Treats is by using the new media trends listed above. 
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SWOT Analysis: 

 

Strengths: 

 

Delivery - Tiff’s Treats offers a delivery cookie service all you have to do is call and place your 

order and the cookies will be delivered in approximately thirty minutes or you can order in 

advance.  The cookies of your choice will be delivered hot and fresh.  

 

Target Audience - Opening a store in the Pittsburgh area is idea for Tiff’s Treats because their 

target audience surrounds them. With an abundant amount of universities and businesses in the 

area Tiff’s Treats would be sure to do good business and increase their revenue. Every month 

Tiff’s Treats will do a drawing and the winner receives a dozen free cookies. This increases their 

involvement with their target audience.  

 

Special Packages - Tiff’s Treats offers special packages for birthday parties, weddings, and other 

special events. They also do special promotions for holidays. Their packages include their other 

products that they offer. Every month Tiff’s Treats will do a drawing and the winner receives a 

dozen free cookies. This increases their involvement  

 

Twitter - Tiff’s Treats Twitter page is updated on a daily basis letting the consumers know their 

specials and what they are offering for the day. They also respond to their consumers on a daily 

basis to make sure they are answering questions and fixing any problems people might have.  

 

Pricing/Hours - Compared to the competitors in the area Tiff’s Treats is relatively inexpensive 

and offers good quality products for their price. Tiff’s Treats also has the best store hours being 

open until 9 p.m.  

 

Weaknesses: 

 

Delivery charge/Not many In Zone Areas - Tiff’s Treats only has a select in zone area that has a 

small delivery charge of $1.25, however there in zone area is very small and for out of zone 

delivery it can be as expensive as $28.00 just for the delivery itself.  

 

Facebook - Tiff’s Treats needs to expand their Facebook page by making it more attractive to 

their audience, and adding more pictures of their products. They also should put their specials 

and promotions on their Facebook page so the consumers can see what they offer each day.  

 

Delivery Time - Tiff’s Treats minimum delivery time is thirty minutes which is a setback because 

when consumers order delivery they want it as fast as possible. They should make a few dozen 

cookies ahead of time so they can deliver faster.  

 

Other Competitors - Tiff’s treats has three other major competitors that are already well 

established.  
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Opportunities:  

 

Catering Opportunities – A good way to raise brand awareness and gain recognition for Tiff’s 

Treats will be to cater multiple events in the surrounding area. There are multiple colleges and 

universities in Pittsburgh as well as multiple business headquarters. 

 

Billboard Advertising – By strategically using billboard advertising, Tiff’s Treats can rapidly 

raise brand awareness in Pittsburgh at an affordable rate. There are many different areas in 

Pittsburgh that Tiff’s Treats can place an effective billboard advertisement that will gain 

potential consumers attention.  

 

Mini Stores – Another opportunity for Tiff’s Treats is the option to set up curbside stands, or 

mini stores, in different areas throughout the Pittsburgh area. By placing these stands in locations 

near the multiple college campuses as well as in established business areas could provide Tiff’s 

Treats with extra revenue previously unknown to them. 

 

Wider selection of in-store products – Tiff’s Treats began by mainly baking their products to 

order. Now that the business is expanding into different parts of the country, having stores is 

imperative. With these store front locations, Tiff’s Treats can provide consumers with a wider 

variety of products in their stores in Pittsburgh. 

 

Exclusive household baking products – Another way for Tiff’s Treats to take consumers away 

from the established competitors in Pittsburgh would be to provide packages of their cookie 

dough for consumers to purchase and bake their favorite Tiff’s Treats cookies at home. Even 

though it would be copying Mrs. Fields, one of the main competitors in Pittsburgh, it would 

provide an opportunity for Tiff’s Treats to build their brand awareness as they work to infiltrate 

the new market. 

 

Threats: 

 

Other major brands in market - There are several other cookie companies that are already well 

established. These companies are Mrs Field’s, Country Cupboard Cookies, and Cookies By 

Design. 

 

Other Competitors - There are different options when it comes to eating cookies. It is cheap to 

make cookies at home. Cookies can also be purchased ready-to-eat at grocery stores.  

 

Nutrition Negatives - More people are becoming health conscious and cookies are a fat loaded 

product that some people are concerned about. Consumers are looking to buy healthy alternatives 

that are offered by other companies. 

 

Unstable Economy - In the recent years the economy has driven consumers to have to make 

decisions and cookies are a luxury product.  
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Target Audience: 

 

 For Tiff’s Treats to successfully run their company in the Pittsburgh area we concluded 

that the target audience should be ages 18-30. For the range of 18-24, we believe that it is geared 

more towards college students. Advertising should be aimed toward mostly females in this age 

group middle-class who are working towards a degree in college. They lead healthy lifestyles 

and enjoy many activities, but for their friends’ birthdays and other celebrations, they would be 

the right group to order cookies and other products from Tiff’s Treats.  

 The second group ages 25-30 are going to be women with young children middle-class 

who have their college degree. These women also lead healthy lifestyles and enjoy doing many 

activities. They are more likely to use Tiff’s Treats services for their young ones after school, 

birthday parties, and other family events. These customers would also be most likely to have 

children that participate in sports and would be able to use Tiff’s Treats for those purposes as 

well.  

 

Target Media Mix Objective: 

 

 Dream Media will use a variety of local media tools to advertise Tiff’s Treats in 

Pittsburgh. For traditional media we will use newspapers to target the 25-30 age group because 

they will be most likely to read the advertisement and use it. It also gives Tiff’s Treats the chance 

to put promotions and coupons in the newspaper to attract customers. We decided that the 

Pittsburgh Gazette would be the best choice.  As a company we plan to use inserts as well which 

will give Tiff’s Treats the ability to show what their products are.  

We also plan to use radio as a form of traditional media. For the radio spots we think that 

it will drive customers to Tiff’s Treats after they hear the advertisement or will want to try to find 

out more information. We plan to have the radio spots played during prime driving hours so that 

it reaches the majority of customers. The radio spots are also geared towards the 25-30 age group 

because they will be most likely to be driving to and from work and listening to the radio. The 

radio stations we plan to use are WCRT, Carnegie Melon 88.3, WPTS 92.1 University of Pitt, 

and WKST 96.1. Finally for traditional media we plan to use local cable television 

advertisement. They will be played on local television stations that will attract customers in the 

area. This is geared towards both target audiences because they all watch television. 

 For non-traditional media we plan to use social media. We will use facebook and twitter. 

These will attract the 18-25 age range because they will be most likely to use these forms of 

media. This will also allow Tiff’s Treats to also be able to do promotions and during the heavy 

months promote holiday specials. We also plan to use a spotify which is a banner at the top of 

the forum. This will give the constant reminder about the newly opened business.  

For outdoor advertising since Tiff’s Treats is opening in such a big city we think that Bus 

and Taxi advertisement will be a good way to get Tiff’s Treats name out there. We plan to use 

bus pads, which is when a customer is able to take a slip that has Tiff’s Treats advertisement on 

it. We also plan to advertise on the bus tail so other people on the outside of the bus get the same 

message. On the taxi we plan to use Taxi Tops. Since taxis drive all over the city this will reach a 

large amount of possible customers and hopefully drive them to Tiff’s Treats.  

Finally we plan to use elevator advertising as a final form of non-traditional media. This 

will be placed in the local mall and will be geared towards both audiences.  
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Reach & Frequency Goals: 

 

Objective: 

 

 Achieve reach of 65% of target market locally during all months of a flighting schedule 

at least 3.5 times. During heavy months of September, October, December and February, reach 

will increase to 70%, while frequency will remain at 3.5. In low months of April, May, and June, 

reach and frequency will decrease to 55/3 as there are no major holidays in these months.  

 

Rationale: 

  

Reach 

With Tiff’s Treats being new to the Pittsburgh area, it is important to have a higher reach 

goal with heavy advertising that will raise brand awareness in the beginning months of 

September and October. To achieve this, we will use a mixture of nontraditional advertising as 

well as traditional media. This same strategy will also be employed during the months of 

December and February as these have holidays where sweets are given as gifts. For those four 

months, the reach goal will be 70%.  

During low advertising months, which are April, May and June, the reach goal will 

decrease to 55%. During the remaining months of November, January and March, the reach goal 

will be 65%. 

 

Frequency 

 In most circumstances, having both high reach and frequency goals are usually 

unattainable. However, with Tiff’s Treats being a new business to the area, we feel that it is 

important to maintain steady frequency goals during the life of the campaign to compliment the 

high reach goals previously mentioned.  

During the heavy months of September, October, December and February, the frequency 

goal was set for 3.5. In order to maintain high frequency, we’ve selected vehicle’s within each 

medium that we believe will reach the highest percentage of our target audience. For radio, 

we’ve chosen 3 radio stations that we believe will effectively hit our highest frequency 

percentage in the area. 

During all other months, the frequency goal will drop to 3. It is important to keep 

frequency persistent throughout the rest of the campaign as this will help gain brand recognition. 

 

 

Media Budget: 

  

Objective: 

  

60 percent of the media budget will be spent on social and new media (nontraditional), 

and 40 percent will be spent on traditional media. All advertising will be local. 

  

Strategy: Flighting 
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Months of heavy advertising: September, October, December, February 

Months of moderate advertising: November, January, March 

Months of low advertising: April, May, June 

  

Budget Allocation: 

 

 
 

Rationale: 
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Traditional media will make up 40 percent of the budget. Individual mediums include 

radio, newspaper and local TV. 

 

Newspaper   

 

$20,064 will be spent in the Pittsburgh Gazette. For the zoned edition, it costs $52.50 per 

column inch. We will be using 2 by 4 inches for 3 days a week for 4 months    

In addition, we will be placing 5 inserts into the paper. Each insert costs $500, making 

the total cost $2500. See flowchart for specific times.    

 

Total Spent for Newspaper = $25, 564 

 

Radio   

 

Based on prices from WVAQ, we estimate that a 30 second spot on local radio will cost 

$75. The following three radio stations will be used:  WKST 96.1 (pop and hip hop), WCRT 

88.3 (Carnegie Mellon), and WPTZ 92.1 (University of Pittsburgh). These three stations will 

target different niches within our target audience. Over the 9 month period, 252 advertisements 

will be aired.  See flowchart for distribution.  

 

Total Spent for Radio = $27,216   

 

Local TV   

 

A 30 second spot on FOX 53 costs $500. Over the 9 month period, 60 commercials will 

be aired. See flowchart for distribution. 

 

Total Spent for TV = $30,000 
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Nontraditional media will make up 60 percent of the budget. Social and Outdoor Media 

will be used to reach the target audience. 
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Facebook 

  

Facebook uses a cost-per-click method; however, they allow advertisers to set a daily 

budget. Our budget is $50. We will use for the entire 9 months because it is cheap and effective. 

Facebook is a good choice because a large portion of people with access to the Internet have a 

Facebook. Most people within our target audience use Facebook everyday, and the average time 

spent with this medium is 3 hours and 15 minutes daily. Facebook has the ability to target people 

by location and interests.  

   

Total Spent for Facebook = $13, 608   

 

Spotify  

 

A banner at the top of the forum is $34 per day. We will use this medium for the entire 9 

months.  Like Facebook, Spotify is becoming very popular among the target audience. It is also 

cheap. 

 

Total Spent for Spotify = $8568 
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Billboard  

 

A junior poster in the Pittsburg metro area costs $16000. We will use this medium for 

four months.   

 

Total Spent for Billboard = $64000 Bus 

 

Bus 

 

Bus interior with take-one pads - The cost is $540 per month. We will use ten buses.   

Total = $5400   

 

Bus Tail - The cost is $700 per month. We will use 5 buses for 4 months.   

Total = $14000 

 

Total Spent for Bus Advertising = $19,400  

 

Taxi  

 

The cost is $650 per month. We will use 3 taxis for four months.    

 

Total Spent for Taxi Advertising = $7800   
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Mall Advertising    

 

Elevator wraps - The cost is $700 per month. We will use this medium for the entire 9 

months.   

 

Total Spent for Mall Advertising = $6300 

 

 
 

Scheduling/ Timing Objective: 

  

Objective:  

 

The highest reach/frequency of our campaign will be in the second half of August, the 

launch month of September, and the months leading up to the holiday season, which includes 

October, November, and December. Minimal ad placement will be executed in the month of 

January and then an increase of advertising will be used in February and March. For the months 

of April, May, and June advertising will be minimal. Internet and social media advertising will 

be consistent year round.  
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Strategy: 

 

• The highest reach/ frequency will be from August to the end of December 

• Radio advertisements will be during the drive hours.  

 For the morning 6am, 7am, 8am, and 9am.  

 For the evening 4pm, 5pm, 6pm. 

• Outdoor advertising will be strategically placed throughout the year primarily 

focusing on bus interior ads and taxi ads as well as bill boards and bus tale ads which 

will be used less because they are more expensive 

• Newspaper advertisements and coupons will be placed three days a week in the 

Pittsburg Gazette for the month of September, October, December, and May. 

• TV advertisements will be ran twice a week in the launch month, from mid October 

until holiday season in December, all of February and March, and from the second 

week of May up to the third week of June. 

• Internet advertising will be steady year round as well as social media, which will be 

interactive on a daily basis.  

• Mall advertising will be steady year round as well. 

  

Rationale:  

 

For the months of August through December it is important to use maximum resources to 

launch the campaign in full force to create awareness in the target market as well as local 

consumers in the area. The reason for high reach and frequency during these months is because 

holiday season is a good opportunity to capitalize during the festive months where people are 

more likely to purchase and enjoy cookies.  

Reach and frequency of advertising will decrease during the month of January because 

there is no need for frivolous spending considering the only special event is New Years. 

Advertising will increase for the months of February and March to remind people about Tiff’s 

Treats around Valentine’s Day and St. Patrick’s Day to keep the product in the target audience’s 

mind. During April, May, and June advertising will be moderate but limited in frequency.  

Throughout the year, especially during the slow months, optimal Internet advertising and 

social media will be used to ensure reminded awareness and a positive producer/consumer 

relationship. The majority of the budget will be focused on outdoor ads in the Pittsburgh area to 

gain local attention and awareness among the target audience. 
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Media Flowchart: 
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Creative Executions: 
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