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EXECUTIVE SUMMARY

LUXBAR is a 2-story American bar and restaurant with an 
established presence in the Gold Coast neighborhood of Chicago.  
LUXBAR offers an upscale dining experience of top notch service, 
food, and drinks, that is uniquely approachable as compared to its 
counterparts. The restaurant’s simplistic and classic design creates 
an ambiance of both elegance and comfort. 



BACKGROUND

★ Opened in 2005

★ One of Gibsons Restaurant Group’s seven concepts 

★ Located at 18 East Bellevue Place, Chicago 

○ Neighborhood: Gold Coast

★ Named one of the “Great Bourbon Bars of America” in 2014 

★ Focus on handcrafted cocktails and elevated American comfort 

food 



KEY SELLING POINTS

★ Ambience is upscale, yet intimate

★ Approachable menu 

★ Access to quality & locally-sourced ingredients 

○ USDA Gibsons Prime Angus Beef: Raised on sustainable 

farms in the Upper Midwest. 



STATE OF THE MARKET

With so many inventive, chef-driven openings in the last 15 years, the 
restaurant industry has become a numbers game. According to the 
Chicago Tribune, 2017 may be remembered as one of the city’s worst 
dining years, as reflected in the number of high-profile closings. 

Challenges: 

➢ Number of restaurants
➢ Rising rent and property taxes
➢ High maintenance costs
➢ Lack of business

 



INDUSTRY TRENDS: FOOD

➢ “Instagram Worthy”

○ Vibrant colors and presentations 

➢ Locally-sourced ingredients 

➢ Reducing waste 

➢ Sustainable meat and seafood 

➢ Antibiotic/hormone-free

➢ Vegetable-forward menus

➢ Simplistic & clean eating

➢ Allergen friendly alternatives: Gluten-free, dairy-free, vegan 



INDUSTRY TRENDS: BEVERAGE
Alcoholic

➢ Sustainability
○ Vegetable-based syrups and juices  

➢ Customization 
○ “Build Your Own” 

➢ Aesthetics
○ Fancy prep & presentation 

➢ Large format cocktails

Non-Alcoholic

➢ “House-made” 
➢ Craft Sodas
➢ Cold-brew coffee



SITUATION ANALYSIS

Although LUXBAR is part of an established restaurant group, since it opened 
almost 15 years ago, the Chicago restaurant industry has seen an abundance 
of high-profile openings posing great competition. 

While LUXBAR’s ability to deliver high quality service and food has remained 
strong amongst competition, diners have acquired newfound expectations for 
the overall dining experience. This refers to a restaurant’s capacity to remain 
on-trend and push the envelope in terms of atmosphere, ambience, and 
menu offerings. 

A few key problems include, low social media involvement, being 
overshadowed by competition and a lack of “buzz”. 



COMPETITION

Tavern on Rush by Stefani Restaurant Group

○ Opened in 1998
○ Neighborhood staple
○ Upscale, contemporary American Steakhouse

Eight Bar and Patio by Maple & Ash 

○ Opened in 2015
○ Upscale bistro and bar food
○ Inventive spin on traditional dishes and cocktails 

Somerset by Boka Restaurant Group

○ Opened in 2017
○ Seasonal American cuisine 
○ Modern, cutting edge interior design 

tributes “All American” country club culture



Competitors On-Trend: Eight Bar 
“Instagrammable” Content

“Drool-worthy” contentA playful spin on a classic dish 

+ Promotes brand awareness 
& recognition 

Unique presentation



Competitors On-Trend: Somerset
“Instagrammable” Content

   

Large format cocktailsUnique preparations 

Boozy hot chocolate with 
green chartreuse 

marshmallows 

Vibrant, colorful 
presentation



SWOT
STRENGTHS

● Central location with heavy foot traffic

● Access to target audience

● Highly acclaimed restaurant group- 
Access to funds and quality ingredients 

WEAKNESSES

● Limited social media presence

● Not new and exciting

● Vodka is the most commonly 
favored spirit, not bourbon

OPPORTUNITIES

● Use existing high-quality food, 
drinks, and atmosphere to showcase 
offerings 

● Targeted advertising through 
Instagram

 
● Make world of bourbon seem less 

intimidating & more approachable 

THREATS

● Market saturated by numbers  

● Many other restaurants within 2-3 
block radius

● Competition is innovative and 
on-trend



TARGET AUDIENCE 

Meet Frankie 

 A 24-year-old young working professional  

● Bachelor’s degree from DePaul University in Finance
● Lives in a three bedroom apartment, located in Old Town with two 

roomates
● Uses the CTA and Uber as his primary forms of transportation 
● Works full-time as an investment banking analyst 
● Average HHI: $80,000
● Frequents Old Town Pour House, Benchmark, The Vig, Hopsmith 
● Drinks craft beer and spirits with friends after work and on the 

weekend
● Primarily uses social media platforms such as Instagram and 

Snapchat 



Target Audience Research
Have you heard of LUXBAR?

92%

8%

Have you ever been to LUXBAR?

47%

53%

What time of day did you go to 
LUXBAR?

★ 28% said they go for “dinner”

★ 11% said they go for “brunch/lunch”

★ 8% said they go for “happy hour”



Target Audience Research 

What is the most important thing about 
why you choose a restaurant?

★ #1 “Quality of Food” 

★ #2 “Atmosphere/Ambiance”

★ #3 “ Quality of Service” 

What is your favorite type of liquor?

40%

14%

3%

14%

14%

14%

0%

0%



Target Audience Research

Do you work in the Near North area?

57%

43%

If you do live in Chicago, what 
neighborhood do you reside in?

★ Lincoln Park

★ River North

★ Streeterville

★ Gold Coast

★ Old Town



MARKETING OBJECTIVES

1. Increase social media following  

Reach 10k followers within 6 months of campaign launch 

2. Increase weekday and weeknight traffic 

Get 25% more customers on weekdays and weeknights within 6 

months of campaign launch



STRATEGY

OBJECTIVE 1: Increase social media following

TACTICS: 

● Establish partnership with 3 renowned Chicago-based blog accounts 
and acquire postings on each platform i.e. Chicago Food Authority

● Establish presence on websites with “Top 25” and “Hottest” lists i.e. 
Eater Chicago, TimeOut 

● Install a custom Marquee sign “Call Me Old Fashioned”



CHICAGO FOOD AUTHORITY 

● Samantha Roby, Founder of Chicago 
Food Authority LLC  

● Reach: 187,000 + impressions
● Likes per photo: 3,000 on average

“Online food community that brings together foodies (and 
normal people that just like good food) to interact with one 
another about all of the great cuisine this city has to offer.” 
-Samantha Roby, Founder



CHICAGO FOOD AUTHORITY: 
SPONSORED POSTS

Gibson’s Italia

★ 2.5 k likes
★ Tagged @gibsonsitalia 

Benefits: 

➢ Generates “buzz”
➢ Showcases food, drinks, 

atmosphere 
➢ Blogger’s responsibility to 

take carefully curated, 
beautiful photos 

➢ Instagram swipe through 
feature allows for better 
coverage



CHICAGO FOOD AUTHORITY: 
SPONSORED POSTS

Gibson’s Italia

First Post: February 15th 

★ 2.5 k Likes 

Second post: February 23rd 

★ 2.2 k Likes 

Benefits:

★ Retains relevance 
★ Keeps restaurant in forefront of 

target audience’s mind



“If you want to know about food, 
attractions, art, culture, shopping and 
nightlife, then Time Out is your social 

companion.” 

•World-class digital 
platform

•Top-quality curated 
content

•Connects brands and local 
businesses to the city



STRATEGY 

OBJECTIVE 2: Increase weekday & weeknight traffic 

TACTICS: 

● Rotating daily themed happy hours i.e. Wine Wednesday, Moscow Mule 
Monday 

● Re-implement “Build Your Own Manhattan”
● Advertise food holidays i.e. National Fry Day 



MEDIA CALENDAR











INSTAGRAMMABLE CONTENT

★ Install vintage marquee sign
● Offers a unique photo opportunity for 

customers to post on Instagram 
● Creates brand awareness and recognition 

5,800 public posts with #callmeoldfashioned



INSTAGRAM SPONSORED ADS

★ Specific post promotion 
★ Simple and opportunistic

Benefits: 

● One time purchase

● Variation of reach

● Customizable target audience

● Variable budget and duration

● Perfect for happy hour and 

specials



SPENDING

    Instagram spending 
    per month
  
    Customized Ice Mold

    Marquee Sign 



CREATIVE DESIGN



VISION BOARD



CONCLUSION

★ Promote LUXBAR’s existing quality food, drinks, service, and 
ambiance in a new light 

★ Cohesive feed across all platforms
★ Increased social media involvement 

Together, these will generate “buzz”, bringing increased popularity, 
recognition, and SUCCESS. 


