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A fourth-place market leader for fast-casual dining, Red Lobster faces a dwindling presence
among its core audiences: boomers and aging members of Generation X. Most target audience
members recognize and consider the brand among restaurant options, but conversions often fall
short of expectations. Especially in a time when Americans only dine out 74 times a year prior to
the Covid-19 pandemic—a 30-year low—Red Lobster must convert more diners into loyal
customers and brand advocates (Lutz, 2014). 

The following media plan plots a projected map for driving aging consumers to dine at Red
Lobster more frequently through various paid, earned, and owned media strategies. Some reach
boomers where they are already the most active—like television and radio advertisements.
Others, like our innovative Spot the Lobster campaign, will drive boomers to connect with the
brand on high-engagement platforms. 

To support our conclusions, the Precision team has developed comprehensive situational and
SWOT analyses, pointing to weaknesses in Red Lobster’s brand engagement, personality, and
share of voice. Opportunities to improve these factors has led to the development of the Spot the
Lobster campaign and other media strategies. 

Precision’s team suggests Red Lobster allocates its $25 million marketing budget to the planned
paid, earned, and owned media strategies. Red Lobster will also need to draw from its budget to
hire a social media manager for earned and owned media management and a small
transportation team to drive the new Spot the Lobster vehicle. 

Team Precision is excited to work with Red Lobster to revise or modify this plan as needed! 
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EXECUTIVE SUMMARY
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Consumer Wants and Needs
Consumers visit red lobster for food that is fast and convenient (Klein, 2018).
As a casual restaurant, consumers care about affordability, as well as promotions like
coupons and discounts (Roesler, 2018).
Red Lobster consumers appreciate its high reputation among social circles (Chow).
In recent years, consumers have concerned themselves with brand value alignment in
areas like ethical sourcing and sustainable practices (Willige, 2021).
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CLIENT ANALYSIS

The average check per person at Red Lobster is $20.50, making it a higher-end casual
dining location compared to others in its industry (Lutz, 2015).
Due to inflation and rising labor costs, prices have increased. A menu comparison
between 2021 and 2022 saw some meal items rise by two or three dollars.
Consumers lose time waiting for seating and dining, according to a recent study by
Mystery Shoppers Providers Organization.
In exchange for consumer money and time, consumers receive value alignment and
seafood specialization. 
To appeal to consumers' want for affordability, Red Lobster has a program called "My
Red Lobster Rewards," which provides discounts (Red Lobster Website). 

Cost

Convenience
Red Lobsters are located in heavily populated and urban areas, particularly near
coastal areas (Red Lobster Website).
The U.S hosts 670 Red Lobster locations. Florida has 61 (Red Lobster Website).
Red Lobster appeals to a consumer's desire for convenience through online ordering
and delivery services such as GrubHub and UberEats. 
Red Lobster uses technology and social media to make viewing and ordering their
products more accessible and convenient.

Communication
Red Lobster has an extensive public relations foothold centered in sustainability and
transparency that heavily drives its connection to consumer wants and needs through
its website and social media communication (Ruggless, 2015). 
Mutually beneficial relationships are built with stakeholders by Red Lobster regularly
hosting events and creating partnerships (Cahn, 2022).
A strong word-of-mouth network increases the consumer’s likelihood of visiting Red
Lobster if they've heard about it from friends and family.
Red Lobster has a strong advertising presence, evidenced by Red Lobster improving
its Ad Awareness score by 6.1% (Brand Index, 2022)
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Outback Steakhouse
provides a higher-end
meal on a budget.
Outback emphasizes
being an evening spot
with quality dinners
combos.
New menu items are
introduced at Outback
that give consumers
more options
throughout the year. 

Applebee's offers a large
variety of food that is
approachable to a
consumer and reaches a
range of tastes.
Seasonal menu features
changes 6-8 times a
year to appeal to
consumer wants for
variety (Applebee's
Website).
Applebee's is affordable
to its consumers and  
runs promotions.

Olive Garden
provides fresh Italian
"family style"  dining,
giving "the comfort
you crave" (Olive
Garden Website).
They offer high
quality food at a low
price. 
The Olive Garden
menu offers large
portions and
unlimited food
deals. (Olive Garden
Youtube)C
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Average Check Per
Person: $20.00 (Lutz,
2015) 
The cost of effort to visit
an Outback Steakhouse
includes travel time and
energy.
The opportunity cost
would be consumers'
loss of seafood quality
assurance as this is a
specializes

Average Check Per
Person: $12.41 (Lutz,
2015) 
The cost of effort to visit
an Applebee's includes
travel time and energy.
The opportunity cost
would be consumers
sacrificing some of the
quality of the food for
more menu variety. 

Average Check Per
Person: $16.50 (Lutz,
2015) 
The cost of effort to
visit an Olive Garden
includes travel time
and energy.
The opportunity
cost would be
narrowing down
food options to only
Italian food. 
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Olive Garden Outback SteakhouseApplebee's
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COMPETITOR ANALYSIS
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According to Statista, Olive Garden, Applebee's, Outback Steakhouse, and Red Lobster rank in the
top ten leading revenue earners among U.S. fast-casual dining chains. Due to the saturation of
the industry and a common target audience, these brands are forced to compete with each other
to earn consumer support (Statista, 2022). 
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COMPETITOR ANALYSIS
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Outback has an
extensive catering
menu that serves 10+
people (Outback
Steakhouse Website).
Outback has online
ordering and curbside
pick-up and also runs
exclusive online order
promotions.
Outback had 695
locations in the U.S. as
of 2022 (Statista, 2022).

Applebee's provides
catering options
ranging from groups of
6 to 30.
Applebee’s has online
ordering and curbside
pick-up, and it partners
with food delivery
businesses. It also
recently launched its
first pick up only
franchise (Littman,
2022).
Applebee’s had 1,578
restaurants in 2021
(Statista, 2021).

Olive garden catering
spans small parties to
employee events (Olive
Garden Website).
As off-premise sales
accounted for 24% of
Olive Garden’s total
sales (PYMNTS, 2022)
Olive Garden has
shifted some focus to
establishing an
effective food delivery
process delivery
businesses. 
Olive Garden had 876
restaurants as of 2022
(Statista, 2022).
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Applebee's runs TV
advertisements that
appeal to the
traditionalism of the
brand.
They have recently
begun to rely on
customer testimonials
to market the brand
(Springer, 2022).
Applebee's has
established
relationships with
other brands like
Cheetos and Cosmic
Wings (Applebee's
Website).
Celebrity partnerships
have created viral
marketing campaigns
(Hao, 2022).

Olive Garden makes
consistent family-
oriented
advertisements that
highlight the Italian
aesthetic (Monllos,
2014).
Much of their
communication is
product and brand
value emphasis.
Recent campaigns
highlight large
portions with "never-
ending" pasta bowls
(Olive Garden
YouTube).
Their emphasis on
video advertisements
results in a high
subscriber count on
YouTube.
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Olive Garden Outback SteakhouseApplebee's

Outback uses heavy
Australian branding to
promote its brand
(FutureBrand, 2022).
TV advertisements are
run to highlight new
menu items and
upcoming promotions.
Outback has recently
begun pursuing
partnerships with
college athletes
through NIL (Canton,
2022).
An NFT campaign has
been launched
recently as a PR move
to stay on trend and
relevant (Outback
Steakhouse website). 
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BRAND COMMUNICATION
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Red Lobster’s brand communication revolves around connection, friends, and
family. This message is consistent across all marketing channels, including
television and social media (Ruggless, 2015).
The brand is known for its strong word-of-mouth network. Additionally, in
recent years they have used customer testimonials for promotion in their ads
(Ruggless, 2015).
The brand uses audience-aware marketing channels. Because their audience
mostly stays within older generations, the youngest being millennials, their
main social media focus is on Facebook, Twitter, and Instagram.

Olive Garden prides itself on its Italian ambiance. Its goal is to transport diners
to a beautiful Tuscany farmhouse to provide physical and emotional
nourishment.
The brand is consistent across its television and social media advertisements.
They mostly rely on mobile advertising for foot traffic.

Taste the Lighter Side of Delicious" mobile campaign for its low-calorie
menu (Johnson, 2017).

Olive garden excels in social media. They use their accounts, especially Twitter,
to advertise, remain in consistent communication, and respond to customers
and fans. They are known to respond to Twitter comments with funny
comebacks or “one-liners”. This brand engagement has strengthened Olive
Garden’s Twitter brand appearance.

Outback Steakhouse’s brand communication is centered around providing
meals that bring family and friends together to watch a game, toast a holiday,
or share in a special moment.
The brand personality places an emphasis on its Australian roots, creating a fun
and whimsical approach to its traditional steakhouse menu.
This same comedic style is reflected in the brand’s social media presence, the
Twitter and Instagram of which are littered with pop culture references.
NFTs Collection (Outback Website).

Applebee’s brand communication focuses on the restaurant’s ability to
combine the traditional and contemporary through an emphasis on legacy
and brand partnerships (Kelly 2022)
Applebee’s Facebook account makes a point of responding to customers
through the platform, using its social media to prove its dedication to the
Applebee's community. 
Applebee’s Instagram meanwhile focuses on creating humorous and
interactive posts that appeal to the mass media culture through memes and
other engaging content.
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MEDIA ANALYSIS

Red Lobster allocated the majority of its
budget to  Cable TV during 2019 and 2020,
designating a respective 84.9% and 78.1% to
the medium. Red Lobster invested remaining
funds in Network at 12.4% and 10.3%. A budget
adjustment in 2021 transferred all funds from
Cable TV and Network, to Internet Search, now
comprising 79.6% of the budget. The
remaining amount subsisted of Outdoor and
Spot TV spending at 8.9% and 7.9%. Red
Lobster had 13 unoccupied media in 2021
(Appendix A).

Red Lobster lacks a diverse media mix because
its budget prioritizes Internet Search so heavily.
However, reallocation of funds placed Red
Lobster into channels that have much lower
competition present than in 2019 and 2020.

Competitors have a more diverse media mix.
They spent just under 50% of their budget on
Cable TV in 2019. Similarly to Red Lobster,
competitors decreased Cable TV funds by 15.9%
in 2021, reallocating dollars to Internet Search
and Networks with a 5.6% and 3% increase in
the respective categories. Trends across other
media spending remained largely consistent. 

Red Lobster has a significantly lower SOV than its competitors. By 2021, the highest SOV held
by Red Lobster was only 0.6% compared to competitor's 99.1%. Red Lobster does not
dominate any specific medium and has a weak SOV. (Appendix A)
The competitor's SOV drops upwards of 20% in most categories from 2019 to 2021, but still
retains the dominant SOV.

Media Mix Analysis

Share of Voice Analysis
Table 2: Competitor Media Mix Graph

Table 1 : Media Mix Data

Table 3: Share of Voice Data

of 2021 budget
contributed to

Internet Search

76.9% 13
unoccupied media

in 2021



Counties B and D are primed for offensive
marketing techniques. B & D

DMA data offers insights for
offensive (red) and defensive
(blue) techniques. High BOI
scores mean offensive
marketing will likely be
successful; high BDI scores
mean defensive marketing
will preserve the brand's
position. All listed DMAs in red
include County A regions. 

24.4 % of Red Lobster's
consumers live in the
South East Marketing
Region.

Red Lobster
locations in the U.S.
Figure 1. Chart taken
from the Red Lobster
website. 670 locations in
the U.S.
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Given indexes calculated from MRI Simmons data, Red Lobster performs the highest in
County C and the East Central Marketing Region. It has a weak presence in County A and
the Pacific and North East Marketing Regions. Notably, Counties B and D are primed for
offensive techniques, alongside potential growth in the South West, West Central, and
North East Marketing Regions. BDI, CDI, and BOI calculations and tables can be found in
Appendix A.

40.3% of Red Lobster's
consumers live in
County A.

GEOGRAPHY
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Table 4. DMA Data
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SWOT ANALYSIS

Strong PR connection to
brand value alignment.
Strong organic marketing
through word-of-mouth. 
Strong brand presence in
County C, East Central, South
East, and Middle Atlantic
marketing regions.
Seafood specialty 

Social media growth.
Brand partnerships.
Brand atmosphere.
Opportunities for expansion
in Counties B and D, as well
as South West and North
East marketing regions.

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS
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Increasing labor and food
costs threaten Red Lobster's
ability to remain affordable.
Changing lifestyles from
younger consumers like
generation Z threaten Red
Lobster's relevance.
Addition of seafood to
competitors' menus
threatens Red Lobster's
specialization.

Low SOV across all media.
High financial and time costs
Lack of brand/media
personality yields generic
advertising.
Weak brand presence in
County A, and Pacific and
North East marketing
regions.



What is the problem?
Red Lobster struggles in the conversion sector of the marketing funnel, losing consideration
against competitors due to its weak brand personality, high financial and time costs, and low
media share of voice. Its lack of brand/media personality leads to poor brand differentiation for
consumers, generic advertising, and a weak presence in County A, Pacific and North East
marketing regions. 

Who is our target audience?
Red Lobster should target consumers who visit at least once every six months. These
consumers are typically Black working women aged 55 and older with high school educations
or some college. They have two or more kids in the household, an annual household income of
$50,000 to $100,000, or who work in independent employment making between $10,000 and
$50,000 a year. Most 6-month consumers are boomers. Red Lobster serves a variety of
occupations, including protective service, office and administrative support, building and
grounds cleaning and maintenance, sales, education, management, social services and
healthcare. 

What does the target currently think and do?
The target audience works in protective service occupations or maintenance and has high
interest in sports such as track and field, basketball, and football. Consumers actively engage in
bull riding or tractor pulling activities. Many enjoy reading magazines or watching shows on
cable and satellite television. The most common channel watched was the More You Know
Network. When searching for a restaurant this target market wants a reliable, cost-friendly
family joint. 

What would we like the target to think or do?
We would like customers to consistently choose Red Lobster over other casual dining
restaurants and spread the message of Red Lobster value to those around them. 

What is the most persuasive idea to get them to do that?
By framing itself as a casual dining destination for friends and families, Red Lobster appeals to
the target’s interests. Messaging that presents Red Lobster as a classy and convenient place to
hang out and watch fringe sports and football or offers more discounts for loyal consumers
would encourage more regular visits. 

What are the best ways to connect the idea to the consumer?
Red Lobster could connect destination marketing to the consumer through advertisements
centralizing friends and family spending time together at celebrations, dates, or casual
hangouts to watch the game. With this approach, the target audience can be seamlessly
connected to Red Lobster’s restaurants and presence. 

What are the mandatories?
Red Lobster’s signature logo; red, black, and white brand colors; website terms of use and
conditions; and slogan, “Now, this is seafood.”
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COMMUNICATION BRIEF
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MEDIA OBJECTIVES 

Overview

The target audience is already familiar with Red Lobster and visits twice a year or more. A viable
contender among other fast-casual dining restaurants, it has also already achieved consideration
in its markets. However, Red Lobster loses consumers to other competitors in the conversion
stage of the marketing funnel due to its poor competitive brand image. 

September - December 2022

Within the $25 million budget, persuade existing bi-annual consumers to choose to
attend Red Lobster at least monthly at the beginning of peak seafood season over other
dining options. We plan to reach 60% of our target audience a total of 5 times within
these months. 

January - April 2023

Following the conversion period, provide sustaining support by increasing loyalty
among existing consumers through the remainder of the ideal seafood season. To do
this, we will reach about 50% of our target audience 6 times. 

May - August 2023

Sustain advocacy among target consumers by building and maintaining relationships
and reaching 40% of the target population approximately 8 times each.

Conversion

Loyalty

Advocacy
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TARGET AUDIENCE
Who is our target audience? 
Red Lobster’s target audience consists of women aged 55 and older with high school educations
or some college. Consumers are mostly non-Hispanic Caucasians making over $100,000 a year,
but the highest index comes from Black Americans and those making between $50,000 and
$75,000 a year. About half of consumers are married and the majority are working professionals
and homeowners. Consumer occupations include protective service, office and administrative
support, building and grounds cleaning and maintenance, sales, education, management, social
services and healthcare. 

Meet Lisa!
Lisa is a 60-year-old Black woman, Lisa is a middle-class
office administrator. She’s married, has two grown
children, and still enjoys eating dinner with her family.
She makes just shy of six figures a year and owns a
home with her husband in the suburbs of Jacksonville,
Florida. Kathy received her business degree at a state
university. Since then, she has worked 26 years in office
administration but is now nearing retirement. Kathy
spends her time watching television at home and often
makes purchasing decisions based on the
advertisements she sees on network TV. Though she
doesn’t like most social media, she enjoys using
Facebook to share life events and keep up with family.
Kathy values reliability and consistency but is unafraid
to try something new. She enjoys dining at Red Lobster
because of its approachability and affordability, but she
has recently felt less inclined to eat there because its
timeworn brand image has become stale. 

What do they value/how do they think and how do they behave with the
product category?
Our target audience values helping others, has a high interest in sports, and learns consistently
(MRI Simmons). They often watch television or listen to the radio for informational purposes. The
majority of individuals watch television after dinner or mid to late afternoon. Most are
uninterested in social media, except for Facebook (PMN Weekly Log). Those with average
familiarity see Red Lobster as a family-friendly yet dated restaurant. Though the target audience
often eats at fast-casual dining locations, Red Lobster falls short in conversion. Many consumers
expressed interest in a change to Red Lobster’s branding image (Brand Contact Audit).

Why are we targeting them?
Our target audience was selected based on high indexes from MRI Simmons data and significant
potential for growth of the brand in the demographic or psychographic group. Our target
audience consists of consumers who frequent Red Lobster every six months, with our goal being
to increase this frequency to a monthly or bi-monthly visitation. Our primary research reinforced
the potential in our chosen target audience as data from our BCA chart indicated an open
attitude to Red Lobster with clear room for growth in overall brand interaction.
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Strategy
Strategy:  Paid media content will include data-driven relevant and influential
information catered specifically to our target audience. Paid media will focus on
increasing conversion and loyalty from customers with prior knowledge and
experience with Red Lobster. 

MEDIA MIX
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Medium: Outdoor Advertisements
Tactics: Create billboards that highlight Red Lobster's competitive strengths. 

Medium: Magazine
Tactics: Half-page ads in hunting, sports, beauty,
shopping, and food magazines 
Rationale: A print medium relevant to the target
audience will help generate conversion with
positive alignment among interests relevant to
our audiences. These ads will highlight product
features that are superior to competitors,
increasing conversion as is our goal. 

Medium: TV
Tactics: Food Network shows including Beat Bobby Flay, The Pioneer Woman, Chopped,
Guy's Grocery Games, Drive-Ins and Dive-Ins, The Kitchen; Child Support, and Crimetime. 

P
A

ID

Rationale: According to our primary research,
boomers encounter Red Lobster's brand most
on TV. By engaging with food and cooking
shows with high indexes among the target
audience, we'll reach an audience already
familiar with the Red Lobster brand. Secondary
research also validates TV as a paid medium, as
boomers are the most likely demographic to
purchase kitchen gadgets or food items seen on
TV. 

Figure 3: Magazine Ad Example

Rationale: Following
primary research, outdoor
advertisements are among
the top three most effective
media to reach our target
audience. Creating SPOT-
specific billboards near Red
Lobster and its competitors
highlights Red Lobster's
products and its restaurant
experience, while increasing
conversions and reminding
consumers about its food.Figure 2: Billboard Ad Example



Strategy
Further develop existing media such as the Red Lobster website, app, Facebook page,
and mailing list to reestablish Red Lobster’s brand presence and increase customer
engagement across all media by 15% to increase advocacy.  

MEDIA MIX 
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Medium: Mobile Apps
Tactic: The Red Lobster Rewards app
Rationale: App-based promotions, point
systems, and incentives strengthen a
customer's relationship to the brand,
build loyalty, and create opportunities for
brand advocacy. Incentives to refer the
app to friends and family generates word-
of-mouth advertising and encourages
repeat brand consumption, fostering the
latter stages of the marketing funnel. 

Medium: Email
Tactics: E-mail blasts; Offers and promotions, consumer testimonials
Rationale: Using a pre-gathered mailing list of interested or regular customers narrows
the marketing focus to consumers who have already considered Red Lobster. Discounts,
regular email reminders, and testimonials increase brand loyalty and satisfaction, Sheerid
reports. 
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Medium: Direct Mail
Tactics: Collateral, coupons, discounts and promotions 
Rationale: Direct mail is one of the most effective marketing tools among the boomer
generation. Using addresses collected at the point-of-sale, Red Lobster can continue to
reach out to consumers, offering discounts, coupons, promotions, and other collateral,
such as menu changes to boomers. Direct mail overcomes any hesitancies created by the
Internet or mobile devices and promotions increases repeat customers, helping to reach
our loyalty goals.

Medium: Radio
Tactics: 30-second radio advertisements on Urban, Gospel, Rhythmic, Adult Standards,
and Religion/Christian stations. Spot-centric positioning. 
Rationale: 98% of boomers listen to the radio, a fact validated by both primary and
secondary research. For many, it's part of their daily routine. The above station types have
high indexes among the target audience. Reaching consumers on radio reminds them of
Red Lobster's presence, and by creating ads highlighting Red Lobster above competitors,
the goal of conversion is being met. 

Figure 4: App Promotion Example
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Strategy
Pitch food and restaurant content producers, moderate online reviews, and
create viral social media posts with the aim of generating a 30% increase in
earned media by the end of the year. Earned media connects to advocacy goals.

Strategy
Encourage social media advocacy for the brand with the #spotthelobster
campaign. Driving a mysterious lobster car around SPOT locations will generate
social media traffic, especially when combined with discounts given for photo
sightings shared on social media. 

MEDIA MIX 

1 4P R E C I S I O N  |  R E D  L O B S T E R  M E D I A  P L A N  2 0 2 2

E
A

R
N

E
D

Medium: Food and Restaurant Content Producers
Tactics:  Food Restaurant News, NYT,
Cooking, Food Network, others. 
Rationale: Boomers place importance on
referrals and testimonials. Pitching story
concepts, sample recipes, or news releases
to prominent food and restaurant content
producers will generate prominent
reminders and accomplish conversion goals. 

Medium: Online Reviews
Tactics:  Yelp, Google Reviews, Facebook,
OpenTable
Rationale: Moderate and respond to reviews
on listed websites to monitor customer
satisfaction and localized issues. 

M
IX

E
D

Medium: Guerilla Ads
Tactics:  Viral posts on Facebook,
YouTube, and Pinterest
Rationale: The Lobster harnesses
the power of localized
community engagement to
accomplish advocacy objectives.
Incentivizing boomers to share
sighting photos to social media
starts conversations and reminds
consumers to visit Red Lobster.
Boomers are the most likely to
share content, making them a
key target for generating shared
media and viral posts. 

Figure 5: Online Review Example

Figure 6: Lobster car example
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REACH AND FREQUENCY

MAY - AUGJAN - APRILSEPT - DEC

Conversion AdvocacyLoyalty

Timeline

Objective

506070National Reach

5.64.63.6National
Frequency

607080Spot Reach

8.07.06.0Spot Frequency

Objectives by timeline

01 Lobster season lasts from October to December (Lobsteranywhere). By
launching its conversion campaign when seafood is most available, Red
Lobster is able to host more promotional activities and discounts to draw
consumers in. As the timeline leaves the prime season, the organization must
build consumer loyalty to last through the off-season. Ideally, by May, Red
Lobster has a strong core base and can begin to increase word-of-mouth
advocacy. 

RATIONALE

National Goals

02 Though the target audience is familiarity with Red Lobster, high reach is still
needed initially given the many competitors, infrequent purchases, and
seasonal sales peaks. High frequency establishes a consistent image among
the target audience and overcomes low brand loyalty and a pulsing media
schedule. The initial 3.6 frequency comes from the Ostrow model analysis and
is increased accordingly on the timeline. 

Spot Goals

03 Spot goals represent an increased attention to identified DMAs. Each features a
slight advantage over national goals to hopefully direct more attention to these
areas. 

Table 5: Reach and Frequency



Rationale
Within our conversion months (Sept.-Dec.), we will spread our advertisements around many
platforms to greater reach bi-annual consumers attendance and encourage them to visit Red
Lobster most often. In our loyalty months (Jan. - Apr.,) our advertisements will be heavily spot-
based and focus on directly reaching our target audience contact to increase brand loyalty.
Lastly, in our advocacy months (May - Aug.,) our main focus is more heavily on reaching our
target audience through spot media on a personal level which will include more incentives. For
example, direct mail, radio, and TV ads will all give BOGO offers, family deals, etc.

Strategy

The best scheduling strategy for Red Lobster is a pulsing schedule model (shown in our different
shades of blue.) We plan to continue consistent advertising throughout the year according to
our current funnel stage with increases in the months of high attendance. 
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SCHEDULE AND TIMING

JULY - AUG.SEP.-OCT. NOV. - DEC. JAN. - MARCH APRIL - JUNE

NET. TV

NET. CABLE

NET. RADIO

MAGAZINES

SPOT TV

SPOT CABLE

SPOT RADIO

OUTDOOR

DIRECT MAIL

**Only April.

**Only April.

Table 6: Schedule and Timing



Rationale:
Radio receives one of the largest portions of the
budget because 78% of our target demographic
were found to be regular radio users, and 98%
of boomers listen to the radio. TV follows closely
behind due to the high retention rate
generated from TV advertising discovered
through our BCA chart. The budget breakdown
per month is $2,500,00 for the months with
high attendance and $1,500,000 for the months
with low. 
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Our total budget amounts to $25,000,000 with a spot contingency allowance of $1,500,000. The
national contingency of $500,000 (2% of our total budget) is designed for media not found within
our media scheduling cost estimation software: Media Flight Plan.

BUDGET

Radio : $8,781,900

TV : $7,949,500

Direct Mail:  $5,712,000 

Magazine : $1,397,900 

Outdoor : $550,600

Other Expenses:  $407,934

Total Spent: $24,799,834 

Figure 5: Budget Breakdown

Budget Allocations:



Strategy

Houston, TX

01 DMA 618 has the highest opportunity score (BOI:
1182). Because Houston is a County A,
advertisement strengthens a weakness. 

Phoenix (Prescott), AZ

02 DMA 753 has the second highest opportunity score
(BOI: 952). Phoenix is in County A, so advertising
here strengthens a weakness. 

Los Angeles, CA

03 DMA 803 has the third highest opportunity score
(BOI: 461). Because it's in both County A and the
Pacific marketing region, advertising in Los Angeles
strengthens weaknesses. 
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GEOGRAPHY

Buffalo, NY

04 DMA 514 (BOI: 461) requires an offensive strategy.
Because it's in the Northeast Marketing Region,
advertising in Buffalo strengthens a weakness. 

Hartford & New Haven, CT

05 DMA 533 (BOI: 221) also uses an offensive strategy.
Because it's in the Northeast Marketing Region,
advertising in Hartford strengthens a weakness. 

Seattle-Tacoma, WA

06 DMA 819 (BOI: 208) uses an offensive strategy.
Because it's in County A and the Pacific Marketing
Region, advertising strengthens a weakness while
working with existing campaign objectives. 

Spot Markets

Red Lobster must advertise nationally to drive consumers
through the last three steps of the marketing funnel. Locally, it
must shore up weaknesses in County A, and the Pacific and
Northeast Marketing regions. Spot markets in areas that need
improvement are arranged by Brand Opportunity Indexes.
SPOT Markets will be critical for use with the #spotthelobster
campaign to increase brand advocacy online. Additional SPOT
media buying will accomplish other brand objectives. 

Rationale
National media buying
encourages conversion,
loyalty, and advocacy across
the entirety of the target
audience (boomers in
unreached areas of the
country), whose
psychographics do not
differ tremendously by
geography. 

Though certain areas of the
country have a higher
demand for seafood, fast-
casual dining, or Red
Lobster than others, the
organization must pay extra
attention to the six
differentiated spot markets
because of extra needs in
these areas. 

Using an offensive strategy
in the target areas gives Red
Lobster a competitive
geographic advantage by
allowing it to focus on the
DMAs it weakest in, which
also improves its share of
voice in the area. 

By using offensive
strategies, Red Lobster
tackles areas where
competitors already do well,
bringing consumers from
the consideration to the
conversion stage, before
employing other campaign
tactics to move them from
brand loyalty to social
media advocacy. In fact, the
#spotthatlobster campaign
almost drags locals directly
to the advocacy stage.



EVALUATION PLAN
Outdoor: Because billboards will be placed near
core restaurants, effectiveness will be evaluated
based on the percentage of increased sales near the
target areas compared to other control groups
without nearby billboards. This will help measure
conversion. 

Magazines: Magazine ads will include a QR code to
download the Red Lobster Rewards app. To help
measure conversion,  magazine ads will be
monitored based on the CPA of how many referrals
actually led to downloading the app. Magazines will
also be evaluated through CPM to determine the
most cost-effective places to put ads. 

TV: TV ads will be evaluated by studying the reach
and average GRPs of the platform for each
advertisement. Advertisements might attempt to
persuade consumers to visit Lobster Fest, which
achieves the conversion objective. 

Direct Mail: Direct mail campaigns will be evaluated
by the response rates or coupon redemption rate,
directly monitoring brand loyalty.

Radio: Radio ads will also be evaluated by using the
expected reach of the radio program. Because radio
shows will promote upcoming deals and discounts,
radio ads help achieve conversion and loyalty goals. 

Email: This media will be measured
two-fold: by the percentage of users
who open the email and by the CTR for
incorporated links to the website, app,
or other programs. Because repeat
consumers can be measured - this
measures progress towards loyalty and
advocacy goals.  

The Red Lobster Rewards App will be
measured by the number of
downloads, monthly active users, and
the number of times each user scans
the app at payment. User activity will
be tracked over time to determine if
customers who downloaded the app
begin to use it more frequently,
measuring loyalty.

Social Media: Individual campaigns will
have different KPIs. If a social media
post does not have a specific call to
action, it will be measured by the
number of comments and shares it
receives (to determine loyalty and
advocacy). Social media posts linked to
another facet of the organization, such
as the app or website, will be measured
with the CTR. 

Content and Food Producers: Engagement will be measured by the quantifiable number of
published articles and blog posts over the year, as well as a content analysis examining the
attitudes of the content towards the brand. This measures advocacy. 

Online reviews: Reviews will also be monitored by a content analysis of quantity and quality,
measuring progress towards our advocacy goals. 

Social Media: Individual sponsorship campaigns will be tracked differently. Every sponsored post
should have a clear call to action linked to either the website or app. Social media will be
evaluated based on the average CTR for posts over the course of the year. It will be measured by
the number of comments and shares it receives (to determine loyalty and advocacy). The Spot
the Lobster campaign will be tracked by counting original posts using the #spotthelobster
hashtag and the number of giveaways redeemed in-store or online, also measuring our advocacy
objective. 

Paid Media

Earned Media

Owned Media 
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CONCLUSION
Red Lobster understands its target audience well, but in an increasingly competitive casual
dining environment, it must drive occasional boomer-aged consumers to become regular
diners and loyal advocates of the brand. By following this media plan, Red Lobster can re-create
its image as a brand with unique personality while incentivizing consumers with discounts,
promotions, and other loyalty and advocacy oriented motivations. Using a combination of paid,
earned, and owned media to advance organizational objectives will result in higher sales and a
profitable rate of return. 
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Appendix A: Media Analysis Data

APPENDIX

Table 7. Media Spending Data

Table 8. Media Mix Data
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Appendix A: Media Analysis Data

APPENDIX

Table 9. Share of Voice Data
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Appendix B: Geographic calculations

APPENDIX

Table 10. Defensive BDI/CDI/BOI Data for Red Lobster by DMA.

Table 10 shows calculations made for Brand Development, Category Development, and Brand
Opportunity Indexes, arranged by the top ten highest BDI scores to understand important areas
for defensive strategies. 

Table 11. Offensive BDI/CDI/BOI Data for Red Lobster by DMA.

Table 11 shows calculations made for Brand Development, Category Development, and Brand
Opportunity Indexes, arranged by the top ten highest BOI scores to understand important areas
for defensive strategies.

BDI =
(%RedLobVol
ume/%USHH)

times 100

CDI =
(%CategoryVo
lume/%USHH)

times 100

BOI =
(CDI/BDI)
times 100
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Appendix B: Geographic calculations

APPENDIX

Table 12. BDI/CDI/BOI Data for Red Lobster by County and Marketing Region.

Table twelve shows calculations made for Brand Development, Category Development, and
Brand Opportunity Indexes across marketing regions. 
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APPENDIX
Appendix C: MFP Printout

2 8

Table 13: MFP Flowchart, Continued. 
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APPENDIX
Appendix C: MFP Printout

2 8

Table 13: MFP Flowchart 
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APPENDIX
Appendix D: MFP Year at a Glance

2 9

Table 14: Year at a Glance



APPENDIX
Appendix E: MFP Goal Sheet

P R E C I S I O N  |  R E D  L O B S T E R  M E D I A  P L A N  2 0 2 2 3 0

Table 15: MFP Goal sheet
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Appendix F: Primary Research 

APPENDIX
PNM Grid Respondent 1



APPENDIX
PNM Grid Respondent 2
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Appendix F: Primary Research 



APPENDIX
PNM Grid Respondent 3
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Appendix F: Primary Research 



APPENDIX
PNM Grid Respondent 4
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Appendix F: Primary Research 



APPENDIX
PNM Grid Respondent 5
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Appendix F: Primary Research 



APPENDIX
PNM Grid Respondent 6
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Appendix F: Primary Research 



APPENDIX
PNM Grid Respondent 7
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Appendix F: Primary Research 
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PNM Grid Respondent 8
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Appendix F: Primary Research 



APPENDIX
PNM Grid Respondent 9
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Appendix F: Primary Research 



APPENDIX
PNM Grid Respondent 10
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Appendix F: Primary Research 
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PNM Grid Respondent 11
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Appendix F: Primary Research 
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PNM Grid Respondent 12
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Appendix F: Primary Research 
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Brand Contact Audit: 10 Respondents
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