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OVERVIEW
Six months after the successful launch of Burger King in Cape Town, Atmosphere and
King James were tasked to launch Burger King (BK) in Gauteng – the heart of the
over-saturated fast food industry in SA.

The brief was not easy - get customers simultaneously into three restaurants across
Gauteng so as to deliver combined sales of at least 3000 burgers on the launch
weekend, while making the Whopper, Burger King’s signature burger, the hero of the
campaign.

We followed an interactive, integrated and fun approach to ensure that fans of Burger
King created the noise, leading to pent-up demand for the iconic burger. Instead of
sharing the news ourselves, we inspired fans to share the arrival of Burger King in
Gauteng by tapping into the biggest trend of 2013/2014 - the ‘selfie’. And so, ‘Whopper
Your Selfie’ was created.

It kicked off with thousands of uniquely numbered Whopper replicas hidden all over the
city - from billboards to bookstores to among toys in claw machines – even at the
bottom of a hotel swimming pool. The first lucky few to post a ‘selfie’ with their unique
Whopper could claim a real one on launch day. Excitement mounted and Whopper
fever gripped Gauteng.
The more ‘selfies’ were posted, the more the news spread. Within two weeks, 2000
unique numbers were claimed and 3000 hopefuls submitted their ‘selfies’. This led to
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more than two million media impressions across Facebook and Twitter, and Burger
King trended on launch day, 1 February 2014.

Fans flooded to the three restaurants, which lead to other consumers wanting a piece
of the action. The snowball effect caught the attention of the media and the editorial
coverage drove further visits to the restaurants. During the launch week, over 25 000
Whoppers were sold, 61% over the agreed target.
“Atmosphere and King James, you did it again. A simple idea, a treasure hunt for
burgers, drove fans crazy. We had queues outside our three restaurants and we
exceeded our sales target for the launch period. But the key take-out from this
campaign was that more than 3000 fans made a noise on behalf of the brand, which
gave us a really great return on our marketing budget!”
- Jaye Sinclair, CEO of Burger King SA.

STATEMENT OF CHALLENGES AND OPPORTUNITIES
Challenges
 The entry of Burger King into SA was less than eight months before and the
news value of three more restaurants in Gauteng was limited.


Launching three restaurants in different locations on the same day and time
required a mix of media – earned and paid – as well as on-the-ground
activations at three locations to ensure feet through the door.

Opportunities


There was a growing pool of loyal Burger King supporters in Gauteng as a result
of the very successful Cape Town launch in May 2013.



Burger King SA had a fast growing social media presence, with 46 680 fans on
Facebook, and the followers were literally begging for restaurants to open in
their residential areas.

Page 2 of 13

PRISM, Consumer PR for an existing product, service or category: BK by Atmosphere

RESEARCH
Experience-based insights
Based on the first launch, we knew fans would wait in endless queues to be one of the
first to experience a Whopper, and that the queue itself is an effective marketing tool
as it encourages others to join.
Again, we tapped into the “massclusivity” trend, and our online research
(Trendone.com; trendwatching.com) proved that our target market derives status from
first-time experiences and sharing these on social media.

Social media research
The launch campaign highlighted that social media is a very effective communication
channel for reaching existing and potential Burger King fans. Our social media team
shared data from Burger King’s Facebook and Twitter accounts and analysis helped us
to determine exactly what caused hype and excitement among fans and in which
areas, and on which days one should post content.

Desktop research
Trend and news sites such as The Guardian and The Independent highlighted the
continued popularity of the ‘selfie’ for sharing good news and achievements. Our
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insight was that people are more likely to share when they are a part of an exciting
event. It just so happened that not long after our ‘selfie’ campaign was conceptualised
and being implemented, Oxford Dictionaries announced that ‘selfie’ was the
International Word of the Year 2013.

Key insights
Our insight and creative idea leaned heavily on our research and was determined by
the following three pillars:
1) Burger King had a strong and growing fan base in South Africa which was very
active on social channels. These fans wanted to be “in the know” and would drive
awareness and excitement on behalf of the brand.
2) These fans loved the Whopper or were very eager to try it.
3) ‘Selfies’ were ubiquitous on social channels used by our audience.
Our core idea was born: A ‘selfie’-driven treasure hunt for replica Whoppers across
Johannesburg! The reward had to be claimed in-store and of course, all of this had to
be posted to social media channels, each step of the way.

Note: Our insight was spot on, as in March 2014, American talk-show host Ellen
DeGeneres made international headlines with her Oscar night ‘selfie’ that travelled
around the world on social and news sites.
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PLANNING OF THE STRATEGY
Business objectives:
1. Drive pent-up demand for the iconic Whopper, resulting in sales (target: 3 000) at
the three new Burger King restaurants - Rivonia Road, Sasol Centurion and Park
Station - during the launch weekend
2. Ensure footfall at each store with at least 1 000 people per store during the launch
weekend
3. Exceed the combined sales target of 10 000 Whoppers by at least 25% within one
week of opening.

Communication objectives:
1. Communicate that Burger King is coming to Gauteng with three new restaurants
2. Create a high level of awareness and excitement of the Gauteng launch via
traditional and social media
3. Increase the Facebook following of Burger King in Gauteng by 25% over the
launch period
4. Carefully manage the brand’s reputation so as to build on the positive
perception created over the past eight months.

Target audience:
Social media active and media-savvy Gautengers, 25–49, who pursue happiness and
are optimistic.

Key messages:
1. The Whopper is finally coming to Gauteng and you can celebrate with Burger
King on launch day.
2. Burger King is coming to Gauteng and opening three restaurants on one day,
one being the first Sasol store.

Media channels and communication tools:
1. Earned: Editorial and social media content was shared with consumer, news,
lifestyle and food media and their online offerings; Gauteng-based consumer,
social and food bloggers and other influencers.
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2. Owned: Burger King’s own channels – website:www.whopperyourselfie.co.za,
YouTube, Facebook and Twitter.

3. Shared: Comments shared on the audiences’ social media channels.
4. Paid: Some print ads, and a radio competition with Metro FM and Highveld;
promoted posts on YouTube; billboards, mobile trailers and transit screens at
train stations across the city; and celebrity partnerships with Toya Delazy and
David Kau.
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EXECUTION OF THE STRATEGY
The two-week campaign kicked off on 15 January and built-up to launch day on 1
February 2014. We delivered an integrated solution – consumer and business PR,
influencer engagement, strong social media execution, event activation, radio prepromos and competitions, as well as out-of-home advertising.

Tactic 1: Central hub www.whopperyourselfie.co.za
The microsite hosted all the relevant information, a countdown of Whoppers claimed,
hints and tips on where to find uniquely numbered Whoppers and information about
launch events.

Tactic 2: Social media campaign
Facebook adverts and promoted posts targeted our primary audience only. A fun
‘tutorial-style’ video was launched on YouTube, assisting entrants with how to post a
winning ‘selfie’. Fans could visit BK’s Social channels to receive clues on where to find
the next Whopper codes and were responded to individually, notifying them on whether
they were the first to claim a unique selfie code. On launch day, fans were kept
updated on store opening activations, the size of the queues and the addresses of the
stores. Burger King’s social media team pride themselves on maintaining quick and
personal responses with fans, and launch day Jozi was no different.

Tactic 3: Traditional media relations
Our media relations approach was targeted to ensure a constant flow of news on the
company and brand. The roll-out plan included two media releases, sneak previews to
the restaurants and exclusive interviews with the CEO. Popular radio DJs received
surprise Whopper drops during their shows, which created additional content for our
social media teams.

Tactic 4: Influencer engagement
Atmosphere engaged four lifestyle bloggers - Sharmanator.com, Mzansi Girl,
YoMzansi and JhbLive.co.za - to share their own ‘selfies’. We worked closely with
them to hide unique numbers on their blogs which their readers could claim. In
addition, comedian David Kau and singer Toya Delazy were contracted and managed
by the PR team to take ‘selfies’ and share on their channels.
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Social media heavy-weights Phat Joe, DJ Oneal and LuloCafe were also contracted to
post on their social media channels.

Tactic 5: Fun guerrilla activities
Surprises were planned throughout the city to create hype and further content for
editorial and social media. The surprises which were well received included a giant,
Whopper box on the luggage carousel at Lanseria Airport and a Whopper dress in the
window of a boutique store, Rozanne and Pushkin in Rosebank.
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Launch day

The resultant impact was that fans soon lined up for their first taste of a Whopper. They
were entertained by local acts such as Mi Casa, Toya Delazy and The Arrows, and
once again fan photos, videos and updates were uploaded to YouTube, Facebook and
Vine in real time, ensuring that non-attending fans could share in the excitement. Instore photo booths ensured that happy customers posted from all three restaurants.
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EVALUATION
In just 17 days, more than 24 700 unique visitors landed on the microsite, resulting in
105 800 page views. The ‘selfie’ treasure hunt was a solid success as 100% of the
hidden treasures were found and claimed by eager Burger King fans.

Strategic and consistent media relations resulted in 134 on-message clippings with an
AVE (1:1) value of over R3.3million. Coverage analysis reflected a key message
penetration of 94%.
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Atmosphere’s engagement with nine key influencers resulted in high social media
activity with a potential reach of 1 017 600.

Social media results were also impressive, with 152 million impressions across
Facebook and Twitter and over 200 online mentions per day.

The photo booths on launch day events were a huge hit as fans could take away a
print-out but could also be tagged on the Burger King Facebook page. This further
drove large numbers to the Burger King Facebook page. The photo albums saw
record-breaking success with engagement levels between 25% and 87% (vs. our
average engagement rate of 10, 98%).
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With Burger King dominating the social media conversations, other brands could not
resist jumping on the bandwagon, with Nandos SA and Lucky Star joining in the
banter. On launch day, Nandos wanted in on the conversation in Jozi but our social
media team was ready.

@BurgerKingZA trended on Twitter and Burger King gained over 30 000 new
Facebook fans.

This resulted in:
1. More than 7 000 Whoppers sold during launch weekend
2. 25 816 Whoppers sold in Week 1
3. Longest wait (8 hours) in the queue started at 4am
4. 3000 selfies submitted in 17 days.
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EVALUATION
Criteria for campaign success
Communication objectives

Delivered by Atmosphere
Results

Create a high level of awareness
and excitement of the Gauteng
launch



Carefully manage the brand’s
reputation so as to build on the
positive perception created over the
past eight months






Increase the Burger King Facebook
following by more than 25% over the 
launch period

Launch the first three Burger King
restaurants in Gauteng and
successfully introduce the brand to
Gauteng consumers
Business objectives

30 000 new Facebook fans, which
represents a 39% increase
152 million media impression across
Facebook and Twitter
3000 ‘selfies’ submitted in 17 days



A very successful launch at all three
restaurants, with more than 7 000
people attending during the launch
weekend. The queue outside Burger
King remained hundreds deep for
days after the launch.
Results

Drive pent-up demand for iconic

Whopper, resulting in sales (target:
3 000 during launch weekend) at the
three new Burger King restaurants –
Rivonia Road, Sasol Centurion and
Park Station - during the launch
period around 1 February2014
Ensure footfall of at least 1 000
people per store during launch
weekend

Burger King dominated the media
agenda for two weeks leading up to
the launch and afterwards, due to
continuous queues
Positive media coverage valued at
R3.3m (1:1) over 2 weeks with 134
on-message media clippings in local
media
94% of the coverage was positive
towards Burger King



Exceed the combined sales target of 
10 000 Whoppers by at least 25%
within one week of opening

More than 7 000 Whoppers sold
during the launch period, which
represents 57% over target (goal:
3 000 Whoppers)

4 000 people visited the stores during
the launch weekend

25 816 Whoppers sold during the
first week: (target: 10 000),
exceeding expectations by 61%

Ends.
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