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The goal of the media plan is to achieve a 24.0% market share within the calendar year
through a strategic reminder campaign. Through a high reach of 85% and a medium
frequency of 6, the target audience of 18-34-year-olds will be reminded of DiGiorno’s
superior positioning as well as its affordability and quality through a national campaign.
The national campaign targets all adults aged 18-34. The target audience falls into the
categories of primary and secondary users, and they are already aware of and
consuming DiGiorno’s products. The campaign aims to remind primary users of their
affinity to the DiGiorno brand as well as convert secondary users to primary users. The
plan takes the Pareto principle into account to maximize sales potential. Along with
appealing to low-income families, the plan also focuses on targeting young individuals
who identify with the “invincibles” personality type. This category is comprised of college
students and the general population of young Millennials who are often busy and in need
of quick dining options. Extra emphasis is allocated to key markets such as Hispanic
populations and the southern regions of the U.S. These markets were chosen due to
their high indexes according to Simmons data. The southern region of the United States
is composed of the highest concentration of brand and category users, making it an area
in need of special marketing attention.
 
The advertising objectives seek to ensure that the target is reminded of DiGiorno’s
premium quality, affordability, and convenience. By reminding an aware consumer, the plan
aims to increase purchase intentions as well as establish brand preference of DiGiorno in
the consumers’ minds. Not only will the ideas conveyed through the plan increase sales,
but they will also optimally encourage frequent and consistent purchasing habits.
 
The chosen media appeal to both families and individuals as well as a broader population
encompassed through broadcast. Straying slightly from DiGiorno’s past media spending,
the plan allocates 50% of its $30,0000,000 budget to broadcast, 22% to radio, 19% to print,
and the remaining 9% to digital media. These media selections aim to reach the audience
at the most opportune moments while maintaining a medium frequency. Selections such as
print, radio, and digital media were chosen to meet frequency goals, while broadcast was
utilized to reach not only the target audience but the broadest audience possible. The
plan’s continuous schedule will ensure the media selections garner the target’s attention
and persuade their purchasing intentions to include DiGiorno’s products. 
 
Overall, the media plan sets the foundation for a campaign targeting adults nationally with
selected markets receiving additional attention. The media selections were chosen to align
with the media habits of the target, and they were chosen due to their reach and frequency
capabilities. By targeting Millennials with a reminder campaign, the media plan will reaffirm
positive attitudes associated with DiGiorno.
 

Executive Summary
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Marketing Situation Analysis

Marketing Mix: 
DiGiorno is frozen pizza sold at a price of
$3-$5 dollars per pizza in supermarkets,
warehouse stores, convenience stores, mass
merchandisers, bakery stores, and specialty
stores, promoting sales primarily through
broadcast, digital, and print.
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Industry Review:
67.8% of the American population eats frozen pizza, including
all markets, and sales of pizza products total $45.1 billion.
Although these are favorable numbers, the market is saturated
and highly competitive. Nestlé, the owner Kraft Foods’ frozen
pizza, revenues $3.7 billion in the US and Canada and holds
40% of the market share. The frozen pizza category apart of
this share includes DiGiorno, Tombstone, and California Pizza
Kitchen. DiGiorno specifically makes up 22% of the market
share. DiGiorno is a strong competitor in this market with $1.1
billion in sales per year. This market can be further broken into
frozen entree and frozen pizzas. Analyzing these markets
specifically, it is concluded that the category frozen entrees is a
competitive market with strong in sales. The market of frozen
pizza grosses $5 billion in sales with strong growth and a
competitive nature. With little seasonal distribution, sales are
strong throughout most of the year. Examples of primary retail
distributions for frozen pizza include grocery stores (96%) and
supermarkets (89%). Overall, frozen pizza is in the decline
stage. 
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Consumer Analysis:
DiGiorno's largest consumer market is primarily made up of 18-
34-year-old adults, single men, and family households
nationally and especially in the southern region of the United
States. Narrowing the target, there are increased DiGiorno
purchasing habits in areas with a high Hispanic concentration.
Along with a higher index for Hispanic consumers, DiGiorno is
favored among the Millennial population that prioritizes
accessibility over nutrition. This group falls into the "invincibles"
category, and they often purchase meals that are quick to
prepare. 

Positioning:
DiGiorno was positioned against delivery pizza as opposed to
a premium-line extension of Tombstone pizza. By highlighting
the negative traits of delivery and using DiGiorno to fill those
gaps in the pizza delivery process, DiGiorno was positioned as
a superior option to delivered pizza, and this validated its
premium price point. DiGiorno was also positioned as equal to
restaurant-quality pizza. Through the catchy slogan, “It’s Not
Delivery, It’s DiGiorno,” and the promise of restaurant quality,
the brand was pitted against delivery pizzas and established as
the premium choice of the pizza category. 

18-34-year-olds
 Single men
 Family households
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Previous Campaigns:
 
Kraft implements a holistic strategy with certain brands cultivated to suit
specific consumer markets. An overarching approach lies in DiGiorno's
positioning, which equates the product's quality to that of delivery and
restaurant quality. DiGiorno's competitor Tombstone positions their
product similarly to top-of-the-line brands (Fooler campaign). DiGiorno's
superior positioning addressed an opportunity in the market by fulfilling
the quality gap between delivery and microwaveable pizza unforeseen by
any of the brand's competitors. Examples of notable campaigns by
DiGiorno that exemplify the brand's positioning include “Be a DiGiorno
Delivery Guy,” “Pizza and Sides,” and the “Social Experiment."

 

"It's not delivery,
it's DiGiorno."

 Uncontrollable Variables
 
Uncontrollable variables include internal and external competition.
Social trends have led to a portion of consumers favoring healthier
options than frozen pizza. Consumers often associate frozen foods
with lower quality, and therefore frozen pizza carries a negative
connotation. Even so, frozen pizza consumption remains relatively
consistent throughout the year, but it over performs in winter months,
being January, February, and March. The economic situation
currently trends towards conservative buying behaviors, where
lower-priced frozen entrees succeed. Convenience is a staple trait
consumers look for in the current economic situation, and frozen
pizza is the perfect solution for the typical busy American who favors
accessibility over health. Geographically, the Pacific region marks
the lowest CDI, and there are fewer category users in this area. The
highest concentration of brand usage is in the South.



 

Target Audience
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Demographics: 
 
Adults (18-34 years old), with an emphasis on Hispanic males. 
 
Psychographics and Lifestyle: 
 
The target falls into the “invincibles” category of Simmons
Health and Well-Being Segmentation. These are young and
busy individuals who are not health conscious. They prefer
convenience over healthier alternatives that require time and
effort to prepare. The younger end of Millenials occupies this
category. The target is always on the go, and they are looking
for cheaper alternatives to high-involvement foods that are
quick to prepare. They are often on a budget, and commonly
seek out fast food. Overall, this target seeks instant gratification
at a reasonable and cheaper price. 
 
Brand/product usage & ownership:
 
The target falls into the primary and secondary users segment,
with a stronger emphasis on the primary users. These users
prefer DiGiorno to other frozen pizza brands but are not
opposed to purchasing competing brands as well. The
secondary users sometimes choose Digiorno, but they
consume competing brands’ products more frequently. The
target also consists of medium users who consume 4-6
packages per month. Both segments of the target are 
aware of DiGiorno, and they are active purchasers 
of the frozen pizza category. 
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Through a reminder campaign, the target will be influenced to
become sole users and to maintain medium usage of the
product. Rather than attracting new customers, this campaign
will focus on refining brand recall and purchasing among those
who have already tried the brand.
 
Geographic distribution:
 
 The campaign is national and the target audience is dispersed
across the nation. According to Simmons data, there are
certain markets with heavier category and brand users, such
as Georgia, Florida, Alabama, North Carolina, and Mississippi.
These can further be broken down into DMAs such as
Charlotte NC, Orlando, Fl, Tampa-St Pete, Fl, Columbus-
Tupelo, MS Atlanta GA, Birmingham, AL, Raleigh-Durham,
NC, and Columbus-Tupelo, MS. Nielson’s southern marketing
region has the highest index for DiGiorno of all of the regions,
and so the campaign will grant special attention to the southern
DMAs. There are a few of the largest DMAs also included to
emphasize reach and frequency in high impact areas such as
New York, Los Angeles and Philadelphia to name a few.
 
Media habits: 
 
The target frequently falls into the Millennial category when
referenced in studies, and according to Nielson data,
Millennials spend about 66% of their gross weekly minutes
watching traditional TV. This is an indicator that traditional
cable may be an efficient route in targeting emphasized
markets, as well as the 18-34 adult market. 
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Nielson data also indicated that Millennials are consuming
media across many different platforms, although television still
remained one of the most popular among the market. Some of
the platforms surveyed by Nielson include traditional TV, TV-
connected devices, PC’s, smartphones, and tablets, of which
TV and TV-connected devices were the predominate media
utilized by Millennials. This age group is very distracted in
nature, and messages must be short and direct in order to
maintain Millennial’s attention. This group also finds advertising
less invasive than older generations, as they are actively
engaging with many devices at once. Special emphasis is
allocated to the Hispanic demographic, and it is important to
note that eight in ten Hispanics use social media. Facebook is
the most popular social platform for the group. Almost seven in
ten Hispanics own a smartphone. Television and cable are a
good source of promotion for this group, especially in the case
of Spanish-speaking channels. 
 
The target market and the emphasized market are both heavy
consumers of media, especially television. They are also heavy
consumers of affordable and convenient foods, regardless of
the negative connotations and effects. These markets are
heavily influenced by their busy and frantic lifestyles, and when
they have free time, they are indulging in myriad platforms,
often simultaneously. The markets are quick to dismiss
advertising messages, although according to Nielson data,
they tolerate messages when desired content is free. Overall,
these markets are quick-thinkers with eyes for affordability and
accessibility. The largest region these markets inhabit is the
south.  E-Marketer provided the media habit information on
Hispanics.

 



 

SWOT Analysis
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- 94% of Americans eat pizza.
 

- DiGiorno has about a 22% market
share in the frozen pizza category.

 
 - According to Simmons data,

DiGiorno is a favored brand among the
Hispanic demographic.

 
 - According to Simmons data 198.03
million Americans ate frozen pizza in
2018, accounting for 5 billion in sales.

 
 - Frozen pizza is consumed more

heavily in the south of the US, including
heavy consumption in GA.

 

- DiGiorno is not the cheapest
(shoppers are more attracted to

cheaper options)
 

- “Gut-filler” rather than healthy
 

- High demand leads to less time for
inspections, thereby causing product

recalls
 

- The cost of key inputs, including
wheat and milk, is anticipated to rise
during the five-year period, which will

raise purchase costs for operators and
cut into profit margins.

 
 - Growing demand for specialty,

organic or otherwise all-natural pizza.
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- People are becoming more 
health-conscious 

 
- Healthier frozen pizza options are being

developed. (cauliflower crust pizza.)
 

- Quick and healthy basic frozen entrees
are an option as well, presenting a threat.

 
- There is a negative perception of frozen

foods. 
 

- There is a rise in disposable incomes
leading to people ordering takeout more

often.  
 

- The decline in the consumption of wheat
flour, which is in pizza crust.
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- DiGiorno marketed as the classic
nostalgic frozen pizza to appeal and

expand to older generations.
 

- It can expand into the healthier
pizza world and have more success

due to being well established.
 

- Higher marketing recognition for
DiGiorno’s future releases than its

competitors.
 

- Appealing to the lower-income
individuals and younger
demographics with price

promotions.
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Marketing Objectives
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Within the calendar year 2020, DiGiorno should achieve a
market share of 24.0% (from 22.1%) in the frozen-pizza
category. This represents approximately $1.19 billion of total
sales.

Advertising Objectives
The objective is to reinforce positive attitudes and overall
preference towards DiGiorno among 18 to 34-year-old adults
from 43% to 46% by the end of the campaign year. 

To remind the target market of DiGiorno’s product options
and premium quality. 
To establish preference of DiGiorno over other frozen pizza
brands within the frozen pizza category. 
To communicate convenience and affordability over delivery
pizza options.
To motivate frequent and consistent DiGiorno purchasing
habits. 

The messaging will stay true to the brand voice, emphasizing
the benefits of choosing DiGiorno. 
 
Rationale: 
 
DiGiorno is a leader in its category. This campaign is to remind
consumers that DiGiorno is the premium brand of frozen pizza.
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Media Objectives
Reach and frequency media objectives: 
Through the yearly campaign, a high reach of 85% with a
medium frequency of 6 will be implemented for each
month.
 
Rationale: DiGiorno is a well-established brand and
category leader with the budget and means to maintain
high reach and medium frequency. This is a reminder
campaign with the intention of reaffirming product
preference of DiGiorno, and so a reach of 85% of the
target audience will ensure a majority of the target is
exposed to messages moderately frequently. Frozen
pizza is a low-involvement product, therefore reach is
being emphasized in place of a high frequency.

Continuity pattern: To use a continuous schedule that
remains consistent throughout the calendar year. 
 
Rationale: This media schedule will have a continuous
continuity pattern. The reach and frequency will remain
consistent at a reach of 85% and a frequency of 6
throughout the calendar year. This continuous schedule is
the most appropriate because the market of DiGiorno is
sold throughout the year with little seasonal fluctuation in
purchases.
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Geographic Objective: To target nationally with
additional exposure to the top 20 DMAs and the top 10
southern DMAs with increased purchasing habits for
DiGiorno.
 
Rationale: Southern DMAs are prime targets for DiGiorno
with a BDI of 123, and according to Simmons data, many
of the southern DMAs have a high index for DiGiorno. The
southern 10  DMAs of the nation were  selected on their
DiGiorno consumption. These extra selections make up
10 of the 30 DMAs selected. In combination with the top
20 DMAs, the reach includes 50% of US households
holding additional exposure.  

Using the top 20 DMAs will establish additional reminders
to some of the top market areas included in the national
campaign. These emphasized 30 DMAs will reinforce
DiGiorno’s messages to the areas with the highest BDI
and CDI for this particular market. By increasing the
emphasis in these areas, DiGiorno will be directing
messaging towards an aware and active audience,
therefore increasing the likelihood of product awareness
and purchase. The 10 DMA’s with high Digiorno
consumption used aside from the top 20 include
 Charlotte NC, Orlando, Fl, Tampa-St Pete, Fl, Columbus-
Tupelo, MS Atlanta GA, Birmingham, AL, Raleigh-
Durham, NC, and Columbus-Tupelo, MS.
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Creativity Requirements: 
 
To seek media that demonstrate and reaffirm the superior
quality and positioning of DiGiorno and its products
against delivery pizza. 
 
Rationale: DiGiorno is a very well-known brand with an
established image and tone that are essential to its brand
recall. Using these preexisting elements, the media will
convey the brand’s personality and remind the target
market that DiGiorno is far more accessible, cheaper, and
fulfilling than delivery pizza and competing products.
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Media selections: 
 
Broadcast Media Selections: 

Media Strategy

Net Cable Prime
Net Cable-E Fringe
Net Cable-L Fringe
Natl Syndication
Spot Tv-Late Fringe/news

DiGiorno has consistently invested over 80% of its media
budget on television in the last 2 years, and this fact is
one that is pertinent to acknowledge. The target market
consumes television heavily, and this is reflected in the
“Millennials on Millennials: A Look At Viewing Behavior,
Distraction, and Social Media Stars” study. This selection
will also have a high visual impact on the audience
through stand alone messaging and product
demonstration. Since DiGiorno is such a successful brand
with financial resources, spending on Net Cable,
Syndication and Spot TV will allow for geographic
flexibility and large audience exposures. DiGiorno will also
have access to the broadest market of all of the other
media selections, as well as the specific attention of the
target demographics.
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Print Media Selections:

Magazines
Women’s Magazines
Men’s General Interest

According to a study conducted by the Pew Research
Center, women are the leaders in making purchasing
decisions in both relational and family environments.
Simmons data expresses a slightly greater preference of
DiGiorno by men than women, at an index of 103 for men
and 97 for women. To address this, Magazines-Men’s
was also selected. Both men and women are high impact
buyers in the case of DiGiorno, with women being
purchases and men being more likely to buy. The
selectivity of magazine will allow all three magazine
purchases will cover a large portion of this selective
population. This will also have long life, exposure and
impact with influence when printed in color.

Digital Selections:

Social 
Targeted Sites/Ad Networks
Video Networks

In past years, DiGiorno has spent hardly any of its budget
on digital media, in 2017 alone, the brand only allocated
3.92% of the budget to digital. This light spending on
digital is justified, but the target markets are heavy
consumers of digital media, and this must be taken into
account in media selection decisions. 
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Therefore, social was selected because Statista
concluded that 76.8 million US millennials were using
social media in 2018. Social media-direct ads are
important, but can easily slip past the target through the
scrolling nature of the sites, therefore a smaller portion of
the budget will satisfy the social digital selection. Targeted
Sites/Ad Networks were also selected in order to display
ads cultivated to meld with the content of specific sites.
The target nature of digital allows for Digiorno to select
mediums pertaining to consumer psychographics through
streaming sites and search histories. By blending in
content and diminishing its observable characteristics of
advertising, DiGiorno's messages will not be haplessly
overlooked or dismissed as advertising.

Radio Selections:

Net Radio-Morning Drive
Net Radio-Evening Drive

DiGiorno’s target market consists of members of
Generation Z and Millennials, with more than half of the
market falling into the Millennial category (ages 23+).
According to Nielson, not only are millennials consumers
of radio, they are the heaviest consumers of radio. The
Nielson study groups ages 18-34 as solely Millennials,
and finds that 93% of 18-34-year-olds are reached weekly
through radio, as opposed to 73% reached through
television. In previous years, DiGiorno has not spent any
of its media budget on radio, and the statistics indicate
that radio is a medium that should be considered when
reaching the Millennial market. 
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Net Radio Morning Drive is one of the selections due to
the Nielson report that 67% of in-car audio time is
dedicated to AM/FM radio among the target audience.
With the same study in mind, Net Radio-Evening Drive
was also selected to account for the higher end of the
target market, who often drive home from their full-time
jobs in the evening. The low cost of radio will help meet
frequency goals.

Media Not Selected: 

Out of Home
Direct Mail

effective out of home advertising can be expensive, and
most of DiGiorno’s media budget has been allocated to
more appropriate media that appeal to the target. In past
years, DiGiorno has consistently spent $0 of its budget on
out of home, and since may prove ineffective in calling the
target to action, it was decided that it would be left out of
the media selections. Direct mail was also neglected in
this campaign, as the funds were allocated to media that
would increase frequency more efficiently.

Weighting/ Budget Allocation: 

50% of the budget will be spent on broadcast, 22% will be
spent on radio,  19% will be spent on print, and the
remaining 9% will be spent on digital media. These will be
used consistently throughout the calendar year due to the
continuous schedule. The $30,000,000 budget will be
broken down into $2,530,120 per month over the course
of a 12-month period. 



 

The media types will be weighed on a recurring basis with
a larger emphasis on selected DMAs by 2% increase in
frequency in a 4-week period. Each month $1,259,910 will
be allocated to broadcast media. $574,205 will be spent
on radio spots, and $468,920 will be spent on print.
$227,082 will be allocated to digital advertisements.
 
Following DiGiorno's previous media spending, it was
decided not to make any impulsive changes, but rather to
make slow steps towards a more effective media strategy.
In the past two years, DiGiorno has spent 80% of its
media budget on broadcast, 0% on radio, and less than
1% on digital. By dividing their print budget into radio, the
reach will increase. Investing more than 1% on digital will
ensure DiGiorno stays relevant and explores other media
options, while not sacrificing a large amount of their
budget and negatively affecting their category leader title.
This will allow the opportunity to reach their target
consumer demographic, as the selected vehicles are
readily used and accessible to the target.
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Media vehicles: 
 
Television Media Examples: 
In total, 15-sec spots on Net Cable-E Fringe (110 GRPs),
Net Cable-Prime (20 GRPs), Net Cable-L Fringe (110
GRPs), Natl Syndication (10 GRPs) were purchased
based on a 4-week period. These spots were chosen
because they would reach the target audience of 18-34-
year-olds. The plan places great emphasis on Cable TV
because it is much cheaper and accessible to a wider
audience. GRPs purchased during the Fringe hours were
deemed the most cost-efficient because of their ability to
reach broad audiences. Since GRPs are cheaper in cable,
the frequency of ads can be increased. This allows the
campaign to reach a wide spread of the general adult
audience in chosen DMAs during and throughout the day.  
 
Radio Media Examples:
30 spots ads were purchased in both Net Radio-Morning
Drive (100 GRPs) and Net Radio-Evening Drive (105
GRPs). Radio was selected because of its cost-efficiency,
accessibility, and high frequency. Radio is cost-efficient to
the user, and its use aligns with the low-income
considerations of the target audience. The Morning Drive
and Evening Drive were chosen because radio is often
consumed in vehicles, and the likelihood of the target to
utilize radio is higher during the drives before and after
work. 
 
 

Media Tactics
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Magazines Media Examples:
HPG 4C were purchased in Magazines-Men’s (10 GRPs),
Magazines-Women’s (10 GRPs) per 4-week period, and
Magazines-General Interest (20 GRPs). Magazines are an
effective avenue to increase frequency. As well as exposure
from the initial insert, magazines are often exposed to many
people throughout their life cycle. Because of the high reach
established by magazines, the cost is reasonable. The media
mix is to target both men and women, as well as general-
interest magazines. This  action was taken to cover as much
of the target audience as possible. Magazines are an
especially popular segment of print. When compared to other
print media such as newspapers, the appeal of magazines to
the target is exemplified. 
 
Digital National Media Examples: 
A total of 23 GRPS per month were purchased and split
between Targeted Sites/Ad Networks (9033 IMPS (000s)),
Video Networks (9150 IMPS (000s)) and Social (9000 IMPS
(000s)). A considerable portion of the target audience spends
a large amount of time consuming digital media. Alongside
components of the media mix, the selections will ensure most
media types are covered. Video networks such as Youtube,
which are impactful and memorable, allow campaign efforts
to reach a broad and engaged audience, as well as a
narrowed target.  
 
The goal of the media plan is to ensure that the plan is
cohesive and aligns with the messaging of all of DiGiorno
products. The reminder campaign maintains a moderate
push that reinforces the audience's attitudes towards the
DiGiorno brand. 
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Evaluation
Evaluative measures that will be utilized post-campaign can be divided into
qualitative and quantitative methods. 
 
Qualitative: focus groups and in-depth interviews, as well as qualitative
surveys, will be issued post-campaign to measure the attitudes, brand recall,
and brand preference of DiGiorno. The surveys will offer an incentive such as
a monetary prize and will be short and concise to maximize response rates.
Specific qualitative data will be collected from stratified samples of key external
markets. 
 
Quantitative Data: digital media can be monitored throughout the campaign,
and audience data such as demographics, impressions, and other factors will
be documented and analyzed to track the media’s effectiveness. Analytic
programs such as Google Analytics will be used to collect and manage
analytic data on targeted sites.

Media Flowchart
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