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What and who is Visual 
Circuit?

Visual Circuit is a 
full-service  
advertising firm, 
based in Stillwater, 
Oklahoma, 
comprised of six of 
the most talented and 
passionate advertisers 
in the business. They 
specialize in advertising for 
new media and non-traditional 
media, though they still keep a 
soft spot for the merits of traditional 
advertising, and knowing which to apply. 
They are a hard working, honest and 
dedicated team of young professionals. 

What will Visual Circuit 
do for you?

The goal of Visual Circuit 
is to effectively expose 

the White Castle 
brand to college 

students ages 
17-25 in a 

new market. By 
accessing the media 

usage of this target 
audience, Visual Circuit 

will generate awareness of 
White Castle’s transition to 

Oklahoma as well as promote 
sales and regular customers. 
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Product Evaluation

White Castle was founded in 
1921 in Wichita, KS. Since then, 
it has spread to 12 states with 422 
restaurants across portions of eastern 
and Midwestern United States. The 
slider burger is special because it is 
cooked differently than burgers in 
other fast food restaurants. The 
burgers are made with five 
holes, helping the 
patties cook 
faster and 
getting rid 
of the need 
to flip them 
while they are 
cooking.

Sales History

White Castle sliders originally cost five 
cents per burger. During World War 
II, White Castle joined the country in 
the fight for the war, selling hot dogs 
and eggs due to the meat rationing for 
the troops. In 1991, sales reached $305 
million, and by 1999, sales reached $438 
million. In 2005, sales rose four percent 
from 2004, reaching over $600 million 
for the first time in company history. 
(http://www.fundinguniverse.com/company-histories/

White-Castle-System-Inc-Company-History.html)

Situation 
Analysis

White Castle’s Sack Meal 1



Advertising History

In 1987, White Castle hired Gunder 
& Associates to handle its $5 million 
advertising account. Gunder & Associates 
began several new marketing strategies, 
including breakfast meals, children’s 
meals, and a chicken sandwich. In 
1991, White Castle celebrated its 70th 
anniversary with coupons for 70 cent value 
meals and a full-page color ad in USA 
Today. The slogan for the year was, “After 
70 years, it’s like nothing else. Nothing.” 
Currently, White Castle is still carrying 
out the “What You Crave” marketing 
campaign, with commercials showing the 
exaggerated commitment “cravers” have 
to White Castle. The commercials range 
from testimonials to actors in hilarious 
situations where they must choose 
between White Castle or something else. 
(http://www.fundinguniverse.com/company-histories/
White-Castle-System-Inc-Company-History.html)

Current Customer

Primarily, White Castle heavy users 
live in Kentucky, New Jersey, Missouri 
and Illinois. Males frequent White 
Castle restaurants more often than 
females, making up about 60 percent 
of heavy users. Because White Castle 
is a family owned franchise and has 
not expanded further than Eastern 
and Midwestern states usage is low in 
Oklahoma. Until White Castle moves 
into Oklahoma, usage is limited to sales 
of frozen sliders in local grocery stores.

Situation 

Analysis

States labeled in blue represent locations occupied by White Castle



In the Oklahoma markets of Stillwater, 
Tulsa and Oklahoma City, the five main 
competitors for White Castle are: Burger 
King, SONIC, McDonald’s, Taco Bell and 
Subway. (Survey from http://www.surveymonkey.

com/s/whitecastle_vc)

Burger King

In 1963, it 
became the 
first restaurant 
outside of the 
United States in 
Puerto Rico. The 
“Have It Your 
Way” marketing 
campaign began 
in 1974. Burger 
King’s biggest 
seller is the Whopper, and its biggest 
selling points are their flame-broiled 
hamburgers and dollar menu. Total 
revenue in 2010 was $2,502.2 million, 
a -1.4 percent from 2009. (http://biz.

yahoo.com/ic/54/54531.html) There are more 
than 7,300 stores located in the United 
States, with 62 of those located in 
Oklahoma.

Sonic

The  original 
“SONIC, 
America’s Drive-
In” marketing 
campaign is still 
going strong 
today, with many 
advertisements embracing SONIC’s 
core value of surprise and delight 
with the ad-libbed dialogues. SONIC’s 
biggest selling point is its variety 
of specialty menu items, including 
toaster sandwiches, Footlong Quarter 
Pounder Coneys, and a variety of 
frozen drinks. It also introduced a 
value menu in 2008, with every item 
costing $1. Average unit sales top $1.1 
million. There are over 3,500 stores 
located in the United States, with over 
400 of those located in Oklahoma.  
(http://www.sonicdrivein.com/home.jsp;jsessionid=4
F236F7A5208FE834160E80E2F27B9BD.sonic-prod)

McDonald’s

McDonald’s 
started in 1955, 
and is now the 
leading fast 
food retailer 
in the world. 
It’s marketing 
campaigns 
change constantly, with the latest, “I’m 
Lovin’ It”, starting in 2003. 

Competitive 
Analysis

From PDF



McDonald’s Continued

The biggest selling points for 
McDonald’s are their fries, Big Mac, 
Quarter Pounder, Chicken McNuggets 
and Egg McMuffin. Total revenue for 
2008 was $22.6 billion. There are over 
31,000 stores located worldwide, with 
394 of those located in Oklahoma. 
(http://www.mcdonalds.com/us/en/home.html)

Taco Bell

The first Taco 
Bell was opened 
in 1962 by Glen 
Bell. PepsiCo 
bought the chain 
in 1978. Taco 
Bell eventually 
went worldwide. 
The advertising 
slogan “Think outside the bun” helped 
spur the success of the company. Its 
current biggest selling point is it’s $2 
meal menu. The biggest selling points 
for Taco Bell are the variety of menu 
items, all ranging from 79 cents to 
$4.99. It specializes in Mexican-style 
fast food, including tacos, burritos, 
quesadillas and nachos. There are 
over 5,800 restaurants located in the 
United States, 662 of which are located 
in Oklahoma. (http://www.tacobell.com/)

Subway

 The first 
Subway opened 
in 1965. It began 
franchising in 
1974. Subway 
began using 
Jared, a man 
who lost weight  by walking to Subway 
every day and eating low fat sandwiches, 
as a spokesman for the company. He 
has helped inspire people to choose 
healthier fast food. Subway’s slogan is 
“Subway, Eat Fresh.”

(http://www.entrepreneur.com/franchises/

subway/282839-0.html) The biggest selling 
point for Subway is their special of a 
12-inch sub for only $5. In the United 
States, Subway sells nearly 2,800 
sandwiches and salads every minute. 
There are 34,105 restaurants in 95 
countries around the world (http://www.
subway.com/subwayroot/index.aspx), with 504 of those 
located in Oklahoma. (http://www.yellowpages.com/ok/
subway-restaurant?g=OK&q=subway+restaurant)

Competit
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What problems 
are we trying to 
solve?

The closest 
White Castle to the 
Oklahoma City, 
Stillwater and Tulsa 
areas is in Joplin, 
Missouri. As a 
result, the people 
of Oklahoma know 
little to nothing about the 
White Castle brand.

The limited experience with the brand, 
combined the distance to the nearest 
restaurant is the dominant problem in 
breaching this new market.

We conducted extensive research to 
determine the best target market for the 
brand in Oklahoma and how to reach 
that market.

Tools used to conduct  
research

We conducted both Quantitative 
and Qualitative research to analyze 
the Oklahoma market. To generate 
accurate quantitative research, we 

used surveys, which were created 
on www.surveymonkey.com and 
distributed at random to Oklahoma 
residents and posted to a forum on 
www.facebook.com. The survey was 
also conducted in person during select 
classes at OSU and at four “niche” 
bars in Stillwater, OK, to develop 
more specialized results. 

We executed a focus group to 
conduct Qualitative research. In our 
focus group, we served attendees 
White Castle sliders. We were 
limited to heating frozen sliders. 
First impressions of the burgers and 
answers to discussion questions were 
videotaped and responses were also 
recorded via hand-written note taking.

VC team members Tyler Lenz, Kenneth Higgs and Jason Ervin review 
survey results over dinner.

Research



Resea
rch

Analysis of research

Our research led us to commit to a 
target market of 17 to 25-year-olds, both 
male and female. They are in college or 
planning to attend college, and make 
less than $600 per month. 

They spend most of their days in class 
and they spend most of their nights at 
the bars or with friends when they aren’t 
busy doing homework. 

When choosing where to eat they 
weigh heavily on the price and distance. 

We predict this demographic will be 
the heaviest users in the Oklahoma 
market because they eat out often, and 
struggle to find good food after hours.

Because of White Castle’s pop culture 
association with “Harold and Kumar 
go to White Castle” this demographic 
is aware of the White Castle’s brand, 
though our research revealed that very 
few in the market have had the chance 
to experience it first hand. (According to our 

surveys and focus groups)

Is that all we learned? 
...Not a chance

The demographic we intend to 
attract lives in a social world. Not 
the conventional or traditional type 
of social, but the digital instant 
gratification at the speed of tweet world. 
They live on social networks, spending 
on average more than 11 hours a week 
online. Although they live on social 
networks, technology allows them to live 
in the real world and online at the same 
time. 

They plan their social outings through 
a combination of mobile phone and 
social network, and often post mobile 
uploads of their outings directly from 
their phones. 

From that we determined 
that meeting them on 
their own level, the social 
network, we will have 
far more opportunity to 
interact with and influence 
them than through strictly 
traditional advertising. 

When advertising toward social media 
markets it is crucial to consider all networks 
as a segues into each other.



Research

Analysis of Survey

Most people in the Stillwater, Tulsa 
and Oklahoma City areas that frequent 
fast-food restaurants are 17-25 years 
old. They are students, some who 
work part-time and make between 
$0-600 per month. The majority of 
them have never eaten at a White 
Castle or had White Castle products 
from a grocery store. The main thing 
they are concerned about when buying 
fast food is price, they will buy up to 
three fast food meals in a week, and 
typically spend $4-6 per meal. They 
typically eat fast food for dinner or 
late at night, and prefer not to drive 
more than three miles for fast food. 
Generally, they eat with a small group. 
Of the fast food restaurants listed in 
the survey, the most popular are: Taco 
Bell, McDonald’s, Subway or SONIC. 
They spend a majority of their week on 
the Internet and Social Networks, and 
moderate amount of time watching TV.

They like funny ads and when it 
comes to promotions they prefer 1/2 
Price deals. This tells us that the best 
way to reach this demographic is with 
humor and a good deal.

The Survey
Questions and Responses 

Have you ever eaten at a White Castle?1. 
Top Response: No (62.9%)  »

Likelihood to go to a White Castle 2. 
restaurant if it were in this town?

Top Response: Very Likely (27.8%) »
Somewhat Likely (25.7%) »
Likely (19.4%)  »

How often do you eat fast food?3. 
Top Response: 0-3 times a week (67.2%) »
4-8 times a week (30.3%)  »

How much do you typically spend on a 4. 
fast food meal?

Top Response: $4-6 (71.4%) »
$7+ (19.3%)  »

What is the most important factor for 5. 
choosing a fast food restaurant? Rank 
Most Important – Least Important

Top Response – Most Important: Price  »
(43.8%)

Distance From You (30.5%) »
Top Response – Least Important: Time of  »

Day (41.1%)
Nutritional Value : 31.4%  »

Which types of 
promotions are 
most effective 

in reaching our 
target?



Which fast food restaurants do you 6. 
frequent the most?

Top Response: Taco Bell (48.1%) »
Subway (40.5%) »
SONIC (38.4%) »
McDonald’s (32.5%)  »

What time of day do you typically get 7. 
fast food?

Top Response: Dinner – 5pm-8pm  »
(28.3%)

Late Night – 8pm and later (26.6%)  »

How far are you willing to drive for 8. 
fast food?

Top Response: 1-3 miles (49.4%) »
4-6 (42.6%)  »

When getting fast food, are you 9. 
typically alone or with a group?

Top Response: Small Group – 2-5 (64.8%) »
Alone (33.5%)  »

Which types of promotions generally 10. 
catch your attention?

Top Response: 1/2 Price (53.6%) »
Buy one, Get one (45.5%) »
Coupons (29.8%)  »

What type of advertisements generally 11. 
catch your attention?

Top Response: Funny (93.8%)  »

In hours per week, how often do you 12. 
use: Internet/Social Networks, TV, 
Radio, Newspaper?

Top Response – Internet/Social  »
Networks: 11+ (48.1%)

6-10 (33.2%) »
Top Response – TV: 6-10 (48.2%) »
0-5 (33.2%) »
Top Response – Radio: 0-5 (68.0%) »
6-10 (24.3%) »
Top Response – Newspaper: 0-5 (82.9%)  »

What is your age and gender?13. 
Top Response – Age: 17-25 (72.0%) »
Top Response – Gender: Female (52.3%)  »

What is your occupation status and 14. 
income?

Top Response – Occupation status:  »
Student (59.3%)

Top Response - Income: $0-$600 per  »
month (31.8%)

Resea
rch

What time of day 
does the target 

market usually eat 
fast food?



Analysis of Focus Group

Our analysis of the focus group revealed 
that the participants were pleasantly 
surprised by the taste of the burgers. 

Most participants acknowledged they 
already knew of the White Castle brand 
and have tried the frozen sliders.

Almost all participants said they are 
most likely to want fast food after the 
bars close and that a location within 
walking distance of “The Strip” in 
Stillwater is preferred.

Some of the participants said that they 
do not eat a lot of fast food, but would 
likely eat at a White Castle if one were 
nearby. 

Overall, the participants expressed 

approval toward the White Castle 
brand. Some already familiar with the 
brand said it has a reputation for “great 
burgers”. 

After having the chance to taste White 
Castle’s sliders, all participants agreed 
with the reputation.

The Focus Group 
Questions and Responses

First Impressions1. 
We had our focus group try the original  »

White Castle burgers before tasting 
anything else.  Their first impressions were 
that it was tasty and better than expected.  
One person mentioned they liked the 
onions because they weren’t crunchy like 
McDonalds. 

Research Focus group 
attendees 
smile for 
the camera 
before they 
get their 
first taste of 
White Castle.



What time do you typically eat fast 2. 
food?

The two most common answers were for a  »
late lunch or after the bars.  

What kind of ads do you like?3. 
Many participants liked the Burger King  »

ads, even though they are a little “creepy”.  
They also like Doritos commercials.  There 
was a consensus that funny ads are the most 
liked.  They don’t like “we make the world a 
better place” commercials.   

What do you remember about ads?4. 
The number one answer was the  »

obnoxiousness of certain ads, but they also 
remember ads that are surprising and you 
don’t see something coming.   

Why do you go to certain places?5. 
Price and convenience are why our  »

participants go to certain fast food places, 
and they typically go alone or with a 
roommate.   

What do you think of a 30 Burger box?6. 
“That would be awesome” was the  »

reaction to this question.  One person said he 
would eat them all day but regret it the next 
three days.  None of our participants have 
been to a real White Castle, but they have 
eaten the frozen  sliders. 

What promotions get you to go?7. 
½ price or anything free »
It doesn’t matter if it is of equal or lesser  »

value.
Dress up like a king and a queen and  »

some jesters would be a good idea for White 
Castle.  

Eating contests late night after bars »
Basketball games would be a good  »

promotion 

Where in Tulsa should it go?8. 
TU area  »
Brookside »
By any college »
High schools that have off campus lunch »
Ten miles tops to drive to get it »

Stillwater?9. 
On campus, near Qdoba and Subway was  »

the top answer.  Many said the food we have 
here is no good and they would go to White 
Castle because “they have always wanted to 
go.” Possibly on the strip, too, so they can get 
it easily after the bars.

*There were no participants in the focus group that were 

from Oklahoma City.

Resea
rch

VC team member Tyler Lenz checks the sliders 
before serving focus group attendees.



Strengths: 
Open twenty-four hours a day »
The food is inexpensive and more  »

nutritious than most competitors, serving 
only U.S. graded beef. 

Strong brand name  »
White Castle owns their own meat  »

processing plants, bakeries, and 
manufacturing plant.

Extremely fast service due to the limited  »
menu.  

Long market history, the first burger chain  »
in the nation, which offers nostalgia.

Weaknesses:  
Slow growth because it is family owned  »

and not a franchise.  
Menu is limited compared to competition. »
Small company compared to the “big  »

dogs” like McDonald’s and Burger King.

Opportunities:
White Castle could expand their menu to  »

compete with other chains.
They could greatly expand via franchising »
Can enter more untouched markets with  »

easy growth. 
Expand product varieties that are for sale  »

at supermarkets.

Threats:
Fast food market is always changing and  »

providing new competition.
Competitors are lowering their prices, and  »

many are introducing dollar menus.
Competitors are trying to offer more  »

nutritious food as well.  
Other 24-hour restaurants can take  »

business away.

SWOT Analysis

Owner Dave Rife, pictures above on CBS’s Undercover Boss.



Primary research reveals that the 
target audience of Oklahoma City, Tulsa 
and Stillwater are college students 
between the ages of 17-25. The target 
market reported that a short distance 
is an important factor when choosing a 
fast food restaurant so store locations 
have been placed within 1 mile of college 
campuses. The Oklahoma City store 
is  near Oklahoma City Community 
College. Tulsa’s location is by the Tulsa 
Community College southeast campus, 
and Stillwater’s store is down the street 
from Oklahoma State University.  These 
locations are also near major highways 
in each area. 

 
Primary research also shows that 

the target market prefers promotions 
offering half price coupons. Newspaper 
inserts, featuring these, will be 
distributed in these college’s newspapers 
announcing the grand openings. 
Additionally, inserts featuring more 
coupons will be included in these college 
newspapers throughout the campaign. 
Posters will be posted in bars near the 
campuses and flyers will be distributed 
near these bars and on each campus. 

The target market uses the Internet 
and social media more than other 
media. To take advantage of these 
habits, each store location will have a 
Twitter and Facebook account where 
each store can update their pages with 
upcoming events relative to its location. 

Each location will have a photo booth 
containing a computer and a camera 
where visitors will be able to take their 
picture in front of a White Castle logo 
that can be automatically updated to 
their Facebook account and the White 
Castle Facebook pages, connecting 
White Castle in the digital lives of the 
demographic.

Public relations include slider-eating 
contests at the beginning of each 
semester, meet and greets, and events 
on Halloween and Valentine’s Day. 

For the secondary market of the 
campaign, the White Castle logo will 
be added to gas/food signs located 
near exits on highways that each 
location is closest to and the 
actual store marquees will 
be high enough to be seen 
from the highways. In 
Stillwater, two billboards 
will be added to the side of 
Highway 51 in order to grab 
the attention of the OSU athletics 
fans that frequent 
Stillwater. 

Marketin
g 

Strategy

These store marquee’s 
can be seen for miles from 
the surrounding highways.



Locations

250 ft

90 ft

74th St

M
ay Ave.

Locations

Each store is located about a mile from a 
college and a major highway. These locations 
easily reach the primary target market of 
college students and secondary market of 
highway drivers.

Oklahoma City

Grand Opening: June 1
Within walking 

distance of Oklahoma 
City Community College 
and right off of I-244 
and I-44, this location 
is easily accessed by 
students and highway 
drivers.



200 ft

200 ft
81st St

M
in

go

50 ft

50 ft

50 ft

45 ft

24.5 ft

154.5 ft

179 ft33 ft

95 ft

W
ashington St.

Locations

Stillwater

Grand Opening: August 29
This store is located right off of Highway 

51 on Washington Street, known to 

locals as “The Strip”. Our target market, 
that tends to eat late, frequents this bar 
area. A walk away from Oklahoma State 
University, college students can easily stop 
in between classes. 

Tulsa

Grand Opening: July 8
Located on 81st and Mingo, the store’s 

location is within a block of Tulsa 
Community College’s southeast campus 

and is near US-169. It serves as prime 
location for students and to patrons 
leaving the bars on 81st Memorial and 
71st and Mingo.  



Traditional Ads
Billboards

Two billboards will be placed along 
Highway 51 in Stillwater, one 
facing West and the other facing 
East. These billboards will grab 
the attention of OSU athletics fans 
as well as late night drivers on the 
highway. 

In Stillwater for both directions on   »
  Highway 51

50 GRP each »
1 panel, 14’ x 48’ »
Avg DEC per panel = 24,000 »
CPM = $4.38 »
Total Cost = $23,944 »

Highway Signs

These signs are visible from the 
highway and are part of the White 
Castle building’s construction. 
They will be a new structure that is 
easily noticeable from the highways 
in Oklahoma city and Tulsa. The 
highway sign in Stillwater is not 
close enough to a highway to be 
able to see but the billboards on 
Highway 51 will make up for this. 

Because these signs are part of the actual 
White Castle building, the total cost is 
$0.00.

Interstate logos

The White Castle store locations in 
Oklahoma City and Tulsa are very close 
to I-44, I-240 and US 169.  White Castle’s 
logo will be added to the preexisting Food/
Gas signs that are located before certain 
exits. This will encourage highway drivers 

as well as commuters to the near by 
colleges to stop by the White Castle 
store. Eight signs in total will be 
used with a total cost of $12,000.

Posters

Full color 8 ½ by 14 posters 
will be posted in bars and around 
campuses advertising the hours 
of the store, cheap prices and 
main events for Halloween and 
Valentines Day. Based on our 
survey, placing these posters in 
these places will effectively reach 
our target audience. The cost of 
these posters is $562.

Newspaper

Full color 8 ½ by 11 inserts will be 
put into college newspapers in each 
respective location. We detail this 
further in the Promotions section.

Media

Never under 
estimate 

the power 
of tried and 
true. CMYK 

the tradition 
printing 

standard.
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What’s the big 
idea?

In discussing 
the results of 
our research we 
determined that the 
big Idea and theme 
of our advertising 
campaign for White 
Castle needed to 
have humorous 
characteristics as well 
as communicating the 
historically intrinsic 
values that White 
Castle possesses. 
We decided that to 
communicate these 
ideas that our Big 
Idea “White Castle, 
Where Everyone 
is Royalty” would 
ring true to Cravers 
everywhere as well as 
in our target market of 
Oklahoma. By using the medieval theme 
throughout accompanied by White 
Castle’s signature foods along with the 
Knights in the ads, we believe the ads 
and promotions will speak to the target 

audience. Our research provided us with 
the guidance to create what we believe 
to be the most effective print and copy 
to gain the awareness and interest of our 
target audience.

Creative 
Strategy

We love to brain storm, this was one of many brainstorming sessions we 
conducted.



  Feast 

     Your 

         Eyes

Left on Washington St.
Billboard1.indd   1 3/8/11   1:49:28 PM

Our billboards have the same parchment background with a medieval type to 
give an authentic medieval look. Our young knight is staring down some of White 
Castle’s delicious sliders. The Logo and directions are large and bold to stand out 
and make it easy for the viewer to read.

 Right on Washington St.

Yee
Ole

Slider

Billboard2.indd   1 3/9/11   12:30:15 AM

With the same background and type, this billboard has our young knight bowing 
in respect to one of White Castle’s Original Sliders. Again the logo and directions 
are large and easy to view.

Signage
Media

Execu
tions



For our main insert, we used the same parchment paper background with the 
medieval type to keep a consistent, uniform look. The young knight gives the ad 
a comedic feel with a way to resonate with the target audience. We used several 
graphics of the food to get the viewers’ mouths’ watering. The Facebook and twitter 
icons are located at the bottom so that anyone can see and recognize these social 
icons.

Thee Legends 

Are True !

hite Castle is invading an area near you. Prepare for a tasty 

selection of deliciouse moursels like their mouth watering 

Original Sliders with Cheese or some of their sweet potato 

fries. All for an amazing low price. Make it a late Knight 

with White Castle!

ONE
FREE

SLIDER!
(No Purchase Necessary)

Offer Expires Dec. 15, 2011. Offer Not Valid with any other offers. 
Only at participating locations. 0000-0000-0000-0001

Follow Us On          &          Or Visit Us at  www.whitecastle.com

Main Insert.indd   1 3/8/11   12:02:27 PM

Inserts
MediaExecutions



Come 
Hither

Your

Highness

Buy Four
 Get One

  FREE

Follow Us On          &          Or Visit Us at  www.whitecastle.com

(Offer Valid One Day Only) 
Offer Not Valid with any other offers
Only at participating locations.

(Offer Valid One Day Only)
Offer Not Valid with any other offers
Only at participating locations.

April 20
Buy One 
Side
Get A 
Small
Drink FREE!

0000-0000-0000-0001 0000-0000-0000-0001

th

4/20 Insert.indd   1 2/27/11   11:56:54 PM

Our April 20 insert takes the same approach but with a different color scheme 
to specifically reflect the cannabis culture nature that this particular promotion 
targets. Our knight here is holding a big sack of White Castle in a triumphant pose 
and the coupons large and bold.

Inserts
Media

Execu
tions



Spend Thine 
Hallow's Eve

At

And

Yee Shall

Receive
omith to White Castle this Halloween betwixt 
10 P.M. and 1A.M. dressed in a medieval costume 

and receive a FREE White Castle Craver Sack 

packed full with four delicous sliders tasty fries 

and a thirst-quenching drink.  Make it a late Knight 

at White Castle.

(Offer Valid Only While Supplies Last. Only at Participating Locations.)

Follow Us On          &          Or Visit Us at  www.whitecastle.com

Halloween Insert.indd   1 3/8/11   12:14:40 PM

The Halloween poster has a black and orange color scheme to make it obvious 
that it is a special Halloween event. Our young maiden is in a frightened stance as 
our knight stands in an aggressive stance with a sack of White Castle. The times of 
the event are bold to make quick viewing easy. Of course the food graphic is here to 
get people hungry.

MediaExecutions
Posters



This

Valentine's Day 

Extend
thy Greetings

to a
PRINCE OR

PRINCESS

Follow Us On          &          Or Visit Us at  www.whitecastle.com

his Valentine's Day, White Castle is hosting a 

Blind Date. Come with empty stomachs and 

Hopeful hearts. Starting at 7 P.M. mingle with 

singles over White Castle's tasty original 

sliders or one of thier delectible frosty 

shakes!

VDay Insert.indd   1 3/8/11   12:01:53 PM

The Valentines Day poster has a red, white and pink color scheme to emphasize 
the event’s theme. Again, our knight and maiden are here to resonate  with the 
college crowd. The food at the bottom is to entice and get people hungry as they 
finish reading the copy.

Media

Execu
tions

Posters



Public Relations
Social Media:

A simple post on someone’s Facebook 
page could potentially be seen by 
hundreds of people.  Furthermore, a 
“tweet” from the right person could 
reach thousands. We will set up a 
Facebook page for White Castles in 
Oklahoma.  On this site we can post 
pictures and videos, news, promotions, 
and we can respond to questions or 

problems.  Each town will have its own 
Facebook fan page in order to make 
them more local and relevant to the 
communities.

Twitter will work as an efficient tool 
to bring news quickly to followers 
of Oklahoma White Castles.  It will 
be extremely useful for promoting 
upcoming events and reminding 
followers to sign up on Facebook. Social 
Media is economical because it has no 
associated costs, and our target audience 
is highly involved.

White Castle cravers will be 
encouraged to continue connecting with 
the brand by uploading their own videos 
to Facebook and YouTube. Viral videos 
keeps followers involved with whats 
happening.

Slider Eating Contest:

We will have two White Castle 
hamburger eating contests in the 
afternoon on the main commons area 
of campuses in Stillwater, OKC (OCCC), 
and Tulsa.  The first contest will be held 
one week after each opening, and the 
second will at the beginning of the next 
semester.  The events will be promoted 
on Facebook and Twitter.   Five people 
will be picked to race against others 
eating a “30 box.”  Whoever eats the 
most in five minutes or finishes their box 
first wins a White Castle T-Shirt worth 
$15 and will be mentioned on Facebook 

PR & 
Promotions



and Twitter as our “Feasting Champion.”  
During the contest, 100 White Castle 
car magnets will be handed out to 
onlookers. These magnets will help us 
reach a larger audience because they will 
be on the cars of students around town, 
on campus and on highways when they 
travel home. 

 The only costs associated with the 
contests are the food, car magnets and 
T-shirts totaling $8,091.60. It is free to 
set up on campus as the colleges provide 
tables and chairs upon registration. 

Meet and Greets: 
The Round Table

One evening out of every month, White 
Castle will host a “meet and greet” where 
new college students will be randomly 
seated at a table with multiple strangers.  
Participants will sign up on the 
Facebook fan page to meet other Cravers 
and make new friends. 

This event will be especially useful for 
new students who want to meet people 
in a carefree environment.  Participants 
can pick an available time on our 
Facebook page and will have a table 
ready for them when they arrive.  This 
will draw in more customers and will 
reinforce White Castle’s identity as a fun 
environment where you can meet other 
people and eat like a king. The total cost 
for the meet and greets is $0.00.  

News Releases:

News releases will be sent to all major and 
local news outlets in our target cities four 
weeks prior, 2 weeks prior and the week of 
each store opening. Along with each news 
release, a Big Crave box of sliders will be 
sent to each newsroom to encourage the 
anchors to discuss the taste of the burgers 
and make them more willing to talk about 
the openings. The total cost of providing a 
Big Crave box to each station is $155.52.

PR & 

Promotions

News Release Samples: 
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Promotions Continued
Valentine’s Day Blind Date

On February 14th, White Castle will 
be setting up blind dates for those 
who are interested.  Participants 
can sign up on Facebook and choose 
the time of your date.  They will be 
seated randomly with a member of the 
opposite sex who is around the same 
age.  Ladies just might find a knight 
in shining armor at their local White 
Castle.  

The Valentine’s Day Blind Date will 
bring in new customers, increase 
interest, and reinforce White Castle’s 
identity with a total cost of $0.00.

In-Store Facebook/Twitter 
Photo booth

A photo booth containing a camera 
and a computer will be set up at 
each White Castle location where 
customers will be able to take a picture 
of themselves with White Castle 
products. This photo will automatically 
be uploaded to their Facebook and 
Twitter accounts as well as that 

particular White Castle location’s 
Facebook fan page. By addressing the 
frequent use of social media by our 
target audience, the friends of these 
participants will be able to view these 
photos. The initial cost of these photo 
booths is $5,238.91.

PR & 
Promotions

6 Feet

2 Feet

20 Inch 
Touch 
Screen

Camera

Photo Booth Interface

Where would you like to 
post your photo?

By snapping a picture and choosing a background, 
Cravers can stay connected and upload their 

pictures with these White Castle photo booths. 
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Grand Openings

The Grand Openings are 
a paramount to the success 
of this campaign. The order 
of Grand Openings will start in 
OKC, then to Tulsa, and finally 
in Stillwater.  Stair stepping the 
Grand Openings will generate 
buzz for the next one and allow for 
segmenting each city for promotions. 
Every Grand Opening is at 12:01 
a.m. because White Castle is open 
24 hours, and we want to effectively 
reach our late-night-dining target 
market. The first 100 paying customers 
will receive a coupon that grants them ½ 
off sliders for a week, limited to 30 sliders 
a day.  The first 200 paying customers 
will receive a free t-shirt. This will offer 
more advertising around town, especially 
around the campuses where our target 
market is located. The total cost of these 
grand openings is $19,965.97. 

Newspaper Insert Coupons

Coupons will be sent out through the 
college newspapers: OSU’s The Daily 
O’Collegian, the TCC Connection and the 
OCCC Pioneer. Inserts will be 8 ½ by 11 
inches and in full color. The first set of 

inserts will feature coupons promoting 
the grand openings offering a coupon 

for ½ off of a Big Crave box and 
½ off a sack meal. Coupons will 
be send out of April 20th for a 
Buy 4 get 1 Free Slider deal, 
and a Buy a Side Item, Get 
1 Free Small Drink deal. 
Other inserts throughout 
the school year will offer 
a free slider with no other 

purchase necessary. The total cost of 
these inserts is $127,527.83.

Halloween Event

Become a knight on Halloween night 
and enjoy a feast at White Castle.  
Participants can come into the restaurant 
anytime between 10 p.m. to 1 a.m. Anyone 
dressed in medieval garb will receive a free 
sack meal while supplies last.  Our target 
market is very social and will likely be out 
with friends on Halloween.  This limited 
time offer is a great incentive to get large 
groups to come to White Castle.  The event 
will increase traffic coming through the 
restaurant and generate more buzz. It will 
be advertised on flyers on campus and at 
the surrounding bars with a total cost of 
$1,200.

Custom 

giant 

scissor 

for cutting 

the ribbon 

at grand 

openings. (We 

thought you’d 

like them for 

the special 

moment)
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Cravers contribute

Below is a story board for what a video 
submission to the “Conquer your kingdom” 
user generated webisodes, might be like.

Knight begins to record his tale of 
conquest over the White Castle com-

petitors of Oklahoma.

Knight travels the lands in search of 
the Kingdom’s enemies.

Victorious, the knight celebrates the 
dispatch of his unworthy foe.

Knight looks out to the vast lands of 
Oklahoma, preparing to start is journey.

Knight creeps toward his  
first combatant.

Knight crosses off his first enemy, 
and makes plans for the next.



Media

Oklahoma City $6,233

Tulsa $3,233

Stillwater $27,041

Total $36,507

Promotions

Oklahoma City $43,025

Tulsa $41,022

Stillwater $71,035

Total $155,082

Public Relations

Oklahoma City $2,544

Tulsa $2,279

Stillwater $2,279

Total $7,102

Grand Total: $198,691

Budget  
Overview

Budget



Oklahoma City

     Highway Signs $0

     Interstate Logos $6,000

     Posters/Flyers $232.29

     Social Media $0

     Burger Eating Contest Burgers $43.20

     Burger Eating Contest T-Shirts $30

     Burger Eating Contest Car Magnets $2,624

     Meet and Greets $0

     News Releases $51.84

     Valentine’s Day Blind Date $0

     Photo Booth $1,746.31

     Grand Opening ½-Off Promotion $3,087

     Grand Opening Sign $379.99

     Grand Opening Flags $18

     Grand Opening T-Shirts $3,000

     Grand Opening Balloons $78

     Grand Opening Ribbon $4

     Grand Opening Giant Scissors $265

     Newspaper Insert Coupons $33,840.32

     Halloween Event $400

Tulsa

     Highway Signs $0

     Interstate Logos $3,000

     Posters/Flyers $232.29

     Social Media $0

     Burger Eating Contest Burgers $43.20

     Burger Eating Contest T-Shirts $30

     Burger Eating Contest Car Magnets $2,624

     Meet and Greets $0

     News Releases $51.84

     Valentine’s Day Blind Date $0

     Photo Booth $1,746.30

     Grand Opening ½-Off Promotion $3,087

     Grand Opening Sign $379.99

     Grand Opening Flags $18

     Grand Opening T-Shirts $3,000

     Grand Opening Balloons $78

     Grand Opening Ribbon $4

     Newspaper Insert Coupons $31,836.88

     Halloween Event $400

Stillwater

     Billboards $23,944

     Highway Signs $0

     Interstate Logos $3,000

     Posters/Flyers $96.80

     Social Media $0

     Burger Eating Contest Burgers $43.20

     Burger Eating Contest T-Shirts $30

     Burger Eating Contest Car Magnets $2,624

     Meet and Greets $0

     News Releases $51.84

     Valentine’s Day Blind Date $0

     Photo Booth $1,746.30

     Grand Opening ½-Off Promotion $3,087

     Grand Opening Sign $379.99

     Grand Opening Flags $18

     Grand Opening T-Shirts $3,000

     Grand Opening Balloons $78

     Grand Opening Ribbon $4

     Newspaper Insert Coupons $61,850.63

     Halloween Event $400

Line Item 
Costs

Budget



In Closing
Visual Circuit plans to use the medieval 

theme inherent to White Castle with a 
modern twist to best position it’s brand 
toward the target market of Oklahoma. 
Using new media such as social 
media outlets and meet and greets, in 
combination with traditional advertising 
of print and outdoor, White Castle will 
be able to reach the largest segmented 
target market of Oklahoma and gain loyal 
customers.

We are confident that our approach in 
this campaign is the strongest and most 
likely to return on the investment.

We would like to extend our appreciation 
to White Castle for coming to us with 
an opportunity to stretch the limits 
of our imaginations to produce this 
comprehensive campaign.

Thank you for your time and attention.
We look forward to doing business with 

you.
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