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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. 

LUXBAR prides itself on over 300 liquor varieties and was named one of “The Great Bourbon 

Bars of America” in 2014. The restaurant’s simplistic and classic design creates an ambiance of 

both elegance and comfort.  

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, diners 

have acquired newfound expectations in terms of 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.  

 

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 

include the number of restaurants, rising rent and property taxes, high maintenance costs, and a 

lack of business.  

In terms of market trends, there has been a clear shift toward sustainability and quality 

ingredients in both the food and beverage industry. Restaurants are promoting their use of 

locally-sourced produce, in addition to sustainable meats and seafood free from hormones and 

antibiotics. Fish and poultry will maintain a presence; however, we will begin to see an increase 

in vegetable-forward main courses and menus. In response to the rise in health-conscious 
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individuals, food allergies, and special diets, restaurants are making a point to offer gluten-free, 

dairy-free, and vegan alternatives.  

Similar trends are emerging in the bar industry in terms of sustainability and the reduction of 

waste. As a result, there will be a prevalence of vegetable juices and syrups in handcrafted 

cocktails, as opposed to fruit. Another trend becoming widespread is the large format cocktail. 

Whether it is a classic cocktail or an inventive recipe, it’s all about the extravagant prep and 

presentation.  

These trends in both the restaurant and bar industry lend to the importance of “Instagrammable” 

content. The concept of “you eat with your eyes” has never been valued more than it is today. 

Vegetable-focused dishes with high quality ingredients are vibrant, colorful, and aesthetically-

pleasing. Likewise, elevated cocktails with unique presentations offer a “wow” factor, as there is 

greater emphasis on the entire experience, beyond simply how it tastes.   

Competitive Analysis  

 

LUXBAR’s immediate competition includes Tavern on Rush (Stefani Restaurant Group), 

Somerset (Boka Restaurant Group), and Eight Bar and Patio (Maple & Ash). These three 

competitors withstood challenges the market faced in 2017 and continue to maintain success. 

Somerset and Eight Bar and Patio do really well in terms of staying on top of trends such as 

elevated cocktails, unique presentations, and vegetable-forward menu items. Tavern on rush, 

while more traditional than Somerset and Eight Bar and Patio, remains relevant with its 

consistency and established presence.  

 

Somerset opened in 2017, which was said to be one of the city’s worst dining years, yet landed 

on Eater’s “The Hottest Restaurants in Chicago Right Now” list, published in January 2018. 

Somerset is a swanky, upscale American restaurant with a lavish, yet modern interior, making it 

a sought-after location. People want to go to Somerset to experience the atmosphere and take 

photos for social media. Somerset also has a cohesive and consistent social media feed. While 

opening its doors less than a year ago, Somerset’s page has 3,825 followers and 135 Instagram 

posts as of 3/13/18. Its Instagram account promoting the aesthetically pleasing interior and a 

menu full of surprises correlates with what our target audience is looking for and motivates them 

to visit.  
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Tavern on Rush, open since 1998, has cemented itself as a staple in the Gold Coast 

neighborhood. It boasts an upscale, yet cozy atmosphere which appeals to customers who have 

been returning for many years. People have developed a strong relationship with Tavern on 

Rush, which is crucial regarding the current landscape of restaurant industry. Tavern has been 

open for 20 years and has 6,679 followers on Instagram and 614 posts as of 3/13/18. Its 

Instagram feed is not as cohesive as Somerset’s, which plays in LUXBAR’s favor. 

 

Eight Bar and Patio opened in 2015. Located beneath Maple & Ash, Eight Bar and Patio gets 

the benefit of diners waiting for their table upstairs in addition to its own visitors. Eight Bar has 

2,375 followers on Instagram and 205 posts as of 3/13/18. One area where Eight Bar does 

really well is its brunch. Brunch has become a buzzword in the last couple of years, and our 

target audience is very fond of “brunching”. Eight Bar not only has an extensive brunch menu, 

but it also has a highly popularized patio which gives it a great advantage in the world of brunch. 

Its Instagram feed is full of “drool-worthy” content, which comes into play when it comes to 

attracting new and returning customers.  

 

Key Problems 

 

With the number of new and innovative restaurants in Chicago, it has never been so crucial to 

stay relevant and at the forefront of the consumer’s mind. Since LUXBAR is no longer the most 

new and exciting concept, the risk of becoming lost in the mix or forgotten is extremely high.  

 

The strong social media presence of LUXBAR’s competition poses a threat, heightened by 

LUXBAR’s limited social media involvement. Not only is competition staying on top of emerging 

trends, but they are making a point to showcase it on social media, furthering their competitive 

advantage.  

 

Excitement or anticipation surrounding a product or service, also known as “buzz”, is generated 

through consumer interaction and word-of-mouth. Without social media involvement, there is a 

lack of buzz, in this case surrounding LUXBAR. Excitement leads to motivation, however, 

without buzz surrounding promotional efforts there is no motivation to visit LUXBAR.  
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In short, key problems include, low social media involvement, being overshadowed by 

competition and a lack of “buzz”.  

Opportunities  

 

LUXBAR has a great base to work off of which provides us with plenty of opportunities to take 

advantage of. First, we would like to highlight that LUXBAR is a part of the Gibsons Restaurant 

Group. This is a well-known group not only Chicago but all of Illinois and beyond. LUXBAR’s 

standing in the Gibsons Restaurant Group gives it an edge that not many people are aware of. 

We want to use its high-quality food, drinks, and atmosphere as an advantage and showcase it 

in an inventive manner to the target audience. In accordance with access to quality ingredients, 

we would like to publicize that the meat used at other Gibsons Restaurants is also used at 

LUXBAR. This is key, as it goes hand-in-hand with a major food trend, sustainable agriculture. 

Not only is it sustainably raised, but it is also locally-sourced from the Upper Midwest.  

 

Another opportunity which is a current beverage trend in the industry is large format drinks. 

LUXBAR could implement “Moscow Mule Monday” and sell this drink in an oversized copper 

mug for the table to share. This is something that is simple, yet very popular and a lot of 

successful restaurants are taking advantage of this right now. Since LUXBAR is known for its 

bourbon, we want to make the world of bourbon seem less intimidating to our target audience 

and more approachable. To do this, we will bring back the “Build Your Own Manhattan.” This is 

a great idea that was simply not promoted properly to generate buzz. People are always looking 

to order anything that is customizable or personalized. Instagram is an outstanding tool and 

opportunity for the restaurant to utilize. We want to use this platform because this is what our 

target audience uses most frequently. With Instagram, we are able to do promotions on specific 

posts to reach as many as 500,000 people. This is an affordable option that is also extremely 

effective.  

 

Target Market Profile  

 

Our target audience is young working professionals both males and females age 23 to 27 years 

old. These individuals work in the Near North side of Chicago and live in surrounding 

neighborhoods such as Lincoln Park, River North, Streeterville, Gold Coast and Old Town. Their 

average household income is $80,000. After a long day at work, this group enjoys taking the 
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edge off by going to a happy hour with friends to have few drinks and a bite to eat. These 

individuals appreciate a good dining experience, so when they are deciding on a place they are 

looking for certain qualities when choosing a restaurant. This includes menu offerings, the 

atmosphere and ambiance and the quality of service. They appreciate daily specials; however, 

this is not the deciding factor. On the weekends, this group enjoys spending time with friends 

and trying new restaurants that they don’t frequent often. They seek out unique and exciting 

offerings, as they are willing to spend a bit more than they typically do during the week. This 

group is very active on both Snapchat and Instagram, which often leads them to new 

destinations to seek out.  

 

Marketing Objectives 

 

Our first marketing objective is to increase LUXBAR’s social media presence, specifically to 

reach 10k followers on Instagram within six months of the campaign launch. Having a strong 

social media presence will allow LUXBAR to remain in the mind of our target audience. Through 

the use of food bloggers’ platform and existing following, we will be able to generate traffic and 

newfound interest in LUXBAR. Our second objective is to increase weekday and weeknight 

traffic. Our target audience consists of young working professionals who like to splurge on nice 

meals and drinks, but typically on weekends. We aim to make LUXBAR a place people want to 

go throughout the week after work for happy hour. With use of Instagram, we will properly 

promote LUXBAR as an elegant, yet comfortable place to relax after a long day.  

 

Communication Objectives 

 

Through the use of multiple platforms, we will create an awareness in the consumer’s mind that 

LUXBAR is still relevant within the Chicago restaurant scene. With newer openings like 

Somerset and Eight Bar and Patio that boast traditional foods in a non-traditional way, it is 

crucial for LUXBAR to show that it is also cutting-edge. By increasing its social media following 

and weekday/weeknight traffic, there will be greater opportunity to highlight menu items that are 

aesthetically pleasing, something that our target audience looks for and expects.  
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Key Selling Ideas 

 

LUXBAR’s ability to consistently deliver high quality food, drinks, and service, is its strength. 

While it has the attributes of a high-end dining experience, it is more approachable than its 

counterparts. Additionally, the menu is extensive and less intimidating than restaurants of its 

type. LUXBAR offers an experience that is upscale, while still maintaining intimacy and 

comfort.   

 

Being part of highly acclaimed and established restaurant group provides LUXBAR with quality 

ingredients such as Gibsons USDA Prime Angus Beef. In accordance with the sustainable meat 

and seafood trend, the fact that LUXBAR’s meat is sustainably raised and locally-sourced is 

highly appealing to consumers and a key point of promotion.  

 

Strategies  

 

Our first strategy is to reach 10k followers within six months of the campaign launch. This goes 

along with our first objective of increasing social media following. LUXBAR has a well thought 

out Instagram feed but there are some quick tweaks that could be made in order to increase the 

number of followers and maintain them. LUXBAR currently has approximately 4,000 followers, 

but it is following over 7,000 accounts. There is also not nearly enough engagement. On 

average, each picture only gets around 70 likes. By posting more engaging, relevant content, 

the following will increase, which also increases awareness and sales. Promoting each post on 

Instagram has the potential of reaching 500,000 people. Instagram advertising promotion is a 

cheap and simple tactic that allows businesses to disperse content onto local accounts. Our 

target audience is said to spend roughly 50 minutes per day scrolling through various social 

media feeds. Instagram advertising allows us to target our target audience directly to secure 

their eyes on our information. We will implement Instagram advertising in order increase traffic 

and engagement to LUXBAR’s Instagram account.  

 

Our second strategy is to get 25% more customers on weekdays and weeknights within six 

months of the campaign launch. This goes along with our second objective of increasing 

weekday and weeknight traffic. We will be able to get more customers into the restaurant 

primarily through Instagram posts. These particularly postings will be more specific, with 
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relevant information about the happy hour each day. Most of the posts on LUXBAR’s Instagram 

are very wordy and do not say anything that is enticing enough to get a customer in.  

 

Tactics  

 

Our first objective is to increase social media following. In order to achieve this objective, our 

tactic is to establish a partnership with three renowned Chicago-based blog accounts and 

acquire postings on each platform. An example of one of these blog accounts in Chicago Food 

Authority. Samantha Roby, founder of Chicago Food Authority LLC has a reach of over 187,000 

individuals. Many people visit this account to find new restaurants. She does a wonderful job of 

showcasing each restaurant that she goes to in order to portray the whole experience through a 

few Instagram posts and stories. Each photo that she posts receives around 3,000 likes on 

average, as well as engagement in the comment section. She visited Gibsons Italia and was 

able to get over 2,000 likes on her Instagram post. Roby is very professional and she makes 

sure that each photo she posts is aesthetically sound. Every photo on her feed is carefully 

curated and Instagram now has the ability to swipe in order to capture more coverage. The 

benefits of partnering with blog accounts like Chicago Food Authority is that it will generate buzz 

and keep the restaurant in the forefront of our target audience’s mind. Accounts like Chicago 

Food Authority give locals insight into restaurants they should try. 

 

Another tactic to increase social media following is to establish a presence on websites with 

“Top 25” and “Hottest” lists like Eater Chicago or TimeOut.  Websites such as TimeOut Chicago 

have set a precedent in regard to how millennials choose what they are having for dinner. We 

believe that it is necessary for LUXBAR to make its way onto bloggers feeds as well as 

exclusive lists such as Best Brunch Spots in Chicago. TimeOut is a world-class digital platform 

with high quality curated content. This website is able to connect brands and local businesses to 

the city. We have found that these websites are very popular among our target audience and 

something that people look to in order to decide where to eat. Establishing a presence on these 

will benefit the restaurant and generate more awareness as well as business.  

 

Our final tactic for our first objective is to install a custom Marquee sign that says, “Call Me Old 

Fashioned.” This sign will offer a unique photo opportunity for LUXBAR customers and will 

create a trend on Instagram with over 5,000 public posts, like other signs have. People will know 

LUXBAR for this sign and will want to eat here just to take a photo of the sign. Installing 
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Instagrammable content like this will increase engagement and followers on LUXBAR’s 

Instagram and drive traffic and content to their account.  

 

The second objective is to increase weekday and weeknight traffic into LUXBAR. The tactics 

that go along with this objective revolve around Instagram posts. First, we would like to rotate 

daily themed happy hours. For example, Wine Wednesday and Moscow Mule Monday. This will 

generate buzz on Instagram and make people want to come in for these specific themed nights. 

We also want to re-implement the “Build Your Own Manhattan.” This is a great idea that has a 

lot of potential. To make people more aware of this, we will post more frequently on Instagram 

about it and include it in the Happy Hour. This will welcome more people into the world of 

bourbon and make it fun for them. We can picture our target audience coming in after a long 

day of work for LUXBAR Happy Hour and to build their own Manhattan. Another way to 

increases sales during the weekday and weeknights is to advertise food holidays. Many food 

holidays that LUXBAR could use fall on weekdays and this will increase the amount of people 

coming into the restaurant. One example is National French Fry Day. LUXBAR is known for 

their truffle fries so why not use this food holiday to showcase them and sell a large quantity. 

LUXBAR can make a post about this food holiday on their Instagram and promote it to generate 

buzz and get people into the restaurant to not only order fries but other foods and drinks. As we 

begin to promote these posts via Instagram advertising we will be able to reach people that 

don’t follow LUXBAR.  

 

Media Calendar  

 

The social media content calendar is a great way to keep track of Instagram posts and plan 

future posts to be consistent. This calendar will be effective since we are only using Instagram 

as our social media platform. We have created a sample of a social media content calendar for 

the month of July. We only planned out four posts for each week, but they could easily post 

every day. With the calendar, we included a caption that can be posted with the type of photo 

that we list. Each week, we made sure to talk about things like their rotating themed happy 

hours, national holidays, food holidays, events going on in the Chicago area. This media 

calendar will allow us to keep track of our promotional posts and it will help us to garner crucial 

information, such as which posts influence the greatest amount of traffic.  
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Campaign Budget 

 

Our campaign budget is broken down into three distinct categories. Within our first month we 

will spend $6,889 on three purchases. We will purchase a vintage marquee sign, a customized 

Ice Mold with the LUXBAR logo and implement Instagram sponsored advertisements. This 

budget is both practical and efficient.  

 

The sign will come from a company called Rusty Marquee and will be a one-time purchase of 

$4,780, until the light bulbs need to be replaced. The light bulbs have a life of 50,000 hours and 

they hook up to only one power chord. This 200-bulb sign will work as a designated spot in the 

restaurant for customers to take photos. In addition to being a perfect spot to give customers a 

photo-op it will also serve as a signifier when people think of LUXBAR. Signs like these have 

given restaurants an innovative edge when it comes to social media presence and recognition. 

Our Marquee will read “Call Me Old Fashioned” honoring LUXBAR’s extensive bourbon 

selection. This phrase is also well recognized and received.  

 

Our second purchase is a custom ice mold with the LUXBAR logo on it. These molds cost about 

$900 to design and manufacturer. Small details like a custom ice mold give LUXBAR’s bourbon 

drinks an edge, and further brand awareness. Like the sign, this ice mold will serve as another 

piece of content for customers to post on their social media. Our plan would be to implement 

this custom ice cube in all of LUXBAR’s bourbon drinks. 

 

Our last and most important expense is Instagram advertising. Since its start in late 2015, 

Instagram advertising has proved its worth to agencies; “A survey by Strata in 2016 found that 

63 percent of US ad agency professionals planned to use Instagram ads for their clients.” Our 

Instagram sponsored advertisements will feature all 12 posts on our media calendar. The posts 

on our media calendar are related to the specific day like Wine Wednesday and Moscow Mule 

Monday. In the morning, we will post and promote photos at $100 per post. That $100 will 

stretch a reach from 29,000 to 78,000 Instagram profiles within our target audience. This 

method of advertising allows us to change the demographics as we want because each 

promotion is done individually.  
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Conclusion  

 

The goal of our campaign is to remind the public that LUXBAR is part of a highly acclaimed 

restaurant group that delivers an unmatched quality of food, drinks and service that is distinctive 

to the Gibsons Group. Of Gibsons Restaurant Group’s eight concepts, LUXBAR has done a 

great job of establishing its brand and presence in a neighborhood with an excess of fine dining. 

Our campaign is designed to shed light on LUXBAR’s ability to provide an upscale dining 

experience of top notch service and cuisine, that is uniquely approachable as compared to its 

counterparts. Through use of creativity and design, our campaign will showcase LUXBAR’s 

existing qualities in a new light to generate excitement and support continuous popularity and 

recognition.  
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