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The Experience You Will Crave
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The primary goal of this campaign is to drive business to El Caballo, Live to Eat, Inc.’s 

newest restaurant during their grand opening period.  The theme of the campaign, 

“The Experience You Will Crave”, will highlight the appetizing and visually appealing food 

and drinks that El Caballo has to offer. By utilizing existing strengths and capitalizing on 

opportunities, El Caballo will set themselves a step above their competition. Carefully se-

lected marketing and communication objectives will be implemented to help encour-

age trial and repeat business, as well as enforce brand awareness.
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Where they stand

El Caballo, the newest addition to the Live to Eat, Inc. based 
out of Tulsa, Oklahoma, opened their doors in March 2010 at 
9904 South Riverside in the King Landing Shopping Center. El 
Caballo is the third restaurant to open at the location under 
the same management. After difficulties finding the perfect 
niche, the restaurant group decided on Mexican cuisine 
with flair. The new restaurant specializes in fresh, light, exciting 
Mexican dishes and traditional margaritas, alongside excellent 
service and a unique atmosphere. There are many Mexican 
restaurants located around El Caballo that create competition 
for the restaurant, but because El Caballo is slightly different 
than the idea that people have of Mexican food, they are able 
to separate themselves. 

This new concept has no precedent set for sales or business 
goals other than the previous business years of the other Live 
to Eat, Inc.’s restaurants. 



Face to face interviews
The face to face interviews were conducted at various locations in 
the vicinity of El Caballo. Agency members targeted anyone will-
ing to participate in the interviews and did not have a target audi-
ence in mind. The surveys used to conduct the interviews asked a 
number of questions. Each question served the purpose of figuring 
out exactly want the public is wanting in a Mexican restaurant. The 
agency compiled the results of 60 interviews and found the target 
audience that would find El Caballo most appealing.

Primary research respondent Profile 
The common respondents were males and females ranging from 23 
to 40 years old, with 2 children. They live on either side of the river and 
dine out for lunch and dinner at least 3 times a week. Convenience, 
atmosphere and kid-friendly environments were not particularly im-
portant when deciding where to dine. The results showed that they 
are not particularly thrilled about having crowds at their dining des-
tinations; however, it would not deter them from dining there. Food 
quality is an important factor in their dining decision. They normally 
dine with their families, friends or dates. On average they dine at 
Mexican restaurants 4 times per month. They expect an entrée to av-
erage around $10. Great tasting chips, salsa and queso are impor-
tant factors in their dining decisions. Our respondents prefer casual 
dining and finding out about new restaurants by word of mouth.

rESEarCH iNtroDuCtioN: To be effective in communicating with 
El Caballo’s publics, we first had to research and find who their key 
publics would be and from there decide how to connect and com-
municate with these communities. Our primary research was 

formal quantitative and qualitative research directed towards peo-
ple who frequent the South Tulsa area where the restaurant is lo-
cated. Secondary research consisted of online, general surveys and 
focus groups. 
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online Surveys

The survey conducted online was accessible by any person/per-
sons who were online and targeted to take the survey by the group 
who compiled it (nonprobability samples). Survey research has 
been a popular research technique in communications and will 
continue to be in some form or another. This secondary research 
resulted in some useful information, however was not targeted to a 
certain area. 

Word of Mouth is the most common way people •	
in the Tulsa area hear about new restaurants. 

People in the area are excited for a new  •	
Mexican food option. 

A majority of people surveyed have not heard of •	
the Live To Eat, Inc. restaurants. 

Good chips, salsa and queso are essential to •	
the survival of Mexican restaurants

Focus Groups

There were two focus groups studied to conduct the research. The 
goal of the focus groups was to have two distinct age groups. The 
first group that was studied consisted of 19 to 29 year olds and the 
second group consisted of mainly 40 and older. The individuals in 
both groups were from various Tulsa areas.

As expected there were distinct similarities and differences between 
each focus group. Atmosphere was very important to each group, 
however, they are each looking for something very different. The 
younger group looks for a lively atmosphere and the older group 
looks for a more reserved or relaxed atmosphere. The younger group 
was not very concerned with the service of the restaurant, yet it was 
one of the most important dining factors to the older group. The 
older group said that even if they did not have a pleasant dining 
experience they would return to the restaurant if they were treated 
respectfully and the staff acknowledged their mistakes. The older 
group was also more willing to travel to get to their dining destinations 
where as the younger group focused more on convenience. 

overall, we found that the main dining factors were: great tasting 
food, generous portions, decently priced entrées and a unique 
drink menu.

Secondary research
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  threats

 1. Lots of competition

 2. Fads come and go (green movement)

 3. Fast foods pushing lighter menu

 4. Failed location

 5. Getting lost in the clutter

 6. Being perceived as cheap/ 
  needing business

  Strengths 

 1. Reasonable pricing

 2. Location in proximity  
  to other attractions

 3. Executive chef

 4. Free chips and salsa

 5. To out food

 6. Catering

 7. Established, experience  
  company

 8. Bar with extensive  
  and unique drinks

 9. Outdoor seating

 10. Calm atmosphere

 11. Lunch menu

  opportunities

 1. Unique dining concept

 2. Go Green Movement

 3. Fresh, lighter menu to push

 4. No name recognition

 5. Extensive advertising  
  and brand positioning

 6. Promotions and  
  coupons

 7. Partnerships 

  Weaknesses 

 1. Location geographically

 2. Not typical Mexican food

 4. Strange setup, limited seating

 5. New restaurant,, still  
  working out the kinks

 6. Small bar area

 7. No river view

 8. Perceived as “lame”

SWot analysis
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Our primary target audience is made up of men and 
women, ages 30-45 with an upper-middle class income. 
The research showed that people in this age range can 
be found eating or spending leisure time in the areas 
around El Caballo. The benefits of El Caballo will be well 
received by this audience.

This group of people, if exposed to the dining concept, 
will consider venturing out to try it. With the proper brand 
positioning and effective promotions, the target audi-
ence will be informed and interested in the client.

These women and men are well-rounded individuals 
who take an interest in their community and city they 

live in. They are adventurous in that they are willing to 
step out of their comfort zone and try new things. They 
could be married or single. They may or may not have 
children, but this doesn’t influence their dining decision 
much. If they do have children, they are the type of par-
ents who treat themselves to a night out without their 
kids occasionally.

These diners are located within a 15 mile radius of the 
restaurant. Also they are willing to drive a little further 
than the average person who eats out, if it means a 
good dining experience. They still enjoy dining in their 
own neighborhood. On average, they eat out three 
times a week.

target audience
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What are we advertising and why? 
We are advertising El Caballo: Mexican Grill for their grand opening.

to whom are we advertising? 
We will be advertising to men and women ages 30 to 45 living in the  
Tulsa metro area.

What do they currently think? 
Mexican food is greasy, made with cheap ingredients and the restaurants are loud with 
stereotypical atmosphere.

What do we want them to think? 
El Caballo is a Mexican restaurant experience that is above what they are use to in Tulsa. 

Why should they believe us? 
There is an executive chef that uses the freshest ingredients and makes quality dishes.

What is the most important thing to convey? 
El Caballo has the taste and atmosphere that will keep you coming back again and again.

Creative Platform
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Encourage trial and create awareness by establishing a positive brand  image, positioning 
it as a unique dining experience, and creating a strong name recognition.

Communication objective

Social media and an online presence will be utilized to create conversations 
and build relationships between El Caballo and their clientele, as well as to 
inform and update them and the general public on El Caballo and other 
Live to Eat, inc. restaurants.

An already existing website will be revamped and updated to create an area 
of conversation on the Internet. This will be a valuable place for receiving 
feedback, informing customers of specials, event nights, and promotions, 
and displaying the unique qualities El Caballo possesses. 

Social media will be used to put a personality and face to El Caballo. By 
allowing consumers to voice their opinions and experiences, the restaurant 
will receive a better understanding of their target market and have the ability 
to solve problems. 

the goal of the paid media is to reach the target market during the grand 
opening period, april 1-July 1, 2010.

Print media will appear in The Jenks Journal, Urban Tulsa, The SPOT, and 
742-DINE. The newspapers will focus on traditional advertising, including 
highlighting promotion nights and specialty coupons to encourage trial 
during the grand opening. 742-DINE will show visually appealing food that 
will also encourage trial.

Radio Advertisements will air on KMOD. The advertisements will reinforce brand 
awareness and promote event nights. Radio advertisements will highlight the 
unique concept and freshness of the restaurant. 
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Tulsa World Spot: 2” x 5.41” Ad

The Salsa  
That You  
Will Crave

The Salsa  
That You  
Will Crave

Kings Landing Shopping Center 
(918) 392-5550 

elcaballomexicangrill.com

Jenks Journal: 5.042” x 3.125

Kings Landing Shopping Center 

(918) 392-5550 
elcaballomexicangrill.com

The Experience 
        That You Will Crave
The Experience 
        That You Will Crave

Long week? ready to enjoy yourself and spice things 
up with a night out? 

Let El Caballo get your weekend started with fiesta fajita 
Fridays.

From 5-9 chicken and beef fajita entrees are $9.99.El 
If you’re ready to let loose and are craving a night out Fiesta Fajita 

Friday is the place to be! 

El Caballo the experience you will crave!
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Urban Tulsa Weekly: Quarter page ad.

Kings Landing 
Shopping Center 

(918) 392-5550 
elcaballomexicangrill.com

The Taste  
 That You Will Crave
The Taste  
 That You Will Crave

Urban Tulsa Weekly:
Cuisine Scene ad

The Margarita  
 That You Will Crave
The Margarita  
 That You Will Crave

El Caballo’s Margaritas are made from the freshest quality 
ingredients. And with an extinsive Tequila menu our 
margaritas will be the taste you will crave. (918) 392-5550 

 elcaballomexicangrill.com

Located in Kings Landing Shopping Center
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ad Copy Sample – radio
ad Copy Sample – radio 
WritEr: Noel Lundy 
aGENCy:6 Degree 
El Caballo 
(30 sec.)

ANNCR: IF YOU ARE TIRED OF MUNDANE DINING EXPEIRENCES AND ARE LONGING FOR SOMETHING 

MORE... EL CABALLO MEXICAN GRILL IS THE DINING DESTINATION YOU HAVE BEEN YEARNING 

FOR... THE ALLURING ATMOSPHERE WILL DRAW YOU IN... THE TEQUILA LIST WILL ENTICE YOU MAKING 

IT IMPOSSIBLE TO LEAVE WITHOUT GIVING IT A SHOT...THE FRESH...LIGHT FLAVOR OF THE FOOD WILL 

AWAKEN YOUR SENSES...SENDING A RUSH THROUGH YOUR BODY AND LEAVING YOU CRAVING 

MORE... EL CABALLO IS LOCATED ON SOUTH RIVERSIDE IN THE KINGS LANDING RESTURANT AND 

SHOPPING CENTER...EL CABALLO...THE EXPEIRENCE YOU WILL CRAVE
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objective:
To reduce negative feedback from customers and to create a dialogue between 
El Caballo and its publics.

Kotv Cooking Segment

Because we have chosen to use Channel 6 (KOTV) for our TV advertising we have 
decided to utilize the channel by having our chef host a cooking segment during 
the morning news. This will introduce El Caballo to viewers that are unfamiliar 
with the restaurant as well as ignite interest in those already familiar. During the 
segment, the chef will introduce a variety of El Caballo dishes and demonstrate 
how they are prepared. He will also explain how the California-style of cooking the 
dishes distinguishes them from typical Mexican dishes. We will also have the chef 
mention business hours as well as prices. 

Heart Walk

At the heart walk we will be handing out margarita half-off drink tickets to those 
visiting our tent. The tickets can only be used with the purchase of an entrée and 
will be valid up to one month from the grand opening. The drink tickets will also 
help us with our evaluation process. By comparing the number of tickets handed 
out and the number used at El Caballo, we will be able to see how effective they 
were. We chose the Heart Walk for this because during handing out sample chips 
and salsa and drink tickets, El Caballo will be introduced to thousands of Tulsans 
in a very short time frame. 

Catering charity events

By catering charity events El Caballo will be able to reach several perspective 
customers as well as demonstrating community involvement. Showing community 
involvement and compassion shows the restaurant in a positive light and will 
help discourage negative feedback. Catering the events will also provide future 
business opportunities.

Public relation Promotions:
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Pitch letter to promote corporate and event catering

Contact information:
El Caballo
(918)392-5550
9904 riverside Parkway Kings Landing

Jenks Public Schools,

Faculty meetings becoming mundane? Spice them up at El Caballo.

 El Caballo adds a California twist to your everyday Mexican dishes, resulting 
in a lighter Mexican dining experience. Therefore, the faculty will not be weighed 
down by a heavy meal and will return to school refreshed, refueled and eager 
to educate.

 El Caballo’s fresh, light flavors will awaken the taste buds, leaving them and 
faculty members craving more. Faculty meetings will quickly become faculty 
fiestas creating plenty to talk about in the teachers lounge. 

Details:

•	 Options	of	dine	in,	carry	out	or	catering

•	 Banquet	room	that	seats	50

•	 Entrees	ranging	from	$8.00	to	$14.00	 
 (select seafood and steak entrees range higher)

•	 Innovative	Mexican	dining	experience

•	 Business	hours:	Monday	through	Thursday	10:00-9:00 
  Friday and Saturday 10:00-10:00 
  Sunday 11:00-2:30

We will contact you in a few days to see if you have any questions. If you have 
any questions before then, please feel free to contact us.

El Caballo, the experience you will crave!

March 22, 2010 
Erin Collier 
american Heart institute 
tulsa Chapter 
2227 E. Skelly Dr.  
tulsa, ok 74105 
(918) 712-4000

Dear Erin, 

Need new ideas for heart healthy catering? 

Live To Eat Inc. has a new restaurant located by the river in Kings Landing, 
which is right on Riverside Parkway. Live To Eat Inc. is known in the Tulsa area for 
restaurants such as The Garlic Rose, The Green Onion and The Chalkboard.

El Caballo is the newest restaurant in the Live To Eat Inc. family. El Caballo is a 
California-style based Mexican restaurant featuring fresh ingredients and leaner 
meats. The menu is a fun and healthier option if you want Mexican food for your 
catered event, but you don’t want all the grease.

The American Heart Institute is continually promoting healthy lifestyles. Let us 
help you continue doing so, and have us cater your next event. Our restaurant 
delivers a unique Mexican food dining experience with five different types of 
salsa, shredded beef instead of grounded, lots of chicken and fish options and 
an extensive tequila menu.

We will contact you soon to see if you think El Caballo can be of service to your 
catering needs in the future. Please do not hesitate to contact us if you have 
questions. 

El Caballo  
9904 riverside Parkway 
tulsa, oK 74137 
Kings Landing Shopping Center 
(918) 392-5550 
marketing@elcaballomexicangrill.com 
El Caballo, the experience you will crave! 

the experience you will crave
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a. We will be advertising on a local level with these media:

 1) radio 
  97.5 KMOD 

 2) Print 
  Urban Tulsa Weekly 
  Urban Tulsa Weekly – Cuisine Scene 
  Jenks Journal  
  SPOT

B. We will be publicizing with:
 1) Social Media 
  Facebook

 2) Promotions 
  Fajita Friday 
  Free Appetizers with meal purchase 
  Dinner and a show 
  Sell commemorative shotglasses

 3) Public relations 
  Heartwalk 
  Pitch Letters to local schools and organizations

Media Plan

Encourage trial of the new restaurant during a three-month grand opening 
period. That is, fill the restaurant during lunch and dinner through the grand 
opening period.

Marketing objective
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April May June
Media 3 10 17 24 1 8 15 22 29 5 12 19 26
Radio
97.5 KMOD 80 80 80 80 80 80 80 80 80 80 80 80
Print
Urban Tulsa x x x x x x x x
Urban Tulsa
Cuisine Scene

x x x x x x x x x x x x x

Jenks Journal x x x x x x x x x x x x x
SPOT x x x x x x x x x x x x x

Media Flowchart

El Caballo
Date: 3-29-10
Market: Tulsa, OK
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Budget
Mediums Ad Details Cost Per Frequency Budget
  insertion 
  spot  $ 35,000.00
Radio
97.5 KMOD 30 sec.  $115.00 daily for   
 spot evening  3 months 
 drive time  90 spots total = $ 10,350.00

Print
Urban Tulsa Weekly 1/4 page color $685.00 x 8 weeks/inserts = $ 5,480.00

Urban Tulsa Weekly - Cuisine Scene dimensions $75.00 x 13 weeks/inserts = $ 975.00

Jenks Journal  1/8 page $100.00 x 13 weeks/inserts = $ 1,300.00

Tulsa World SPOT 2”x5.41” color $991.68 x 13 weeks/inserts = $ 12,891.84

Heartwalk booth rental $500.00 one flat entry fee = $ 500.00

Production Cost:     $ 3,500.00

     $ 31,496.84

Remaining     $  3.16
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The purpose of the evaluation process is to find out if the 
promotions helped the audience receive our message, 
helped increase trial of the restaurant and helped changed 
our audiences opinions and behaviors. We will also need to 
compare the evaluation results with our objectives, report 
the evaluation results to management and owners as well 
as providing any recommendations we deem necessary.

For our evaluation process we will use a number of 
techniques, first being the margarita drink tickets. The drink 
tickets will be given away at the American Heart Walk. 
When the customers use the tickets at the restaurant, we 
will compare the number of tickets received at El Caballo 
compared to the number given away to evaluate how 
effective the promotion was. Next we will evaluate the sales 
totals. We will evaluate the sales prices from before the 
grand opening and compare them to the sales after the 
grand opening. We will also use customer surveys that will 
be placed on the restaurant tables. The surveys will ask the 
customers how they heard about the restaurant and why 
they decided to dine at El Caballo. 

 

Evaluation
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