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Currently, Doritos Crash the Super Bowl con-
test is lacking the efforts from the college de-
mographic.  Because of this, Doritos hopes 
to increase the participation of males and fe-
males ages 18-24 in the Crash contest. This 
age group is most relevant and up to date in 
social media. Because of this, their insights 
within these platforms: Twitter, Instagram, 
and Facebook, can be used to promote the 
Crash the Super Bowl contest ever further. In 
order to fulfill this objective, Crashtag8 has 
made changes to previous contests as well 
as additions in hopes to improve the efforts 
of the desired targeted participants. Our 
campaign will be focused around the Crash 
the Super Bowl: Rise of the Rookie as well 
as a sub-contest that is directed solely to-
wards college students.

The qualitative and quantitative research that 
was conducted concluded that not only does 
our aspired targeted participants not know 
about the contest, but they are not intrigued 
by the promotion used within the 2012-13 
Crash contest.  It is important that not only 
our target be aware of the contest, but that 
they also are eager to participate.  It is impor-
tant that the targeted participants be commu-
nicated to on a platform they are aware of.  
Using social media to accomplish this task 
will increase awareness amongst participants 
and will interest their participation. Crashtag8 
formed four objectives that relate to the 
overall ideas and themes found within the 
primary research that are designed to impact 
awareness, submissions, participation, and 

ultimately game day engagement when the 
advertisements are aired. 
In addition to the main contest that is open 
for everyone over the age of 18, Crashtag8 
will also hold a pre-contest to Crash the 
Super Bowl: Rise of the Rookie that is only 
open to college students. Crash Cam will be 
held in August, the month before Crash the 
Super Bowl: Rise of the Rookie. This contest 
will allow participants to submit a user-gener-
ated commercial for a chance to win a Sony 
HDR CX260V camera. Twenty-five cameras 
will be handed out to the winner each week 
of August. This contest will be used to gen-
erate anticipation from college students for 
Crash the Super Bowl: Rise of the Rookie.

Crash the Super Bowl: Rise of the Rookie will 
increase the participation among the desired 
targeted participants because the name will 
grab the attention of those who have thought 
that Crash the Super Bowl is a video contest 
for professionals. While still maintaining the 
participation from their current demographic 
of participants, this contest will now include 
the desired targeted participants that Doritos 
wants to participate. This contest will utilize 
the social media platforms that college stu-
dents use on a daily basis to generate more 
participation from this demographic through-
out the contest.

By analyzing social media usage and under-
standing other interests among this group 
of individuals, Crashtag8’s social media 
plan will attract and inform these potential 

participants with the details of Crash the 
Super Bowl: RIse of the Rookie. By hosting 
social networking contests prior to the main 
Crash the Super Bowl: RIse of the Rookie 
contest, this will generate buzz and excite-
ment amongst our targeted participants.  
Not only will Crashtag8’s social media plan 
maintain awareness of the Crash the Super 
Bowl: Rise of the Rookie contest throughout 
the entirety of the year with the use of pre-
Crash contests, advertisements will also be 
purchased on sites that our target frequently 
visits.  By using the entirety of the year to 
promote the contest rather than the five 
months that the contest is held, our target 
will become aware prior to the contest so that 
they can prepare for the submission phase. 

With all of these objectives laid out for Crash 
the Super Bowl: Rise of the Rookie, our 
target should have a better perspective of 
the terms of the contest. With greater aware-
ness, our target will gain an interest in partici-
pating. Once our target is enticed to submit 
their content, this will subsequently continue 
the spread of information throughout the 
targeted participants.  This will ultimately 
entice them to continue their submissions in 
the following years. With an understanding of 
our target’s current knowledge and attitudes 
towards the current contest, Crashtag8 has 
designed a social media campaign that will 
result in an increase of participation from the 
desired participants.
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Super Bowl Contest Overview

Brief History
The National Football League (NFL) aired 
its first championship ever in 1967.  What 
is now known as the Super Bowl has been 
a major television event ever since.  By 
the 1990s the Super Bowl was one of the 
few events on broadcast television that 
could consistently draw a critical mass of 
viewers.  The amount of people who watch 
the Super Bowl has continued to steadily 
increase over the years. There was a small 
drop in 2005, but since then the audience 
has continued to grow. This is a positive for 
not only the Super Bowl, but the commer-
cials on the Super Bowl as well. 

According to the Graph 1, we can expect 
2012 and 2013 to be between 110-120 

million audience members. Because of the 
larger amount of fans that watch the Super 
Bowl on a yearly basis, this also draws in 
a large amount of customers willing to buy 
advertising space.  

According to Graph 
2, the cost of running 
an advertisement in 
the Super Bowl has 
significantly increased 
throughout the years 
reaching a peak of $4 
million in 20123.This 
past year, companies 
paid an average of $3.5 
million for a 30-second 
spot for the right to 
duke it out Sunday in 
front of the expected 
111 million-plus fans1.   

According to Nielsen, the advertisements 
that aired in the 2011 Super Bowl were 
58% more memorable than ads run dur-
ing regular programming.  Because of the 
stronghold on viewer attention that Super 
Bowl advertisements exhibit, organizations 
pay the extravagant costs for the ability to 
air their spot during the program15.

Not only do organizations pay for advertis-
ing spots to be played during the Super 

Bowl, some even host contests for ap-
plicants to participate for chances to win 
grand prizes. Bud Light, Campbell’s, and 
Verizon Wireless all host similar sweep-
stakes that allow participants a chance to 
win Super Bowl tickets. These contests 

only require ap-
plicants to submit 
their name and 
contact information 
on their website 
to be entered in a 
pool of all partici-
pants.  While some 
sweepstakes only 
require a submis-
sion online, some 
contests require 
contestants to cre-

ate unique submis-
sion videos for a chance to win. 

The Chevrolet Route 66 contest is one that 
asks contestants to create 30 second com-
mercials in the hopes of winning the spot 
to be aired during the Super Bowl in 2011. 
This contest is no longer asking partici-
pants to create content to be aired during 
the Super Bowl, however, it is still held 
around the same time.  7UP 10 is a similar 
contest to Chevy, however, the winners 
of this commercial contest have a chance 
to go to the Grammy’s instead of the Su-

Graph 1: Super Bowl Viewers (2001-2011)

Situation Analysis

Graph 2: Inflation of Super Bowl Ad Prices
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per Bowl. While the 7UP 10 contest is not 
directed towards a Super Bowl commercial, 
this contest is launched during the same 
time as Super Bowl commercial contests, 
and the advertisements are aired around 
the same time as well. Because of the time 
period of this contest, it exists as a com-
petitor to other Super Bowl contests.

Crash the Super Bowl is a contest hosted 
by Doritos that encourages fans to submit 
commercials for a chance to win a spot 
during the Super Bowl. The top five vid-
eos that are chosen are voted on by fans 
to choose whose commercial gets aired 
during the game.  Not only does their com-
mercial get aired during the most sought 
after time slots on television, but Doritos 
has also provided multiple additional prizes 
throughout the years.  This contest paved 
the way for the first user-
generated content ever to 
be aired during the Super 
Bowl. 

Size of Crash Contest
According to Graph 3, 
over the past six years, the 
amount of entrees submit-
ted by contestants has 
increased every year. The 
winners of the 2008-09 
Crash contest, Joe and Dave 

Herbert’s, commercial was the first Dori-
tos participant to receive the number one 
ranking in USA Today’s Ad Meter poll. The 
participants got the $1 million bonus and 
entrees more than doubled in the following 
year’s contest9.

This year, not only is Doritos offering the 
chance to help out on the set of Transform-
ers 4, but it is also giving away $10,000 for 
every 100,000 votes they receive to any 
random voter22. To persuade more partici-
pants to join in on the process, Doritos is 
involving non-filmmakers. These contribu-
tors are asked to offer an asset that a pro-
ducer could use when shooting their com-
mercial such as venues, pets, etc.10. These 
providers can showcase their contributions 
on the Doritos Crash the Super Bowl Face-
book page.

Doritos participa-
tion has had an 
increase in partici-
pation, with spikes 
from 2008 to 2009 
and 2010 to 2011.  
With an obvious 
move towards 
social media that 
companies  are 
driving their ad-
vertisements to 

increase participation with their consumers, 
it can only be expected that participation 
within the Crash contest will continue to 
increase13.

Even with the economic downturn, the cost 
of a Super 
Bowl ad 
has con-
tinued to 
increase.  
Obvious 
by Graph 
4 from 
Nielsen, 
the de-
mand for 
Super Bowl commercials only continues to 
increase and with one of the largest audi-
ences to reach at one time, it makes it a 
wise investment even in a time of econom-
ic distress. With a challenging economic 
situation at play within the United States, 
the Super Bowl is the one time advertisers 
can see the return on investment first hand 
due to the large audience and brand rec-
ognition. Doritos new section of the Crash 
campaign that allows people to donate 
and ask for items through their Facebook 
page has taken out much of the economic 
challenge of participating in the contest.  
Amateur film makers who do not have the 
necessary resources, like cameras and 

Situation Analysis

Graph 3: Number of Entrees in Crash the Super Bowl (2006-2011)

Table 4: Average Cost of a :30 Second Ad in the Super Bowl
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props, will no longer be discouraged by 
the lack of funding. New participants in the 
contest can now borrow these resources 
from those donating on the Facebook 
page and not be concerned with the cost 
of purchasing these items that would have 
previously discouraged their participation in 
the contest. 

Client Profile
Doritos’ Crash the Super Bowl contest be-
gan in 2006 with the hopes of reaching the 
creative audience throughout the world. It 
is an annual online commercial competition 
for participants to create their own Doritos 
ads with at least one fan-made commercial 
to air during the Super Bowl. Crash the 
Super Bowl has always attempted to outdo 
itself each year. For the 2013 Super Bowl 
ad, the winner will get to work with Director 
Michael Bay in the upcoming Transform-
ers 4 movie in the seventh Crash contest, 
“Directors Cut.” The contest uses different 
social media sites but specifically Face-
book for the 2012-2013 campaign. Doritos 
has offered the winners between $400,000 

to $1,000,000 in cash and prizes for any 
Crash the Super Bowl ad that can score a 
top spot on the USA Today Super Bowl Ad 
Meter poll. In the most recent installment, 
2011-2012, the Crash contest received 
more than 6,100 submissions and paid 
more than $2,125,000 in prizes19.

The Progression of Crash the Super Bowl
Crash the Super Bowl has been around 
since 2006 and has improved their contest 
with new prizes and strategies through-
out the years. With higher stakes to rank 
on the top of the USA Today Ad Meter 
poll, Doritos has purchased numerous ad 
spaces in every Super Bowl since 2006 to 
air their contest winner. The costs of these 
spaces as well as the number of spots 
bought are shown in Table 5.

In the fall of 2006, Doritos (with help of 
Goodby, Silverstein & Partners) launched 
its first installment of Crash the Super Bowl 

contest. There were 1,065 consumer-made 
ads submitted and displayed on the contest 
site, Crashthesuperbowl.com11. Only five 
entries were selected as finalists then were 
voted for over a month on the website.  
The commercial that received the most 
votes, “Live the Flavor” aired during the 
2007 Super Bowl.  This commercial em-
phasized the adjectives that describe the 
Doritos brand. By highlighting words like 
“bold,” “crunchy,” and “cheesy;” this video 
was ultimately deemed the winner however 
was not ranked first on the USA Today Ad 
Meter Poll.

The Crash the Super Bowl campaign was 
the first to let a consumer-generated ad to 
ever air during the Super Bowl and was 
ranked the #4 best commercial of the game 
on the Ad Meter poll25. In the fall of 2007, 
Doritos announced intent to once again 
run the Crash the Super Bowl contest, but 
instead, the 2007-2008 campaign would 
give an aspiring musician a chance to gain 
the spotlight. The winner would receive a 
deal with Interscope Geffen A&M Records. 
Kina Grannis, was the winner and 60 sec-
onds of commercial time was purchased to 
run music video featuring Grannis. Doritos 
chose to air one of the 2006-2007 Crash 
the Super Bowl finalist ads, “Mouse Trap” 
during the game, which ranked #4 on the 
ad meter that year7.  After failing to rank 

Situation Analysis

Table 4: Average Cost of a :30 Second Ad in the Super Bowl

Year	   Cost	  (In	  Millions)	   #	  of	  Spots	  	  

2007	   $5.2	  	   2	  

2008	   $5.4	   2	  
2009	   $6	  	   2	  

2010	   $10.8	  	   4	  
2011	   $9	  	   3	  

2012	   $7.2	   2	  
2013	   $3.8	  (estimate)	   1	  

	  Table 5: Number and Price of :30 Second Spots Purchased by Doritos for Crash 
Finalists
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first on the ad meter for a second time in a 
row, along with the decrease of participants 
within this contest; 

Doritos decided to revert back to their origi-
nal commercial contest. Doritos brought 
back the commercial contest in 2008 and 
has been running the 
contest ever since. Once 
again, Crash the Super 
Bowl, challenged film-
makers to create the best 
30-second spot for Super 
Bowl XLII. If the winner 
could score the #1 spot 
on the official USA Today 
Ad Meter poll, then Dori-
tos would pay the creator 
a one million dollar bo-
nus. There were 1,961 
entries for the Crash the 
Super Bowl campaign11. 
This was the first time 
that the finalists received 
trips to the Super Bowl 
to watch the game from 
a private box in the stadium. “Free Doritos” 
scored the #1 spot on the 2009 Ad Meter 
poll and the Herbert Brothers won the mil-
lion-dollar bonus26. Joe and his co-creator 
and brother Dave Herbert met the raised 
stakes of the third annual crash contest. 
From shattering a vending machine full of 

Doritos with a snow globe to throwing the 
“crystal ball” at the Boss, “the inspiration 
for their commercial was based on ideas 
the brothers felt would evoke laughter and 
emotion from the audience at different 
points of the commercial.” The USA Today 
Ad Meter poll tracks the second-by-second 

responses of viewers 
to ads during the Su-
per Bowl and ranks 
them from least to 
most favorite.  In 
2009, “Free Doritos” 
was ranked the fa-
vorite8. Doritos also 
aired “The Power of 
the Crunch” later in 
the game9. 

The 2009-2010 
contestants were 
encouraged to “Take 
the Top 3” spots on 
the USA Today Ad 
Meter poll. If all three 
Crash the Super 

Bowl commercials swept the top three 
spots on the ad meter, each team would 
receive an additional bonus of $1 million. 
Out of 4,260 entries, six consumer-made 
ads were selected, and Doritos aired four 
during Super Bowl XLIV. The Crash the Su-
per Bowl spot “UnderDog” was ranked the 

“second best commercial on the USA To-
day Ad Meter27 where the team that made 
that entry won a bonus of $600,000”4.
During the 2010-2011 contest, Doritos 
announced they were teaming up with 
Pepsi Max where contestants could submit 
30-second commercials for either product. 
Voters chose eight of the ten finalists while 
Doritos chose one for each product. Out of 
4,260 entries, three commercials for each 
product made it to air during Super Bowl 
XLV where Doritos’ commercial “Pug At-
tack” tied for first place on the USA Today 
Meter poll28, and the creator gained a one 
million dollar bonus12. Aspiring filmmaker 
JR Burningham created “Pug Attack” with 
little time and money. The ad features a 
Doritos tortilla chip-obsessed pug whose 
master completely underestimates the 
dog’s ability to get a taste of its favorite 
snack18.

During the 2011-2012 contest, Doritos 
chose five finalists out of 6,100 entries12. 
Two of the commercials aired during Su-
per Bowl XLVI. The commercials both tied 
placed on the USA Today Meter poll win-
ning each creator one million dollars each. 
“Sling Baby” won first place while “Man’s 
Best Friend” came in sixth.  “Sling Baby” 
features a grandmother who creates a way 
to sling her grandson – with a rubber band-
like setup - across the yard to grab a Dori-

Situation Analysis
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tos bag from a taunting boy.  The Facebook 
community rated the ad a 4.33 on a scale 
of five stars30. 

The 2012-2013 Crash the Super Bowl cam-
paign is currently underway. Creators have 
only a 40 day period to shoot, edit and 
upload their commercials to the new Face-
book website. The judges at Doritos will 
bring down the entries to just a few finalists 
giving the ultimate vote to the viewers. It is 
reported that 50% of the Super Bowl XLVII 
ad space has already been sold14. 

Key Influencers
Through data collected via Appinions soft-
ware key influencers for the Crash the Su-
per Bowl Contest were identified. The key 
influencers for the 2012-2013 contest are 
David Burns, the editor for AdPulp, Anthony 
Ocasio, television editor for Screen Rants 
and Michael Bay, director and part of the 
prize package for Crash 7.
       

     Competition

As the push towards social media and 
interaction with consumers becomes more 
relevant, more brands have asked partici-
pants to create user-generated content to 
be used for promotion.  While the Crash 

contest was the first for a brand to air user-
generated content during the Super Bowl, 
more companies have caught on to this 
novel idea. Chevrolet hosted a contest that 
also aired a commercial during Super Bowl 
XLVI in 2011. While Chevrolet has moved 
passed a Super Bowl contest for this year’s 
competition, the submission period is dur-
ing the same time as the Crash contest. 
Chevy is an indirect competitor that has the 
possibility of taking participants away from 
Crash the Super Bowl. 7UP 10 is another 
indirect competitor to the Crash contest 
in that the submission period as well as 
the commercial airing is around the same 
time. 7UP 10 is a contest centered around 
the Grammy’s that also chooses the best 
user-generated content as a commercial 
to promote their brand. While both of these 
competitors are seen as indirect competi-
tors, they were chosen because both have 
the ability to deter applicants from partici-
pating in Crash the Super Bowl.

7UP 10
The 7UP brand is introducing a new prod-
uct to its line called 7UP TEN, a 7UP bev-
erage with only 10 calories. 7UP intends 
on implementing user-generated content 
to help launch this new beverage. Through 
use of the online community, poptent.net, 
7UP has opened up a contest to all Pop-
tent community members over the age 
of 18 to create a 30-second digital spot 
creatively welcoming 7UP TEN to the soft 
drink world20. The grand prize for this con-
test is $15,000 purchase of the digital spot 
and the runner up will receive $500 in cash 
rewards. 

The contest time frame extends from 
October 23, 2012 through November 18, 
2012. Because the duration of this contest 
overlaps with the time frame of Crash the 
Super Bowl, potential participants could be 
differed from the Crash The Super Bowl 
contest because they are concentrating 
their efforts on 7UP TEN. An advantage of 
the 7UP TEN contest is that it is a smaller 
competition, which would result in a greater 
likelihood of winning. A drawback to this 
would be the smaller price earnings. Win-
ning the 7UP TEN contest would also bring 
significantly less publicity and awareness 
to the participants’ video submission than 
the Crash The Super Bowl winners’ video.

Situation Analysis
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Chevrolet Route 66
Chevrolet began its online video contests 
during 2011. The company has since col-
laborated with Mofilm, a company that “ 
inspires film-makers to create videos for 
big brands and social causes”16.  As of late 
2011, Chevrolet and Mofilm launched their 
own Super Bowl Contest. The best thirty 
second commercial aired during Super 
Bowl XLVI and the winning creator earned 
$25,000. The 30-second spot was to be 
took inspiration from the brief ‘It all started 
when I turned the key’. Unlike the Crash 
the Super Bowl contest, Chevrolet’s Route 
66 contest was open to adults worldwide 
where there was an overall winner and a 
winner from five different regions all over 
the world10. The winning commercial 
called “Chevy Happy Grad” ranked 10th in 
the USA Today’s Ad Meter poll29. In 2012, 
Chevrolet spent a total of $10.8M in ad 
space for three 30-second spots for the 
Super Bowl.

Chevrolet and Mofilm have teamed up 
once again for this year’s contests. This 

year their current contest may not be for 
the Super Bowl this year, but they have 
a similar deadline as Doritos’ Crash the 
Super Bowl contest. They are seen as an 
indirect competitor this year because the 
deadline, November 19th, 2012, is similar 
to Crash the Super Bowl, November 16th, 
2012. This contest has the potential to take 
away from Doritos’ campaign. It has not yet 
been stated if Chevrolet will resume its Su-
per Bowl contest next year, but seeing how 
it was a great opportunity for the company, 
it cannot be overlooked.

        Consumer Analysis

Demographics
The targeted participants for Doritos’ Crash 
the Super Bowl contest are male and fe-
male college students within the age range 
of 18-24 who live within the United States. 

Traditional Media Usage
The targeted participants are extremely dif-
ficult to advertise to because they have un-
precedented filtering capabilities in relation 
to media consumption. Instead of accept-
ing a bombardment of advertisements such 
as traditional television commercials they 
have found ways to avoid them. A Nielsen 
study shows that 38% of all US TV house-
holds now own DVR and around 60% of 

these DVR owners were under 4517. The 
targeted participants use DVR to allow the 
viewing of shows that they otherwise would 
not be able to, but they also use this to 
skip TV commercials. They are bypassing 
radio advertisements because they listen 
to burnt CDs or websites like Pandora, 
with an index of 127 in the 18-24 year old 
age group instead of radio21. They also 
have access to a variety of media sources, 
which makes ensuring audience exposure 
more difficult. 

Social Media Usage
On a larger scale, Nielson has creatively 
and accurately deemed the 18-34 year 
old demographic “Generation C” imply-
ing that they are always connected.  This 
group makes up 27% of both online video 
consumption and total social network site 
visitation. They are also extremely involved 
in politics and society and record 46 million 

10



Situation Analysis
18-29 year olds were registered to vote 
during the 2012 election2. 

The targeted participants are multi-taskers 
and information sponges. They consume 
multiple media sources at one time so if 
something doesn’t keep their attention 
they tune it out or switch channels. This 
group gathers information from a variety 
of sources including Facebook, Twitter, 
smartphones, their friends and usually 
a combination of all of these. They also 
pass along interesting news via these 
same channels. 
They are technol-
ogy friendly but 
also technology 
savvy and they 
are finding new 
ways each day 
to avoid what 
advertisers and 
marketing experts 
believe is sure 
exposure to their 
ads. In recent 
years the barriers 
between social 
media and com-
munication have 
become almost 
nonexistent. 
Smartphone use 

by this age group is dramatically increas-
ing each year23 and 39% of national 
smartphone ownership is by this group5. 
The challenge for Doritos is how to use 
social media to get the targeted partici-
pants to submit a spot and to participate.

Likes/Dislikes
The targeted participants live a fast-paced 
lifestyle and, being Generation C mem-
bers they like to stay connected to friends, 
family and current events at all times. The 
18-24 year old demographic has the world 

at their fingertips 
and they have 
been online for 
at least 5 years. 
This generation 
views e-mail as 
obsolete and 
have accepted 
texting as the 
ideal form of 
daily communi-
cation6. 

Spending Habits 
College students 
have a variety of 
factors affecting 
their decision 
making process. 
Because they 

constitute such a wide range of income 
levels and income sources, the forces 
driving their decisions is difficult to catego-
rize. However, 40% of college student’s 
budget is made up of discretionary items 
such as technology and appearance and 
they, on average, own six digital devices 
each24. 
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       Consumer Insight

In order to collect in-depth research about 
participation and awareness of the Crash 
the Super Bowl contest, a focus group 
and a survey were conducted. Partici-
pants were chosen based on two criteria: 
Inclusion of the 18-24 age range and 
current college enrollment. The objectives 
of the focus group were to gain insight 
on Crash the Super Bowl and determine 
how to motivate participation in future 
Crash the Super Bowl contests. For this 
study, the participants were asked about 
their personal use of social media and 
how they would market Crash the Super 
Bowl to college students. The focus group 
consisted of twelve college aged students 
(18-24) with three females, one being Brit-
ish, and nine males, one Hispanic and the 
other Chilean. The other participants were 
Caucasian. The main objectives for the 
focus group were as follows:
 
 •Awareness of Doritos’ Crash the   
 Super Bowl contest.

 •Current feelings of Doritos’ 2012-  
 2013 Crash the Super Bowl con-   
 test.

 •Motivation to increase college   
 participation in the Crash the Super  
 Bowl contest.

 •Main critiques for future Doritos’   
 Crash the Super Bowl contest.

Crashtag8 also conducted a survey with 
the main purpose of measuring aware-
ness of Doritos’ Crash the Super Bowl 
Contest. Our team gathered 118 partici-
pants with the average age of 22. The 
participants were 63% female and 37% 
male. The only requirement to participate 
in the survey was to be over the age of 
18. The main objectives for the survey 
were as follows:
 
 •Determine primary social media   
 platform (Facebook, Twitter, Blogs,  
 Instagram, Pinterest).

 •Establish the main social media   
           platform they use for news/informa  
 tion.

 •To measure awareness of video   
 contests but more specifically Dori 
 tos’ Crash the Super Bowl contest.

 •To measure participants involve  
 ment in video contests.

 •Uncover reasons for not participat-  
 ing in contests of any kind but more    
 specifically video contests.

 •Determine primary motivation to   
 participate in video contests.

  

   Findings

Qualitative
The focus group was conducted at the 
Scripps Convergence Lab in the Focus 
Group/Conference Room at the University 
of Tennessee on Monday, November 5, 
2012. The participants shared their expe-
riences with social media and personal 
backgrounds with video contests as well 
as their own take on Doritos’ Crash the 
Super Bowl contest. There was an ef-
fort to select creative representatives of 
University of Tennessee students. Due to 
deadlines, only one focus group was con-
ducted. Participants were provided pizza 
and drinks as compensation for their time. 
A focus group administrator read aloud a 
consent agreement, and each participant 
stated his or her name and major at the 
university.

        
        Results

Awareness of Crash the Super Bowl
Through analysis, there was a general 
lack of recognition and knowledge of the 
Crash the Super Bowl contest and its 
purpose. 11 of the 12 participants stated 
they had never interacted (previewed or 
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voted on entries) with the contest, and 
only three stated that they knew what the 
Crash the Super Bowl contest was. All 
participants were unaware that the contest 
had a consecutive name each year of the 
contest. When it came to knowing about 
the contest, the few who knew about the 
contest stated they had heard about it via 
the Super Bowl or word of mouth. All par-
ticipants believed that they had not been 
targeted in Doritos’ efforts to promote the 
Crash the Super Bowl contest.

“I don’t even know what 
Crash the Super Bowl is.”

Current Feelings of 2012-2013 Crash the Super 
Bowl contest
Due to the lack of knowledge discussed 
earlier, participants were given a brief 
overview of the 2012-2013 Crash the 
Super Bowl contest. The participants were 
shown the Facebook page for Crash the 
Super Bowl. They were also told of the 
new donation feature where people can 
donate locations, electronics and their 
time for the production of the advertise-
ments. 

“That might be the coolest 
thing I’ve heard of.”

The participants were also told of the 
prize money if an entry were to rank num-
ber one on the USA Today Super Bowl Ad 
Meter ($1,000,000). They were given the 
formal name of the contest “Crash the Su-
per Bowl: Director’s Cut.” All participants 
where shocked to hear Michael Bay’s 
affiliation with the contest. This brought 
out biases from the participants. Due to 
the participants’ background in film and 
production, they were unhappy with the 
mention of his name.

“I just don’t think what I 
would want to do would be 
applicable because it seems 

too mainstream and I’d have 
to blow something up for 

Michael Bay.”

Two of the participants had a previous 
background in film production by entering 
in Knoxville’s 24 Hour Film Festival where 
participants only had one day to film, edit 
and showcase their talent. One of the two 
stated he did not like that working with 
Michael Bay was considered the grand 
prize for the 2012-2013 Crash the Super 
Bowl contest.

“I don’t like what Michael 
Bay has done to Transform-
ers. The money is enticing, 

but I wouldn’t want to work 
with Michael Bay. He is too 

mainstream. I feel like I 
have to blow something up 
or use fancy special effects 

to win.”

After stating this, all participants felt the 
same way.

(Lack of) Motivation for college participation
As stated by all participants of the focus 
group, they believe that the reason why 
there is a lack of college student partici-
pation is because of intimidation. They 
believe that the videos that they would 
create would be put up next to profes-
sionals and experienced videographers. 
The participants also felt that they did not 
have efficient equipment needed to make 
a competitive commercial. There was also 
an overwhelming response that they did 
not have the following that professionals 
participants would have. They correlated 
this to not obtaining enough votes to mat-
ter. The few focus group participants that 
knew of the contest stated that several of 
the submitters had their own following on 
personal YouTube channels.

13
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Critique for future Crash the Super Bowl contest
Many of the focus group participants 
believed that to gain more college student 
participation; Doritos would have to make 
the contest fairer for amateurs. They 
believe it is unfair for professionals to be 
a part of the contest. In the future, they 
would like to see an amateur edition or 
a smaller contest for amateurs including 
smaller prize money. They believe Doritos 
to be a commercial brand. They would like 
to see a more artistic side of the brand. 
The focus group participants also believe 
that connecting the contest with social 
media sites, like Facebook, is the best 
way to gain awareness of the Crash the 
Super Bowl contest.

Quantitative
The survey was distributed throughout 
the week of October 29, 2012. The survey 
was created through Google Drive and 
distributed via an event on Facebook. 
Over 1,000 people were invited with 118 
participants completing the survey. Once 
again, the average age of participants 
was 22. Chart 1 shows the ages of the 
participants. The IP Address of the com-
puter used to complete the survey was re-
corded so duplications were nonexistent. 
The survey provided a broader overview 
of participants’ usage of social media and 
awareness of Doritos’ Crash the Super 
Bowl contest.

 

         Results

Primary Social Media Use
In this day in age, social media platforms 
are found in abundance. Since the 2012-
2013 Crash the Super Bowl contest lives 
on a Facebook page, we believed it was 
important to find out which social media 
platforms were being used more than 
others. We took into account five major 
platforms for this research. They were 
Facebook, Twitter, Instagram, Blogs and 
Pinterest. YouTube was excluded based 

on the fact that it is not an interactive so-
cial media platform that would be able to 
effectively promote Crash the Super Bowl 
for future contests. When asked which pri-
mary social media sites participants use, 
the majority (69%) stated they used Face-
book. Twitter (25%) was their secondary 
social media site. 

Social Media Platform for News/Information
Using Likert Scale questions, we found 
it important to see which social media 
platforms the participants were using to 
gain their information. The number one 
represented the most used platform while 
five represented the least used platform. 
Among participants, Facebook has the 
highest news/information mean at 2.19, 
which lies a little over between moderately 
used and used. Twitter was the second 
most common platform to use to gain 
information with the mean of 2.75, which 
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lies closer to used than moderately used. 
Instagram and Pinterest shared the same 
mean at 3.40, which lies almost between 
used and moderately unused. Blogs were 
considered the least used for information 
with the mean of 3.45, which lies almost 
directly between used and moderately 
unused.

Awareness of Crash the Super Bowl Contest
In a broader sense, participants were 
aware of general contests such as video, 
photography, recipe/cooking, writing 
and trivia. An overwhelming 28% of par-
ticipants were unaware of these types of 
contests. Participants were asked how 
they heard of contests by either traditional 
media or social media. 33.1% stated 
that they hear of contests via Facebook. 
19.5% stated that they hear of contests 
via advertisements. It was not specified 
what type of advertisements they viewed. 
When asked specifically if they had heard 
about Doritos’ Crash the Super Bowl con-
test only 69.5% responded “Yes.” 30.5% 
responded they have never head of the 
contest. For those that were unaware of 
the contest they stated that the best way 
for them to be aware of the contest was 
through Facebook (29.7%). Television 
advertisements were the second (24.6%) 
best way to make them aware of the 
contest. Chart 3 shows the other ways for 
people to be reached.

For those that knew of Doritos’ Crash the 
Super Bowl contests, they were asked 
how to they became aware of the con-
test. As stated previously, 69.5% were 
unaware of the contest. The largest re-
sponse (9.3%) was through television with 
7.6% being through the Super Bowl.

Participation in Contests
The participants were asked if they had 
ever participated in any type of contests. 
62.7% stated they do not participate in 
any type of contest. The most participated 
(17.8%) contest was trivia contests with 
the second (9.3%) being writing contests. 
Photography contests were third with only 
4.2%. Participants were also asked why 
they do not participate or submit to any 
type of contests. The participants were 
able to choose multiple answers for this 
question giving a percentage level over 
100%. The primary reason for lack of 
participation was lack of interest (56%). 

The second major reason was lack of time 
(53%). The third major reason was be-
tween lack of skill and lack of equipment 
at 31%. The chart below shows all the 
reasons why they do not participate.

Motivation to Participate
Lastly, the participants were asked how 
they could be motivated to participate in 
future contests. 76.3% stated that prize 
money was the main reason for motiva-
tion. 9.3% believed to try for the new ex-
perience. 8.5% stated it would be a great 
portfolio builder while only 5.9% wanted to 
have the recognition.

        Discussion

Despite the fact that Crash the Super 
Bowl is in its seventh year, the majority of 
our participants were unaware of the con-

15
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test and the prizes for participating. Crash 
the Super Bowl needs to create a way to 
make this specific age range, 18-24, fell 
worthy and capable of being competitive 
with the other entrants to the contest. At 
this point, Doritos needs to focus on in-
creasing knowledge of the contest as a 
whole to the college aged participant and 
establishing the contest as a viable goal 
for those less experienced. It will also be 
important for Doritos to establish itself as 
open to a more artistic concept, rather 
than strictly commercialized.

     Conclusion

Based on our findings, we can easily say 
that Crash the Super Bowl has a disad-
vantage being mainly unknown in the 
18-24 age range. The group found that 
many did not even know what Crash the 
Super Bowl was and felt intimidated due 
to experienced professionals being able 
to participate. There was also deterrence 
due to the fact that Michael Bay is too 
mainstream for creative in the specific age 
range. In the future, Doritos will have to 
look at Crash the Super Bowl contest and 
decide how they are going to market them-
selves to gain more participants in the 18-
24 age range. According to our research, 
if these changes are implemented in the 
2014 contest, Doritos will see results.
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Goal: To increase participation and awareness among college 
students by reaching out through social media.

Objective 1:
To increase awareness of the Crash the Super 
Bowl: Rise of the Rookie contest to 40% of the 

targeted participants by October 2013.

Objective 2:
To increase video submissions by the targeted 
participants to 15% of all submissions by the 
November 2013 deadline for Crash the Super 

Bowl: Rise of the Rookie.

Objective 3:
To increase voting participation by the targeted 

participants by 20% during the month of January 
2014.

Objective 4:
To increase game day engagement by the tar-

geted participants on social media by 20%.

Budget Explanation

Doritos Crash the Super Bowl: Rise of 
the Rookie marketing budget will utilize 
social media to effectively target col-
lege students. Promoted tweets and 
suggested Facebook posts will make 
up $177,500. Mobile media, which in-

cludes the app and site mini, will be al-
located $525,000. Video pre-ads to be 
utilized via YouTube and Hulu videos 
will make up $200,000.  Google Analyt-
ics Premium and HootSuite Social 360 
will be utilized to monitor and evaluate 
the success of this program, $167,988 
will be allocated for these tools. A con-

tingency plan is included at the cost 
of $150,000. This brings the total so-
cial media budget for Crash the Super 
Bowl: Rise of the Rookie to a little over 
$1.2 million. See the full budget break 
down in the Appendix.



Primary Message

18

The 2013-2014 contest named Doritos’ 
Crash the Super Bowl: Rise of the Rookie 
will replace the previous 2012-2013 con-
test titled Crash the Super Bowl: Director’s 
Cut. During primary research it became 
apparent that there was negative senti-
ment directed towards the “Director’s Cut” 
contest’s association with Michael Bay by 
the targeted participants. 

The use of a spokesperson seemed to 
backfire on the contest as a whole by 
enticing only those individuals who favored 
Michael Bay. In order to prevent the ex-

clusion of any possible participants, the 
2013-2014 Crash the Super Bowl: Rise of 
the Rookie contest will not have a spokes-
person. 

The “Rise of the Rookie” title implies the 
success of a non-professional, which will 
encourage the targeted participants to 
view the contest as an exciting opportunity 
and a challenge instead of an impossible 
feat. 

The addition of a pre-contest titled “Crash 
Cam” will compliment its parent contest 

Crash the Super Bowl: Rise of the Rookie 
by awarding college students with a video 
camera to help them film their commercial 
submissions. Primary research also con-
cluded that the targeted participants were 
vastly unaware of the Crash the Super 
Bowl contest as a whole. 

Educating college students through the 
use of social media will be accomplished 
through the use of four strategies. 
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Strategy 1: Utilize multiple social 
media and mobile media platforms 
to establish and strengthen a rela-
tionship with college students.

Tactic 1: Facebook, Twitter and Instagram
Our primary research found that Facebook 
is the most used social media platform 
by the targeted participants. Using this 
platform to accurately reach the target will 
involve a continuous flow of information 
and contest news via suggested posts 
throughout the duration of the Crash the 
Super Bowl: Rise of the Rookie contest. 
Twitter, Instagram, Hulu, YouTube and 
mobile media will also be used to inform 
and excite the targeted participants about 
Crash the Super Bowl: Rise of the Rookie 
but they will ultimately be streamlined back 
to the official Facebook app where the 
contest takes place. 

In order to create continuity within all so-
cial media platforms, we suggest creating 
Twitter and Instagram accounts specific 
to the Crash the Super Bowl contest. The 
Twitter account will have the handle 
@CrashtheSuperBowl and the Instagram 
username will be “CrashtheSuperBowl”. 
Both the Twitter and Instagram profile 
descriptions will include a link to the of-
ficial Facebook app [http://apps/facebook/
crashthesuperbowl.com].

A countdown to the contest clock will be 
posted on the official “Crash the Super 
Bowl” Facebook app as well as the newly 
created @CrashtheSuperBowl Twitter 
account immediately after the conclusion 
of the previous year’s contest. This will let 
fans know that the contest is happening 
again. 

An invita-
tion to 
Crash 
the Su-
per Bowl: 
Rise of the 
Rookie will 
also be 
placed on 
the official 
Facebook 
and Twit-

ter sites underneath the countdown clock. 
This will be used as a quick, simplified 
version of the contest details, which will 
ensure that the targeted participants re-
ceive correct information about the contest 
directly from Doritos, which is particularly 
important during the time immediately 
following the conclusion of the previous 
year’s contest. 

When the Crash the Super Bowl: Rise of 
the Rookie contest is announced in Sep-
tember, the contest countdown clocks on 

Facebook and Twitter will expire and be 
replaced with a cover photo to show that 
the contest is under way. An interactive 
timeline will be placed in the uppermost 
section of the official Crash the Super 
Bowl: Rise of the Rookie Facebook app. 
This timeline will progress throughout the 
contest generating hype for the culmina-
tion on Super Bowl Sunday. 

During the submission weeks in October 
and November suggested posts and pro-
moted Tweets will be made asking college 
students if they have voted and encourag-
ing them to watch and submit commer-
cials on the Crash the Super Bowl: Rise 
of the Rookie Facebook app. Suggested 
Facebook posts and Promoted Tweets 
will continue to be made announcing the 
5 finalists’ commercials, encouraging the 
targeted participants to vote in January 
and to watch and find out the winning com-
mercial on Super Bowl Sunday.
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Tactic 2: Video Sites
For the purpose of increasing awareness 
of the Crash the Super Bowl contest as a 
whole, a “Crash the Super Bowl: Contest 
Winner” stamp will be placed on the previ-
ous year’s winning commercial through-
out all mediums and will be seen every 
time and place the winning commercial is 
shown after its initial Super Bowl appear-
ance. 

Throughout the duration of the campaign 
YouTube TrueView In-Stream and Hulu 
pre-video advertisements will be used to 
disseminate information along each stage 
of the Crash the Super Bowl: Rise of the 
Rookie contest. 

Tactic 3: Moble Media
A “Crash Game Day” mobile app will be 
created, which will be used to spark en-
gagement throughout the Crash the Super 
Bowl: Rise of the Rookie contest. This app 

will allow users to view and vote for the 
top 5 finalists’ contest submissions. The 
app will include a “College Edition” tab. 
Students may sign up using their college 
e-mail address. A confirmation e-mail will 
then be sent including a “Crash Code”. 
Entering the Crash Code into the mobile 
app will allow the user to view and vote for 
Crash the Super Bowl: 
Rise of the Rookie com-
mercials submitted by 
other college students, 
enter the “Crash Cam” 
contest (See Strategy 
2) and vote for college 
sub-categories of the 
Nacho Average Awards 
(See Strategy 4). 

Sound recognition 
capabilities will be 
used to develop the 
“check in” tab on 
the app that will be 
active during the 
Super Bowl, providing college participants 
and all non-college participants who down-
loaded the app the option to hold their 
phone up to the Super Bowl game as it is 
broadcast live and “check in”.  Using the 
sound recognition “check in” feature will 
automatically qualify them to be included 
in a drawing to be one of 25 “Crash Game 
Day” users who win $1,000. Details of 

this opportunity to win will be e-mailed to 
participants who have provided their e-mail 
address upon download of the site.   The  
“Crash Game Day” app will be available 
for free download by any iPhone or An-
droid user.

A Crash the Super Bowl: Rise of the 
Rookie mobile website will be devel-
oped through use of the application 
“CliqLaunch” which can be accessed on 
any mobile phone containing a browser 
or by scanning a QR code. The sitemini 
will bring users to a mobile version of the 
Crash the Super Bowl: Rise of the Rookie 
Facebook application. The QR code that 
provides entrance to the mobile website 
will be placed on 
Dorito chip bags 
prior to the an-
nouncement of 
the contest as 
well as throughout 
the duration of 
Crash the Super 
Bowl: Rise of the 
Rookie. 
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Strategy 2: Implement a mini-contest 
for college students to win filming 
materials.

Tactic 1: Crash Cam Contest
In order to encourage Crash the Super 
Bowl: Rise of the Rookie contest submis-
sions by college students, we suggest 
creating a mini-contest where fans be-
tween the ages of 18-24 
will have the chance to 
win a Sony HDR CX26OV 
video camera. Contes-
tants will enter by cre-
ating Facebook posts, 
Tweets, Instagram photos 
or Crash Game Day app 
submissions explaining 
why a Sony HDR CX260V 
would help them make a 
better Crash the Super Bowl: Rise of the 
Rookie commercial. 

Contestants may submit via Facebook, 
Twitter, Instagram or Crash Game Day 
app. Submitting via multiple platforms 
is allowed. In order to submit via Face-
book, posts will be made on the Doritos 
Facebook page. Tweet submissions must 
mention the @CrashtheSuperBowl Twitter 
handle as well as #CrashCam. Instagram 
photo submissions must include #Crash-
Cam. 

To submit via Crash Game Day app a sub-
mission form will be provided in the college 
section of the app.

The 25 most creative entries will be cho-
sen each week during the four consecutive 
weeks leading up to the contest to total 
100 winners. The CrashtheSuperBowl Ins-
tagram profile description will be changed 

to include Crash Cam 
contest rules. Promot-
ed Tweets contain-
ing #CrashCam and 
promoted posts on 
the Doritos’ Facebook 
page will be used to 
reveal and explain 
the contest during the 
month of July. 

These posts will also be used to announce 
the contest winners and include the win-
ning Facebook posts, Tweets and Insta-
gram photos each week throughout the 
month of August. 

Upon completion of the Crash Cam con-
test the Instagram profile description will 
be replaced with a link to the official Crash 
the Super Bowl: Rise of the Rookie Face-
book app.
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Strategy 3: Level the playing field 
for college students by helping 
them relate to previous Crash the 
Super Bowl contest winners.

Tactic 1: Crash Stories
Primary research showed that the 
targeted participants were under 
the impression that previous Crash 
the Super Bowl winners were well 
known personalities previous to 
their participation in the commercial 
contest. In order to correct this per-
ception, we suggest creating video 
content narrating the stories of pre-
vious Crash the Super Bowl win-
ners and their path from amateur to 
contest winner. “Crash Stories” will 
give young creatives the opportu-
nity to see what it is like to complete 
the Crash the Super Bowl contest. 
These “Crash Stories” will be trans-
lated through Facebook, Twitter, 
Hulu and YouTube.

“Crash Stories” will be posted as 
suggested videos on Facebook 
continuously until the contest sub-
mission phase ends and Tweets 

promoting “Crash Stories” will use 
#RookieRising throughout the month 
of September. YouTube’s TrueView 
In-Stream and Hulu pre-video ad-
vertisements along with the contest 
specific “CrashtheSuperBowl” You-
Tube channel will be used to reach 
targeted participants with “Crash 
Stories” on these platforms. 

Tactic 2: Sneak Preview
David Burn and Anthony 
Ocasio were identified as 
key influencers in rela-
tion to the previous year’s 
Crash the Super Bowl 
Contest. Mr. Burn is the 
editor for AdPulp, which 
is a blog about advertis-
ing and he has previously 
written posts detailing the 
Crash the Super Bowl 
contests. Mr. Ocasio is a 
trusted online personal-
ity who presents readers 
of his site with information about 
TV and movies. He has also made 
posts detailing the previous Crash 
the Super Bowl contests. 

These two key influencers will be 
given the opportunity to view “Crash 
Stories” before they are released to 
the public with the intention of pre-
paring beneficial posts encouraging 
college students to participate in the 
Crash the Super Bowl: Rise of the 
Rookie contest. 
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Strategy 4: Include college stu-
dents in the Nacho Average 
Awards. 

Tactic 1: College Specific Awards
The Nacho Average Awards uses 
Crash the Super Bowl: Rise of the 
Rookie commercial submissions to 
create a sub-category awards show 
which takes place in December. The 
Nacho Average Awards for Crash 
the Super Bowl: Rise of the Rookie 
will use the same format as in the 
previous year but with some altera-
tions. We suggest inserting sub-cat-
egories that are specific to college 
students during these awards. Cat-
egories would include “Best College 
Submission” and “Cheesiest College 
Kiss”. 

Gaining awareness of the Nacho 
Average Awards is extremely impor-
tant and will begin immediately after 
the Crash the Super Bowl: Rise of 
the Rookie contest submission ends 
and continue throughout the month 
of November. This strategy will 
translate via Facebook by using sug-

gested posts and Twitter by using 
promoted Tweets. 

Throughout the month of Decem-
ber suggested posts on Facebook 
and promoted Tweets on Twitter will 
continue to be made about the Na-
cho Average Awards encouraging 
fans to vote and 
participate in 
the awards as 
well as watch 
the winning vid-
eos and interact 
through Face-
book and Twit-
ter during the 
awards show. 
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Evaluation
Crashtag8 will utilize several components of 
the campaign for Doritos Crash the Super 
Bowl in order to measure the success of the 
campaign overall. In order to measure objec-
tive one, our team will conduct quantitative 
research. The team will compare the num-
ber of videos submitted in Crash 7 to those 
submitted in Crash 8. This will determine if 
Crashtag8 reaches a 20 percent increase in 
participants. 

An evaluation will be conducted throughout 
the entirety of the Crash the Super Bowl: Rise 
of the Rookie contest to monitor any signifi-
cant outcomes from the start of the contest. 
This constant comparison of growth through-
out the contest will determine if the target age 
range is on the right track to achieve the goal 
of 15 percent of all submissions from this age 
range. This will also be available for measure-
ment by providing a sub-category where only 
college-aged submissions are submitted. The 
evaluation will be used to compare college 
category submissions in the the Crash Cam 
contest to total submissions in Crash the Su-
per Bowl: Rise of the Rookie. 

An evaluation will also be done at the end 
of the contest to determine if the goal was 
reached of 15 percent of all submissions. 
Social media involvement on game day will 
be measured through the analytics provided 
by Facebook, the amount of downloads of 
the app, the number of hashtag usages and 
tweets at the Crash the Super Bowl: Rise of 
the Rookie account, and the analytics pro
vided by the Cliqlaunch program to determine 

usage of the sitemini.

In order to fully analyze this evaluation, Hoot-
suite Social 360 will be used to monitor and 
track the amount of tweets, retweets, follow-
ers, and mentions that occurred throughout 
the entirety of the contest. Hootsuite will be 
used to compare keywords throughout the 
contest so that we can monitor what our 
target is talking about so that we can better 
promote the contest. Through this platform, 
we can also monitor our Facebook insights. 
Hootsuite will be used to monitor fans, likes, 
comments, posts, and shared content that our 
target has engaged with on our site. We will 
also be able to optimize the messages we are 
conveying to targeted participants on Face-
book through post insights, including reach 
and engaged users. The platform will also al-
low us to monitor tag numbers of the amount 
of times Crash the Super Bowl: Rise of the 
Rookie as well as the pre and post promotion-
al tactics used throughout the whole contest. 
A historical analysis will also be used by this 
platform to compare trends on Twitter and 
Facebook from the beginning of the contest 
and throughout the entirety. 

Google Analytics Premium will also be used 
to monitor our social media platforms that are 
being used for Crash the Super Bowl: Rise 
of the Rookie. The content reports provided 
by Google Analytics will allow us to monitor 
which parts of our social media websites are 
performing well, as well as what’s most popu-
lar and used. Through this Google Analytics, 
we will be able to analyze how visitors inter-
act with sharing features on the social media 
sites as well as how they engage with our 
content across all social platforms.

In order to fully optimize the potential of our 
mobile application, Google Analytics will mea-
sure the impact of mobile for Crash the Super 
Bowl: Rise of the Rookie. Additionally, Google 
Analytics will be used to measure how people 
use the app. The number of downloads of the 
mobile app will also be monitored from the 
start of the contest until the end so that we 
can gain an overview of how many people 
engaged with the contest throughout this 
application. Evaluations will begin from the 
release of the mobile app and throughout the 
entirety of the contest. We will also be able to 
monitor the number of votes that are submit-
ted through the mobile app for the Crash 
Cam and Crash the Super Bowl: Rise of the 
Rookie. The “Crash Codes” that are given to 
college students engaging on the app will be 
tracked as well in the amount of “Check-Ins” 
on game day through the sound recognition 
capability on the app.

involvement, increase in participation and 
analytics show the increase in awareness, 
but Crashtag8 wants to involve participants a 
step further. Through a quick survey that will 
be distributed through all social media chan-
nels and via the emails that are collected, all 
those involved will be asked their opinion on 
the contest and what improvements can be 
made for Crash 9.
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Start	  Date:	  2/13/13
Weeks 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31

Strategy	  1:	  U6lize	  mul6ple	  social	  media	  pla@orms	  to	  establish	  and	  strengthen	  a	  

rela6onship	  with	  college	  students.

Tac6c	  1:	  Crea6ng	  a	  clear,	  con6nuous	  message	  across	  mul6ple	  social	  media	  
pla@orms	  is	  necessary	  in	  order	  to	  reach	  college	  students.

Develop	  a	  Contest	  stamp	  to	  be	  added	  to	  the	  winning	  commercial	  every	  6me	  and	  
place	  it	  is	  shown

Create	  Facebook,	  TwiLer,	  and	  Instagram	  profiles	  that	  will	  be	  used	  throughout	  the	  
en6rety	  of	  the	  contest.	  TwiLer	  Handle	  will	  be	  @CrashtheSuperBowl	  and	  the	  

Instagram	  username	  will	  be	  "CrashtheSuperBowl."	  Both	  of	  these	  will	  contain	  a	  
link	  to	  the	  Facebook	  page.

A	  countdown	  clock	  will	  be	  added	  to	  the	  Facebook	  and	  TwiLer	  page	  aUer	  Crash	  7	  
un6l	  the	  start	  of	  Crash	  8:	  Rise	  of	  the	  Rookie.	  An	  invita6on	  to	  par6cipate	  in	  Crash	  

the	  Super	  Bowl:	  Rise	  of	  the	  Rookie	  will	  also	  be	  added	  to	  both	  pages.	  
Crash	  the	  Super	  Bowl:	  Rise	  of	  the	  Rookie	  will	  be	  announced.	  The	  countdown	  

clock	  and	  invita6on	  will	  be	  replaced	  by	  a	  6meline	  of	  the	  Crash	  contest.	  This	  will	  
con6nue	  throughout	  the	  rest	  of	  the	  contest	  to	  generate	  hype	  for	  game	  day	  

engagement.	  Youtube	  and	  Hulu	  ads	  will	  begin	  and	  will	  adver6se	  each	  step	  of	  the	  
Crash	  contest.

A	  mobile	  applica6on	  will	  be	  released	  to	  spark	  engagement	  for	  both	  the	  Crash	  
Cam	  contest	  as	  well	  as	  Crash	  the	  Super	  Bowl:	  Rise	  of	  the	  Rookie.	  This	  app	  will	  be	  

used	  to	  vote	  for	  submissions	  as	  well	  as	  a	  "check-‐in"	  device	  during	  the	  Super	  
Bowl.

Strategy	  2:	  Implement	  a	  mini-‐contest	  for	  college	  students	  named	  "Crash	  Cam"

Tac6c	  2:	  In	  order	  to	  encourage	  Crash	  the	  Super	  Bowl:Rise	  of	  the	  Rookie	  contest	  
submissions	  by	  college	  students,	  a	  pre-‐contest	  will	  be	  created	  for	  adults	  (18-‐24)	  
to	  submit	  user-‐generated	  commercials	  for	  a	  chance	  to	  win	  a	  Sony	  HDR	  CX26OV	  
Camera.	  Twenty-‐five	  winners	  will	  be	  chosen	  every	  week	  in	  August	  to	  result	  in	  a	  
total	  of	  100	  winners.

Strategy	  3:	  Level	  the	  Playing	  field	  for	  students	  by	  crea6ng	  "Crash	  Stories:	  
Tactics 3: "Crash Stories" will be psoted as suggested videos on Facebook 
continuously until the contest submission phase ends. Tweets promoting "Crash 
Stories" will use #RookieRising throughout the month of September.
Strategy	  4:	  Insert	  Categories	  specific	  to	  colllege	  students	  into	  the	  Nacho	  Average	  
Awards

Tac6c	  4:	  Nacho	  Average	  Awards	  uses	  Crash	  the	  Super	  Bowl:	  Rise	  of	  the	  Rookie	  
submissions	  to	  create	  a	  sub-‐category	  awards	  show	  which	  will	  take	  place	  in	  
December.	  

Evalua6on:	  A	  midpoint	  Evalu6on	  will	  be	  conducted	  in	  the	  middle	  of	  Crash	  the	  
Super	  Bowl:	  Rise	  of	  the	  Rookie.	  HootSuite	  will	  be	  used	  to	  monitor	  the	  progress	  of	  

the	  engagement	  throughout	  the	  en6rety	  of	  the	  contest.
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Start	  Date:	  2/13/13
Weeks 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31 1-‐7 8-‐14 15-‐21 22-‐31

Strategy	  1:	  U6lize	  mul6ple	  social	  media	  pla@orms	  to	  establish	  and	  strengthen	  a	  

rela6onship	  with	  college	  students.

Tac6c	  1:	  Crea6ng	  a	  clear,	  con6nuous	  message	  across	  mul6ple	  social	  media	  
pla@orms	  is	  necessary	  in	  order	  to	  reach	  college	  students.

Develop	  a	  Contest	  stamp	  to	  be	  added	  to	  the	  winning	  commercial	  every	  6me	  and	  
place	  it	  is	  shown

Create	  Facebook,	  TwiLer,	  and	  Instagram	  profiles	  that	  will	  be	  used	  throughout	  the	  
en6rety	  of	  the	  contest.	  TwiLer	  Handle	  will	  be	  @CrashtheSuperBowl	  and	  the	  

Instagram	  username	  will	  be	  "CrashtheSuperBowl."	  Both	  of	  these	  will	  contain	  a	  
link	  to	  the	  Facebook	  page.

A	  countdown	  clock	  will	  be	  added	  to	  the	  Facebook	  and	  TwiLer	  page	  aUer	  Crash	  7	  
un6l	  the	  start	  of	  Crash	  8:	  Rise	  of	  the	  Rookie.	  An	  invita6on	  to	  par6cipate	  in	  Crash	  

the	  Super	  Bowl:	  Rise	  of	  the	  Rookie	  will	  also	  be	  added	  to	  both	  pages.	  
Crash	  the	  Super	  Bowl:	  Rise	  of	  the	  Rookie	  will	  be	  announced.	  The	  countdown	  

clock	  and	  invita6on	  will	  be	  replaced	  by	  a	  6meline	  of	  the	  Crash	  contest.	  This	  will	  
con6nue	  throughout	  the	  rest	  of	  the	  contest	  to	  generate	  hype	  for	  game	  day	  

engagement.	  Youtube	  and	  Hulu	  ads	  will	  begin	  and	  will	  adver6se	  each	  step	  of	  the	  
Crash	  contest.

A	  mobile	  applica6on	  will	  be	  released	  to	  spark	  engagement	  for	  both	  the	  Crash	  
Cam	  contest	  as	  well	  as	  Crash	  the	  Super	  Bowl:	  Rise	  of	  the	  Rookie.	  This	  app	  will	  be	  

used	  to	  vote	  for	  submissions	  as	  well	  as	  a	  "check-‐in"	  device	  during	  the	  Super	  
Bowl.

Strategy	  2:	  Implement	  a	  mini-‐contest	  for	  college	  students	  named	  "Crash	  Cam"

Tac6c	  2:	  In	  order	  to	  encourage	  Crash	  the	  Super	  Bowl:Rise	  of	  the	  Rookie	  contest	  
submissions	  by	  college	  students,	  a	  pre-‐contest	  will	  be	  created	  for	  adults	  (18-‐24)	  
to	  submit	  user-‐generated	  commercials	  for	  a	  chance	  to	  win	  a	  Sony	  HDR	  CX26OV	  
Camera.	  Twenty-‐five	  winners	  will	  be	  chosen	  every	  week	  in	  August	  to	  result	  in	  a	  
total	  of	  100	  winners.

Strategy	  3:	  Level	  the	  Playing	  field	  for	  students	  by	  crea6ng	  "Crash	  Stories:	  
Tactics 3: "Crash Stories" will be psoted as suggested videos on Facebook 
continuously until the contest submission phase ends. Tweets promoting "Crash 
Stories" will use #RookieRising throughout the month of September.
Strategy	  4:	  Insert	  Categories	  specific	  to	  colllege	  students	  into	  the	  Nacho	  Average	  
Awards

Tac6c	  4:	  Nacho	  Average	  Awards	  uses	  Crash	  the	  Super	  Bowl:	  Rise	  of	  the	  Rookie	  
submissions	  to	  create	  a	  sub-‐category	  awards	  show	  which	  will	  take	  place	  in	  
December.	  

Evalua6on:	  A	  midpoint	  Evalu6on	  will	  be	  conducted	  in	  the	  middle	  of	  Crash	  the	  
Super	  Bowl:	  Rise	  of	  the	  Rookie.	  HootSuite	  will	  be	  used	  to	  monitor	  the	  progress	  of	  

the	  engagement	  throughout	  the	  en6rety	  of	  the	  contest.
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