
Chipotle Campaign



Introduction
Recent Challenges

Ethical food concerns related to the restaurant
quality of health and consumption safety. 



1

Objectives
2 3

Rebuild
Chipotle’s Brand

Reputation

Restore
Customer Trust

Reiterate
Chipotle’s

Commitment to
Health



Target Audience
Younger Generations

Millennials, Gen Z, Gen Alpha
Young adults (18-24) are the most active on
social media, making it an ideal platform for
businesses like Chipotle to connect with this
demographic.



Key Platforms

TikTok Instagram Twitter/X



Key Platforms
TikTok

Explosive popularity amongst Gen Z
Visually engaging and short-formed content

Instagram
Emphasis on visuals and products
storytelling through high-quality photos
Most popular amongst Millennials and Gen Z
for brand updates, special deals, and lifestyle
inspiration



Key Platforms
Twitter/X

Offers real-time updates and encourages
public engagemnt
Immediate information and direct responses
Ideal for crisis management (e.Coli
outbreaks/pests situations) 
Open dialogue



Approaches

Behind-the-scene &
challenges

Reels
Highlight freshness

Customer testimonials
Q&A’s

Updates on store
Practices

Connect quickly with
customers about

concerns
Share health inspection

reports
Publicly address

emergency issues
Launch campaign

revolving around safety
measures and
improvements



Goals

Humanize the brand with
real-time engagement &

behind-the-scenes
content

Build trust with
consistent posts

highlighting “Food with
Integrity” mission

Establish Chipotle as
responsive & transparent

brand committed to
improvement
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Execution Strategies
2 3

Authentic
Storytelling

Influencer
Collaborations

Hashtag
Campaigns

4

Consistency
Across Platforms



Authentic
Storytelling

Showcase honesty and transparency 
Share employee stories
Highlight real farmer partnerships for
freshness
 Millennials prefer building relationships with
brands on social media over traditional
advertising methods, which Chipotle can
leverage by creating engaging, relatable
content.



Influencer
Collaborations

Partner with trusted brands and food
enthusiasts 
Show behind-the-scene content
Health and wellness advocates

Example: 
Tasty (Buzzfeed)



Hashtag Campaigns
Cross-platform campaign
Hashtag about improvements/ food safety/etc.

Examples:
#ChipotleChallenge (Encourage fans to create
their most unique or personalized burrito
bowls and share them on social media.
Chipotle could feature the most creative
entries or even add a fan-created item to the
menu for a limited time.)



Consistency Across
Platforms

Unified voice & message
Adapt content to fit platform
Consistent messages through all platforms
Frequent postings



Example 1
"Satisfaction on the Driving Seat: Exploring the

Influence of Social Media Marketing Activities on
Followers’ Purchase Intention in the Restaurant

Industry Context."



About the Article
Explores how social media marketing activities (SMMAs)
affect followers' purchase intentions in the restaurant
industry.
Focuses on four key SMMAs: customization (CUST),
entertainment (ENTR), trendiness (TRND), and interaction
(INTR).
Analyzes the role of customer satisfaction (CS) as a
mediator between these SMMAs and purchase intention
(PI).
Study conducted in Saudi Arabia with data from 415
social media followers of casual-dining restaurants.
Uses the Stimulus-Organism-Response (S-O-R) model to
investigate these relationships.



What Can Chipotle
Do Similarly?

Customization (CUST):
Offer personalized content and promotions based on
customer preferences.
Allow customers to build virtual bowls or burritos and
share online for discounts.

Entertainment (ENTR):
Create engaging content like behind-the-scenes videos
and cooking challenges.
Collaborate with influencers to promote Chipotle in fun
and viral campaigns.



What Can Chipotle
Do Similarly?

Trendiness (TRND):
Capitalize on social media trends and participate in viral
challenges.
Introduce trendy, limited-time menu items with exclusive
social media promotions.

Interaction (INTR):
Engage directly with customers by responding to
comments and questions.
Run interactive campaigns such as contests encouraging
user-generated content.



Example 2
“Power of Social Media Marketing: How Perceived

Value Mediates the Impact on Restaurant
Followers’ Purchase Intention, Willingness to Pay a

Premium Price, and E-WoM?” 



About the Article
Social Media Marketing Activities (SMMAs):

Critical activities: Customization, Entertainment,
Trendiness, and Interaction.
These activities engage customers and enhance their
experience with the restaurant's brand.

Perceived Value (PV):
Acts as a mediator between social media activities and
customer behavior.
SMMAs increase perceived value, which leads to stronger
customer loyalty and engagement.



About the Article
Customer Behavior:

Higher perceived value leads to:
Increased Purchase Intention (PUR).
Willingness to Pay Premium Prices (WPP) for
products/services.
Greater likelihood of sharing positive e-WoM online.



What Can Chipotle
Do Similarly?

Chipotle should invest more in social media marketing
over traditional methods.
Create engaging and personalized content to increase
customer satisfaction and loyalty.
Utilize social media trends and customer feedback to
enhance perceived value and drive premium pricing.



Sources
Anas, A. M., Abdou, A. H., Hassan, T. H., Alrefae, W. M. M., Daradkeh, F. M., El-Amin, M. A. M. M.,
Kegour, A. B. A., & Alboray, H. M. M. (2023). Satisfaction on the driving seat: Exploring the influence of
social media marketing activities on followers' purchase intention in the restaurant industry context.
Sustainability, 15(9), 7207. https://doi.org/10.3390/su15097207

Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A. E. E., Albohnayh, A. S. M., Alshammari, W. G.,
Aldoreeb, M., Elsaed, A. A., & Elsaied, M. A. (2023). Power of social media marketing: How perceived value
mediates the impact on restaurant followers’ purchase intention, willingness to pay a premium price, and
e-WoM? Sustainability, 15(5331). https://doi.org/10.3390/su15065331 

Bitner, A. L., & Albinsson, P. A. (2016). Targeting young adults: The effectiveness of social media use for
local businesses. Atlantic Marketing Association Annual Proceedings. Retrieved from
https://digitalcommons.kennesaw.edu/ama_proceedings/2016/INT-SOCMEDMKTG-T08/3/

https://doi.org/10.3390/su15097207
https://doi.org/10.3390/su15065331
https://digitalcommons.kennesaw.edu/ama_proceedings/2016/INT-SOCMEDMKTG-T08/3/

