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E X E C U T I V E 
S U M M A R Y
The aim of this public relations campaign is to improve the 

look, and feel of the New York Burrito restaurant. While NYB 

has been a mainstay in Rexburg for over twenty years, it is still 

relatively unheard of or rarely brought up when talking about 

restaurants to go to in Rexburg. The plan is focused on 

bringing awareness to the members of Rexburg, specifically 

students of Brigham Young University-Idaho. While also 

improving the image of the restaurant. This campaign looks 

to utilize social media and advertising to boost the number 

of people that not only visit but also share a positive 

experience.
 
Since the age range of the target audience is from 18-30 

the campaign is going to utilize two tactics to engage the 

audience. The campaign will first utilize social media and the 

internet to make a more appealing product for the consumer. 

In conjunction with that the campaign will look to be more 

involved with students but also the community by hosting such 

events as a “ ‘w’rap battle” and providing free meals to those 

who are running in the Teton Dam Marathon.



5

A large portion of this campaign’s budget will be set aside 

for web design and print advertisement and modern 

advertisement like the dealio. However, potential stories 

like the giving of wraps for the Teton Dam Marathon will be 

pitched to local newspapers and appropriate media to help 

improve the overall attitude towards the restaurant. The 

utilization of the survey will be critical in the success of the 

campaign. It is imperative that NYB connects with the students 

on campus and becomes more involved in the community.
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BACKGROUND 
New York Burrito has been in the Rexburg community for over 20 

years, and still continues to be a part of the restaurant community. 

The owner of New York Burrito is Ron Campbell, the current owner 

of all the Subways in Rexburg. The menu has quite a bit of variety. I

Items include classic wraps, rich burritos, and other small items. 

There is a place to sit down and enjoy your meal, however the 

ambiance of the restaurant is not targeted very well for their main 

audience, which is students attending the nearby university, 

Brigham Young University--Idaho. The restaurant itself is not 

inviting or welcoming, it looks very outdated and unappealing. 

While these concerns are working against them, NYB has a solid 

foundation and has exponential potential.
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SITUATIONAL
A N A L Y S I S
STRENGHTS: 
Food quality, location, price, and history in Rexburg. 

The strengths for NYB are essential to the success of a business.

 The location of the restaurant is on Main Street, surrounded by 

the courthouse, plasma center, and local shops. Price is 

consistent, and not too costly. The average price being in the 

$5 to $7 dollar range. NYB also has been in the Rexburg

community for over 20 years. This produces a level of trust 

among community members.The quality of food NYB serves is 

fresh, and prepared daily. They also buy their produce from 

local sources. 

WEAKNESSES: 
Advertising, menu, and variety. 

The weakness that are found in NYB are advertising, and 

variety.  Advertising is very little and so far not very effective. 

Most students are not aware of the options NYB serves, it has 

also been said among students they do not know if it is a burrito

or a wrap restaurant. Knowing the variety of options and what 

is on the menu can eliminate these weaknesses. 
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OPPORTUNITIES: 
Branding, student population, and relatively healthy options. 

The opportunities for NYB are really promising. They have a lot 

of really good things going for them. One of them being they 

have relatively healthy options to choose from. This can open 

up the window to tap into the health market in Rexburg. The 

student population as a market is generaly untapped when it 

comes to this restaurant. Many students either do not know what 

the restaurant offers or they are unclear at what they serve. 

Another big opportunity is the chance at a successful branding. 

Creating and establishing a brand can help establish a culture 

of returning customers. 

THREATS:  
Other restaurants (Cafe Rio, Taco Bell, etc.), word-of-mouth. 

The threats that face NYB are fairly regular. One of the biggest 

threats is other resturants competition. Places like Cafe Rio, and 

Taco Bell have similar menu items. Another threat that is not so 

regular is word-of-mouth, or lack thereof. Many people who will 

go eat at NYB do not share their experience either positive or 

negative with their friends because it is not a very memorable 

experience when you dine there. 
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A U D I E N C E
The primary target audience of this campaign are students who

attend the local university. These demographics are men and 

women, age range between 18 and 25 years old. This is almost 

an untapped market when it comes to New York Burrito because 

most students have never heard of the restaurant. The 

secondary audience are involved community members. This 

includes community members who are active in volunteering, 

events put on my the city of Rexburg, and patrons who work 

in the blocks surrounding NYB’s location on Main Street. The 

tertiary audience are visitors. People who are coming to 

Rexburg to visit their son or daughter at school, people who are 

driving through town to visit the Tetons, etc. 
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THEME  &
T O N E
The theme and tone of this campaign is based 

around the graphics that are found on the New 

York Burrito- Rexburg Facebook page. The feel 

of these graphics and something found in this 

campaign is a feeling of rejuvenation. 

Minimalistic, fresh, and modern are the desired 

tones. The craved theme is one of beauty and 

simplicity. These combined should give a 

modernistic feel and boost the success of New 

York Burrito.
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O B J E C T I V E S
1. Increase awareness of N.Y. Burrito among students.  

2. Establish NYB as a brand. 

3. Increase social media presence. 

4. Become more involved in community to create awareness.

S T R AT E G I E S
The strategy for this campaign is to revamp the image NYB has in 

the Rexburg community by increasing students awareness of the 

restaurant on social media, and other media channels, creating 

better brand awareness, and becoming more involved in the 

community.
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The Dealio: 
NYB utilizes the Silver Package program of The Dealio. This 
includes full service of the following: 
 
-Google Management  -Email Marketing
     
-Google AdWords

-Social Media Management

-Content Creation    

Update the website: 
While the website is not completely useless , NYB is going 

to need a newer, fresher website to attract the primary 

audience. This campaign focuses on having a professional 

looking website that is easy to access and find for users. 

Part of this requires having a better web domain name. The 

recommended name is www.nybrexburg.com this is a domain 

name that is not only available, but an easy, catchy, and 

appropriate name for the restaurant.

Student activities: 
Because the primary target audience is students, NYB will 

begin hosting activities that cater to students. The best way 

to attract people is by creating a place where people want 

to go and can have fun. NYB will do this by creating 

several different activities during the week so that students

T A C T I C S 

-Reputation 
Management

-Daily Dealio (The 
Daily Dealio is a 
discount that is on 
The  Dealio app)
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T A C T I C S 
can enjoy themselves in a fun and relaxed atmosphere. 

Some of the ideas include:

§  Date night Tuesday: This is when customers can come and 

enjoy a meal for two that is cheaper than usual. 

§  ‘W’ rap” battle Wednesdays: an invitation for the 

aspiring rappers of the Rexburg area to come and spit some 

sick bars to some sick beats. Winner gets a free wrap!

Get involved in the community:
New York Burrito has been around for more than twenty 

years and it’s not looking to move anywhere. One tactic that 

the campaign and NYB will do is help sponsor the Teton 

Dam Marathon by providing free wraps to the runners after 

the race. This will take place on June 2, 2017. 

Implement surveys:
In order to understand how to become more 

successful it is important for any business to see what 

their strengths and weaknesses are. One great way to 

find this information is through a survey. Surveys are 

wonderful because you can not only survey the exact 

audience you are targeting as customers, but also you 

get a better understanding of how to be more 

successful. For this campaign, a survey should be 

distributed at the beginning of the proccess, and near 

the end to measure success. Here is an example of a 

survey NYB can implement. 
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January 3, 2017: Begin using The Dealio. 

April 26, 2017: Begin weekly “Wednesday ‘W’rap Battles”.

May 22, 2017: Send out media kits to media members of the 
community including a media alert.

June 2, 2017: Provide free wraps for participants of the Teton 
Dam Marathon. 

Paramount 5 weekly newsletter- Full banner ad $35/issue 

Pre-show ads 

Weekly Rates    Weekly Pre-Pay Rate
15 Second Spot   $25
30 Second Spot   $45
60 Second Spot   $70

On screen advertising at Teton-VU Drive- In

2016 Rates    Season Price
15 Second Spot   $405  
30 Second Spot   $675 
60 Second Spot   $1080

Dealio

$1000 per month
Includes Social media management, Google AdWords, etc. 

T I M E L I N E  

B U D G E T  
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EVALUAT ION  
New York Burrito has plenty of potential and if it makes the right 

changes then it should see success. However, the key to any great 

public relations campaign is evaluation. We recommend that NYB 

evaluates during the entire execution of this campaign to see 

what is working and what is not. These are a few tactics NYB can 

implement to evaluate success. 
 
-Monitor sales during the first fiscal quarter while using The Dealio, 
compare these sales to the quarter before using the Dealio and 
evaluate if it’s worth continuing.

-Conduct weekly activities among students and monitor 
attendance numbers.

-Conduct ongoing surveys with students and members of the 
community to see if awareness and perception of NYB has 
changed. 

With the evaluations and proper implementation of this campaign,  

New York Burrito will see growth. 
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