DRIVE THRU |
ONLY
OPEN DAILY

10:00 a.m.
until

11:00 p.r

CULVERS

SUMMARY

Culver’s started to advertise on a great digital billboard located approximately one mile
before their restaurant location in Riverview. Their goal was to direct diners to the

restaurant and attract fish lovers by letting them know they had a quality seafood item ‘
on the menu. The creative design featured a plate of delicious looking cod. Just as the ‘
billboard went live, COVID 19 hit and many local restaurants closed. With the flexibility VA I\ -‘3357'12 : =
of digital Culver’s quickly put up a message to inform the public that their drive thru . I : —
was open, and to their surprise cod sales increased. e :

STRATEGY & TACTICS

— Inform diners that Culver’s had cod, a quality item, on the menu.

— Quickly adapt to market conditions by posting drive thru hours to inform
diners that Culver’s remained open for business during the pandemic.
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RESULTS

Cod sales increased after running the digital billboard campaign for only
a few months. Not only were fish sales up but other menu items saw an
increase as well.

¢ St. Joseph's
Hospital-South

CLIENT SAID

“l just checked our cod sales before running the spot on the
billboard; they were 7.04% of sales. Last month, after running only
the cod piece for a few months, Cod was 9.66% of sales. That is
a 37% increase in the sales of Cod! But, more importantly, it is
introducing people to a menu item which is very high quality
and which many people didn’t even know we had. This
broadens our base and also increases sales of other items.
Now the fish eaters can come in with the burger eaters and
everybody is happy.”

é Welcome to delicious.
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