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Client in crisis

Over the past decade, the pizza 

category has become a sea of 

sameness, with each major player 

trying to be all things to all people. 

Enter Toppers Pizza, a regional 

pizza chain with a bold new cam-

paign from Shine Advertising. A 

campaign with a singular focus: 

own the college market.

“We saw Toppers as a prime 

example of what the pizza industry 

has become. No real and mean-

ingful difference was seen, but 

the potential for something so 

much more was there,” said John 

Krull, associate creative director 

for Shine Advertising. “Once we 

narrowed our focus to the college 
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market, our job became incredibly 

simple and incredibly exciting—

create breakthrough work that 

puts a stake in the ground.”

With a mission to unite Top-

pers with college students, Shine 

Advertising took an unconventional 

approach at every point of con-

tact. It started with a new logo, 

embellished with a crown, and the 

tagline “Feed the Need.” From 

there, print ads with headlines 

like “Every Pizza Is Made With Ten-

der Loving Care. The Exact Same 

Way We Treated Your Girlfriend 

Last Night” and mechanic shirt 

uniforms emblazoned with the new 

logo were born. Direct mail sent to 

college students included not just 

a menu but foldout posters with 

outlandish illustrations by Nate 

Williams and irreverent narratives 

about conquering hunger. Launch-

ing in early September 2006, the 

new campaign clearly establishes 

Toppers Pizza as the one and only 

pizza brand for the college market.
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