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taste selects 

Get America to try Selects and share their  
“taste-a-monials.”
 
We start with our 264K+ fans as the advocates to 
share our “taste” news with the rest of America and 
turn that news into additional trial to acquire new  
fans and triers.

The Foodtruck tour will take this offline and capture 
tasty moments to share with the OM community.
 



HoW It WoRKs

PHase I — announcement
Kick-off with “Summer of Selects” with a FB wall-posting  
& tab encouraging fans to like the post for a chance to 
get free product
  
a.  Include call-to-action on coupons to “Tell us how  

it tastes” 
b.  Collect “taste-a-monial” data on  

a facebook tab
Registers first 1,000 fans to 
win a free pack of Selects, 
and invites them to be the 
first to give their personal 
“Taste-o-monial”

Responses from consumers 
via Facebook and text will 
populate the Phase II “Taste-
o-monials” section of FB Tab

All fans after the initial 1,000 
will be able to download a 
coupon worth 75¢ off and 
will be invited to give their 
own “Taste-o-monial”

Alerts Oscar Mayer Fans  
on Facebook that promo  
is taking place



HoW It WoRKs

PHase II — engagement & Promotion
Paid media kicks in and promotes the call for more 
new tasters via display and search. Create synergy 
offline with a print ad CTA, Foodtrucks and WMB 
stops to capture “taste-a-monials” via SMS entry.

DIsPlaY

Drives to oM Facebook tab, 
where users can see/post 
consumer “Taste-o-monials” 
and download coupons

Drives to Selects page on 
oM.com where users can 
learn more about Selects 
and also see promotional 
information about the Taste 
Challenge (linking to FB).

Drives to oM Facebook tab, 
where users can see/post 
consumer “Taste-o-monials” 
and download coupons

Drives to oM Facebook tab, 
where users can see/post 
consumer “Taste-o-monials” 
and download coupons



RecoMMenD testIng 3 DIFFeRent seaRcH coPY sets:

1. PRoDuCT-FoCuSeD

2. PRoDuCT-FoCuSeD WITh TASTe ChAllenge MenTIon

3. TASTe ChAllenge-FoCuSeD

HoW It WoRKs

PHase II — engagement & Promotion

aD seaRcH

Drives to oM.com

Drives to oM.com

Drives to oM Facebook tab, 
where users can see/post 
consumer “Taste-o-monials” 
and download coupons

Drives to oM Facebook tab, 
where users can see/post 
consumer “Taste-o-monials” 
and download coupons



HoW It WoRKs

PHase II — engagement & Promotion

oFFlIne & eVent

users are invited to  
download Selects  
coupons and post their 
own “Taste-o-monials”

Wienermobile events hand 
out coupons to promote  
additional “Taste-o-monials”

Responses from consumers 
via Facebook and text  
populate the Phase II  
“Taste-o-monials” 

Food Truck events hand  
out coupons to promote  
additional “Taste-o-monials”

Wienermobile and Food 
Truck events promote  
“Taste-o-monials” and drive 
traffic to oM Facebook tab



HoW It WoRKs

PHase III — on-going
We celebrate what America thinks of Selects  
with a progressive Facebook coupon event for  
labor Day. The more people who like our post,  
the bigger their coupon. 

At the end of the promotion, 
each user that clicked “like” 
can download a coupon 
worth the final value.

Alerts Oscar Mayer Fans  
on Facebook that promo  
is taking place



WHY It WoRKs

Promotes trial on multiple fronts
• By leveraging our biggest fans on FB and  

tapping into the power of progressive couponing
• using our paid media as an acquisition strategy
• Maximizes the potential of the evolved “like”  

functionality 

Put oM Selects into the unbranded hot dog  
conversation.


