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CASE STUDY

UT students cook up Krystal tailgating promotion
IntegratedMarketingCommunications in the

UniversityofTennessee’sCollegeofBusinessAd-
ministration isa senior-level,marketing elective
forundergraduate students.A team-based, client
project class, studentsareasked toapply their
fouryearsof business-knowledge training tode-
velopa real-world integratedmarketing commu-
nicationsplan.

Last spring, studentsworkedwithTheKrystal
Co. indevelopinga two-month (September/Octo-
ber)Knoxville-areapromotion to enhance image,
revenueandprofitability.

Thecompany: In 1932, Krystal’s first customer,
French Jenkins, ordered sixKrystalswith coffee
and spent 35 cents. Seventy-five years later, the
Krystal chain ownsmore than 420 restaurants
in almost a dozen Southern states,with 31
stores in theKnoxville area.

The second-oldest fast-food chain in the
country, the companyhas remained at the fore-
front of the industry, being innovative in its
menu andoperations andbecoming a popular
Southern icon for its small, square sandwiches.

Today, the brand is positioned as a fun, iconic
part of life in the South. Its current target con-

sumers, those 18 to 54,make up
the heaviest fast-foodusers, par-
ticularly during late night. Its eat-
ing contest, theKrystal Square
Off, is officially recognized as the
WorldHamburger EatingCham-
pionship and is one of the coun-
try’smostwell-knowneating con-
tests, garnering national and
worldwidemedia coverage.

Thestudents:Undergraduate
studentsReidClark, CaryDun-
ning, EmilyRedberg, Amanda

Robertson and JenniferVakili, supervised by
CindyRaines, course lecturer anddirector of
communications for theCollege of Business
Administration.

Theapproach:Over the course of the semester,
the group acquired the tools and skills to devel-
op an integratedmarketing communications
plan around its proposed two-month “Game-
Day in the Sack” promotion.

Analyzing both its own customer research
anddata provided byKrystal, the group
demonstrated that a viablemarketing opportu-
nity existed for a tailgating package. The stu-
dents evaluatedKrystal’s positioning, customer
attitudes, competitive offerings, niche opportu-
nities andpricing strategies. They looked at key
messaging—whatKrystalwants to communi-
cate about the promotional offering; traditional
marketing avenues (print, broadcast, outdoor,
etc.); nontraditionalways of going tomarket
(guerilla, viral and streetmarketing); the Inter-
net; point-of-sale; editorial coverage; sampling;
and couponing.

“Thenew tailgate promotionwill increase
brand awareness aswell as provide an exciting
newoffering during football season,” Redberg
said. “The promotion is in syncwithKrystal’s
positioning of providing consumerswithmulti-
ple indulgences and fun.”

The result:With themessage “Krystal’sGot
YourGameDay in the Sack,” the grouppro-
posed a combination of targetedmarketing ele-

ments to reinforce the convenience andperson-
alization of its program. Its targetmarket:medi-
um- to heavy-users ofKrystal between the ages
of 18 and 54who enjoy tailgating. As envisioned,
the programwill deliver two-month revenue of
$192,000 against amarketing budget of $125,000.

As proposed by the team, customerswill be
able to put together a personalized tailgating
package consisting of various product anddrink
offerings. Each product (i.e: Krystals, Cheese
Krystals, Krystal Chiks, etc.)will be offered in
sacks of 25 and sold at a discounted price. Cus-
tomers could preorder their packageswith as
many sacks as desired of each offering and
schedule a pickup timebefore their tailgate par-
ty.

“Workingwith this classwas a real pleasure
aswell as an eye-opener to howcollege stu-
dents look at our brand,” saidBradWahl, direc-
tor of brandmarketing forTheKrystal Co.
“Themarketing plan developed by this team is
such a perfect fit for our brand as it brings to-
gether twowell-knownSouthern traditions—
football andKrystals! Bringing these two ele-
ments together justmakes great business
sense.”

The group allocated its budget tomedia ap-
pealing to football fans, includingWVLT,Chan-
nel 8 (game-day broadcasts), ESPNand local
news broadcasts, aswell as theNewsSentinel
andNewsSentinelGameDayPreview supple-
ments.

“Our commercial and broadcast schedule
will allowus to appeal and speak toUT football
fanswithin our targetmarket on a personal ba-
sis,” Clark said. “Weplan onusing the current
Krystal story approach but using tailgating sto-
ries instead.As the game-day promotion be-
comesmore popular andmorememories are
madewithKrystal and tailgating, therewill be
the opportunity to createmore ‘tailgating story’

commercials.”
A significant percentage of customers sur-

veyed by the group indicated that theywould
bemore likely to purchase aKrystal tailgate
package if they had a coupon.As a result, the
group recommended that coupons be distrib-
uted at game-day tailgates and atKrystal’s
drive-throughwindows. The teamalso includ-
ed a couponon a tailgatingmenudistributed at
the drive-through that described the program
—how to order,when to order and sack prices.
The teambudgeted an average tailgate package
order of $60.

Sampling of products available in theGame-
Daypromotionwill take place onUT’s campus
during pre-game activities. Posterswill also be
displayed in the drive-throughs of all 31 Krystal
locations in theKnoxville area.

“These point-of-sale advertisementswill in-
crease awareness of the promotion and simplify
the purchase decision,”Vakili said. “We also
hope that the point-of-sale displays and the
coupons distributed at the localKrystal loca-
tionswillwork together to encourage trial and
repeat purchases of our promotion.”

Additional suggestions includedpitchingme-
dia stories focused onnewways to tailgate and
Internet banner ads flashing “It’s TailgateTime
inTennessee” linked to theKrystalWeb site.

“The teamdid an excellent job considering
the brand’s identity alongwith somegreat con-
sumer input to develop the promotion. This
type of research and thought helped themde-
velop a promotion that could have a tremen-
dous impact on sales andprofit during the fall,”
Wahl said.

■
Interested in participating as clients of the
University of Tennessee College of Business
Administration’s student programming? Contact
Cindy Raines at craines1@utk.edu.

THE KRYSTAL CO.
Contact: BradWahl,
director of brand
marketing
Phone: 800-458-5841
E-mail:
bwahl@krystalco.com
Web site:
www.krystalco.com

Acommercial for the “Krystal’s got yourGameDay in theSack” tailgatepromotion is filmed forThe
Krystal Co.


