
	

	

WHOPPER FRIGHT 
 
Hack into Halloween with a big, bold idea that will be the talk of the town. 
 
Background 
In recent years, Halloween (celebrated all around the globe) has become a big 
occasion  in Burger King’s calendar. We put money and effort into Halloween. 
Campaigns like Scariest BK, Scary Clown Night and Nightmare King have 
generated massive engagement, particularly amongst young guests. And that’s 
a big deal. 
 
However, consideration for Burger King amongst 18-24 year-olds is 10% lower 
than their own parents. BK is not top of mind nor cool enough for younger 
people. 
 
In order to engage this particularly elusive target, we have previously 
implemented some of our wildest (and most favorite) ideas, such as launching 
a burger that was scientifically proven to give you nightmares and giving away 
free Whoppers to anyone coming to our restaurants in a clown costume. We 
have also dressed an entire restaurant in a spooky McDonald’s costume and 
even turned one of our stores in Spain into a seriously frightening haunted 
house. We got people talking. 
 
But we want more. We want young people to think of Burger King as cool. 
 
The Objective 
Use Halloween to make Burger King cool and give us a disproportional share of 
‘popular culture’ during the scariest season of the year.  
 
 
The Challenge 
Your mission is to come up with a big, bold idea that will hack the Halloween 
conversation, become a part of popular culture and engage younger guests 
with the Burger King brand. 
 
The Product 



	

	

Some of our most successful Halloween campaigns went beyond advertising 
to also include a product (or multiple products). So, if you are feeling 
particularly creative, having an idea that includes a new, scary version of one 
of our products can be a plus (though it’s not mandatory). 
 
Target Audience  
18-24 year old’s: 
• Don’t watch much TV but they watch videos their friends share. 
• Are skeptical of marketing claims but love ‘buzz’. 
• Don’t visit Burger King restaurants as often as their parents 
• Don’t think Burger King’s especially cool 
• Seek experiences and brands that are real and authentic (they see fast food 
as fake) 
 
Things to Consider: 
 
Cut through the noise to get noticed.  
A billboard in Times Square might be impressive to an older audience, but it’s 
old school to these guys. A big, splashy TV commercial that airs across the 
country might make the media agency happy, but will it show up in your 
Instagram feed? Get made into a meme? Or written about by The New York 
Times? Come up with something that could get that kind of attention. 
 
Research, Research, Research 
To nail your insight, you need to really understand your audience. And really 
understand what’s great about the Burger King experience – so go, see for 
yourself. Visit a Burger King. Talk to the crew. Order a Whopper. Customize it, 
have it your way. Watch the case study of Scariest BK, Zombie Whopper, 
Scary Clown Night, and Nightmare King. 
 
No Wallflowers 
Burger King is a brand with an edge. A bold, confident challenger. Forget 
forgettable, vanilla advertising. Burger King wants ideas that are big and scary. 
It’s a brand that loves the raw and real and embraces the unscripted. We are 
also a prankster brand by nature. But, although we enjoy a good prank, we are 
never mean-spirited. Even when we make fun of our competitors, we always 



	

	

do it with a wink and a smile (think of McWhopper). Burger King can make fun 
of others because we can also take a self-deprecating joke and make fun of 
ourselves (while the brand takes food seriously, it doesn’t need to take itself 
seriously, even when talking about very serious stuff). So, making fun of others 
is allowed, but it is not by any means mandatory for this brief. 
 
Be Brave 
Take a look at some of Burger King’s favorite campaigns (Scary Clown, 
Nightmare King, Whopper Detour, Google Home of the Whopper, Proud 
Whopper, McWhopper, Whopper Neutrality) – they’ll help you understand the 
brand, and the kind of creative that can win this brief. 
 
 
Appendix: 
 
Nightmare King 
https://www.youtube.com/watch?v=ytoavrtkdBY 
Scary Clown Night 
https://www.youtube.com/watch?v=vXGjQJJmseE 
Scariest BK 
https://www.youtube.com/watch?v=Dz5nws9DS_k 
Zombie Whopper 
https://www.youtube.com/watch?v=wcIiyHNvgWM 
 
Scary Food 
 
Including an actual product (burger, fries or nuggets) in your idea is not a must 
but could be a plus. Here are some examples of campaigns that used our 
products to engage young guests during Halloween: 
 

The Nightmare King was scientifically proven to give people 
nightmares because of its combination of different proteins: beef, 
chicken, bacon and cheese. And that wasn’t all: this haunting protein 
feast came between two green buns (all natural, by the way), resulting in 
a truly monstrous version of the Whopper that attracted thousands of 
guests into our restaurants. 



	

	

 

 
 

The Halloween Whopper was another killer example of a product 
innovation that seemed both scary and irresistible. We used A1 sauce to 
create a black bun, generating not only talkability but also daring people 
to try a limited-time version of our most iconic burger. 
 

 
 
 



	

	

 
Dress for Success 
 
Packaging has been a main element of our Halloween campaigns. A great 
packaging execution can go a long way in making your idea successful. 
 

 
 
Live Fright 
 
In-store experiences are another great way to engage young guests during 
Halloween. In 2018, Burger King Spain turned one of their busiest restaurants 
into a full-on haunted house. Thousands of people waited in line for more than 
an hour to enter the restaurant and face their worst fears in a dark labyrinth 
that made them scream their hearts out. 
 

 


