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 Executive Summary 3

Executive Summary
Toast is a wine bar and café located between the University 

of South Florida and the New Tampa area. The company is a 
locally owned business with unique selling features such as wine 
education, tastings, and a wide selection of affordable bottles 
for purchase. 

Toast’s location offers minimal competition and a conve-
nient place for customers to socialize, grab a glass of wine 
with friends, or even grab a bottle on the way home for 
dinner. Toast will be placed in the target public’s mind 
as a friendly, knowledgeable, and classy hangout to 
celebrate a special event or party, and even as the go-
to place for any day of the week. Loyalty cards, social 
media contests, and daily specials will reward exist-
ing customers while welcoming new ones as well. Its 
unique selling point entices customers to get the Toast 
experience to develop the customer’s overall profes-
sional development and sophistication.

While Toast was traditionally seen as a cigar bar as 
well, this campaign will be focusing on the wine and 
café side, deemphasizing the cigars by removing them 
from advertisements and implementing a new logo. Wine 
knowledge is an important social and networking skill for 
many young professionals. Toast’s small, extremely knowl-
edgeable staff is passionate about wine and sharing that pas-
sion and skill with others. New radio and television commercials, 
coupled with print ads, interactive social media efforts, and fly-
ers will be included in the campaign’s IMC mix to emphasize the 
Toast brand as a friendly yet relaxed atmosphere. 



As wine sales continue to 
grow, market developments 
reveal off-premise wine sales 
to be the fastest growing. In 
response to such activities, 
Toast now offers wine by the 
bottle, which accounts for 
approximately 40 percent 
of its overall sales. How-
ever, in-house dining 
sales remain Toast’s fo-
cus. Toast’s owner, Hec-
tor Gonzalez, hopes that 
re-branding efforts and 
new product additions 
(seasonal wines, craft 
beers, coffees, deli-style 
sandwiches and tapas) 
will encourage guests to 
patronize the bar more 
frequently and in greater 
numbers.

Marketing Situation Analysis

Toast Wine & Café delivers fine 
wines at a value price, along with ex-
cellent food parings. The wine bar 
and café opened in September 2009 
and as a young business, Toast strug-
gles with name recognition. While 
wine is considered the fastest grow-
ing alcoholic beverage in the United 
States, Toast has found it difficult to 
capitalize on the trend. Gonzalez has 
been working in the fine dining indus-
try for over a decade. He is a certified 
level 1 sommelier (wine steward) with 
a passion for everything wine. Gon-
zalez was once a distribution consul-
tant for Opici Family Distributing; he 
has also worked as a corporate trainer 
for the hospitality industry company 
OSI. Gonzalez envisions Toast as a 
wine country experience in the heart 
of New Tampa: inviting, relaxing, and 
neighborly.

Marketing Situation Analysis 4

Background Industry Review Mission

The Client has asked us to create a 
campaign that will draw in a young-
er crowd and that will emphasize 
Toast Wine and Café as a second 

home. The creative 
tone will be sophis-
ticated, professional, 
luxurious and elite. 
To accomplish the 
client’s goal, the pro-
gram will incorporate 
organizational, ad-
vertising, publicity, 
and promotional de-
liverables that differ-
entiate Toast from its 
competitors.
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Target
Audience

DEMOGRAPHICS

A household income between $35,000 
and $45,000.

Young professionals & recent graduates.

Ages ranging from  25 to 40 years old. 

GEOGRAPHICS
Toast Wine and Café  is located on Bruce 
B. Downs Boulevard, and the campaign 
is focusing on our target audience that is 
located within a 20 mile radius of Toast. 

PSYCHOGRAPHICS

People who describe themselves as one or more 
of the following: ambitious, entrepreneurial, as-
pirational, social, or professional.

Customers who find Toast as the perfect place for having a glass 
of wine, relaxing, meeting new people, and learning about wine. 

Aspiring professionals who feel Toast is the neighborhood wine 
bar to go to for culinary enjoyment, personal luxury, and busi-
ness networking opportunities.

SUPPORT

Toast is located less than four miles away from USF and can 
reach out to recent graduates about to enter the professional 
world. 

According to the Population Demograph-
ics, adults under the age of 40 make up 
approximately 43 percent of the population around Toast. 

Stephanie Doering, a wine professional, said that many young 
people are curious about wine and would like to know more, 
and they will spend more money if an effort is made to get 
them interested. 

The staff is knowledgeable about wine and can teach others.

POSITIONING STRATEGY 
STATEMENT

The networking power of social events cannot 
be denied and job hunters, promotion seekers, 

established business people, hopeful romantics and 
urbane cosmopolitans can all benefit from learning 
the wine basics. Toast’s knowledgeable staff and re-
laxed setting will help guests develop a desirable 
networking skill, establish meaningful business rela-
tionships and build personal friendships one social 
event at a time. The campaign will highlight this and 
focus on bringing people in to Toast to learn about 
wine and build networking connections. The cam-
paign will advertise in areas that are both high in 
traffic and reach out to our target audience. 
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Buyer Analysis

Sales 

Female 

Male 

According to Gonzalez, the owner of 
Toast, most of Toast’s customers are a 
young to mid-aged professional clientele. 
The consumer base consists of slightly 
more women than men. The majority of the 
customers live in close proximity to Toast 
and visit often. They enjoy the relaxing at-
mosphere and the wine selection. Some 
of the factors that influence consumers to 
choose Toast include the knowledgeable 
and friendly staff. Consumers also have the 
ability to sample numerous wines before 
buying a bottle. 

Competitor Analysis

They promote a relaxed and high class atmosphere, generally preferring older and more 
mature clients. Customers cannot find out much about the restaurant online, due to lack 
of a website. Advancements of a non-smoking culture and laws may pose a threat to this 
business and decrease it’s numbers since cigar’s are it’s niche. 

John Rolfe

Carmel Cafe

Total Wine
It’s the country’s largest independent retailer of fine wine and Toast’s biggest “Off Premise” 
retail competitor. They have a weakness of being more of a “chain” retailer, and fail to pro-
vide customers with a personable experience. Food is not provided and there is no place to 
sit down to enjoy the wine on-site after it has been purchased.

Carmel Café is a Tampa Bay area chain of casual yet eclectic dining and wine. However, 
customers may feel like more of a number in this larger venue and have an impersonal 
guest service experience.  



S

Toast’s knowledgeable 
staff and relaxed setting 
will help guests develop 
a desirable networking 
skill, wine knowledge 
and etiquette, establish 
meaningful business 
relationships and build 
personal friendships 
one social event at a 
time.

Our value proposition 
is to link Toast Wine 
and Café with profes-
sional and personal 
achievement. If you 
spend your time and 
money at Toast, then 
you must be success-
ful

Strengths

W

Weakness
Many young adults 
are hesitant to drink 
wine because of the 
many choices; they 
can become easily 
overwhelmed when 
trying to develop 
their palates.

O

Opportunity

Not just a place to 
unwind, but also a 
place to network.

Since Toast is close 
to USF, it can mar-
ket to upper-class 
students and stu-
dents in the gradu-
ate program

More sophisticated 
venue than compet-
itors.

T

Threats
Other popular restau-
rants in the same plaza 
have become compet-
itors with same target 
audience. 

Located next to li-
quor store with similar 
products and com-
petitive pricing.

Low social media 
presence 

Store front gets swal-
lowed by more known 
brand retailers.

S.W.O.T.    Analysis 7
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Media
Our media planning will assist Toast in in-
creasing awareness about the product and its 
benefits. Toast’s annual sales for 2013 were 
below $400,000, which suggest that turnout 
is low and that many people have not yet 
heard of Toast or have not yet been moved 
to attend.  The campaign will consist of using 
sales promotion, social media, public rela-
tions, and various advertisements. The target 
audience is very tech savvy and it will benefit 
the campaign greatly to include social media. 
The other promotional items used will help 
bring customers in during both down-times 
and peaks of higher business. It is our hope, 
that the promotions being used will create a 
loyal customer base. 

Media Mix

The beginning of our campaign will focus 
on advertising by billboards, social media 
and sales promotion to create awareness for 
Toast. Throughout the campaign we will use 
rewards cards and social media to encourage 
loyal customers. We will use flighting patterns 
to fall around events and holidays. To end our 
campaign we will use magazine ads, TV, and 
radio to build the customer base. 

IMC Mix

Social Media

In addition, a new website will be created for Toast that 
will be more interactive and user friendly. 

Usage of Twitter to reach a larger range of our target 
audience using unique tag lines like #LifeUncorked. 

Customers will be invited to Tweet a photo of them with 
a glass of wine having a good time using #LifeUncorked 
to be entered into the weekly drawing for a free bottle 
of wine from Toast. The contest will run at the beginning 
of the campaign to entice people to come to Toast and 
create awareness. 

Sales Promotion

Coupon for a buy one get one half off lunch special to increase traffic during the dead 
hours of 1-4 p.m. and are valid in the slow months June through August. The coupon 
will be on business cards because it’s fixed toward our target audience and they can 
fit in the customers wallet so they are more easily accessible and seen

A loyalty rewards card which after buying 10 glasses of wine the returning customer 
would get the 11th at 50% off. This will be an ongoing promotion.

Public Relations

Wine festival: Toast would be a sponsor of the 13th annual movie themed wine festival which 
is to benefit The Tampa Theatre showing a great outlook on community involvement. This 
will take place in the end of September. 

Employee appreciation day: This event would be March 7th and will be used to create 
stewardship between our employees as well as gain relations with employees of the target 
audience. 
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Media

Television: The TV Stations we chose 
were ABC Family, USA, TBS with air 
times between 6 p.m. through 10:00 
p.m. because this is prime time televi-
sion. We chose these stations because 
it reaches a primary listening age range 
of 25-65 and this satisfies the require-
ments for our target age range 25-40. 
These stations will reach and attract 
young working professionals in our tar-
get audience. 

Advertising
Newspaper: We will 
promote Toast in the Or-
acle and advertise Toast 
as the official graduation 
after party location. We 
will promote this before 
both spring and fall grad-
uations. 

Creative Loafing: The newspaper itself pro-
vides sophisticated readers with essential infor-
mation from wine tastings, food, restaurants, 
events and much more. We want to shoot when 
the ducks are flying and therefore run the ad 
through the months of October, November and 
December. This will benefit the grand-reopening 
of Toast.

Billboard: A possible location would be on Fowler and Nebraska, by the exit for I-275. 
We will advertise January through March. These are chosen as the lead in to our cam-
paign to create awareness and spark interest in our target audience. Also this falls in the 
time line of Valentine’s Day and National Drink Wine Day (Feb. 18). We will also adver-
tise in October, weeks 2-4, all of November and the first week of December. These are 
chosen as the closing of our campaign and will be a reminder that Toast is there with 
you through the holidays.

Radio: We will advertise a 30-second radio 
ad on Magic 94.9 which is ranked the #2 ra-
dio station in the Tampa Bay area by Niel-
sen. The average listener age range is 25-45 
years old. 94.9 is called the “at-work” radio 
station and will attract working profession-
als in our target audience. We will have 3 air 
times. The first will be at 11 a.m. on week-
days, which will help increase lunch traffic. 
The second will be at 4 p.m. on weekdays, 
which will help attract working professionals 
who are looking for a place to go after work. 
The third will be Saturday at 12 p.m. and can 
be used to attract weekend customers. 



Creative Strategy Outline 10

Creative Strategy Outline

Through advertisement, Toast will meet its objectives to increase regular attendance by 
portraying that a Toast experience will add to the customer’s professional development 
and sophistication and by branding Toast as a unique destination for wine consumption 
with an intimate setting for relationship building.

Creative Strategy Statement

Objectives
To increase the attendance of our target audience, who identify Toast Wine and Café as 
the premiere networking destination in New Tampa by 20% within the first six months 
of the campaign.

To increase the number of attendance at Toast Wine and Cafe during dead hours 
(1 p.m. to 4 p.m.) by 40% within the first six months of the campaign.

To increase the awareness of Toast’s existence and benefits among our target audi-
ence by reinforcing its recognizable brand.

Toast patrons can expect to learn all about wine and wine pairings, wine etiquette and wine speak. 
The option to try before you buy is perhaps one of Toast most unique features. Guests will start to 
develop a taste for a certain varietal and brand name of wine. 
The principle benefit to be advertised is that the benefactors of Toast experience will add to the 
customer’s overall professional  development and sophistication.

Key Benefit
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Business Card Coupons: (right) will be used 
in flighting patterns during slow months to promote the 
cafe aspect of Toast.

Promotionals:

Loyalty Rewards Card: (above) will encour-
age customers to visit Toast more often so that they can 
receive the half off incentives in a continuous pattern.
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Magazine Ad: (Bottom left) will be presented in Creative Loafing Magazine in 
flighting pattern.

Employee Appreciation Flyer: (Top left) promotes Toast as a meeting place 
and invites businesses to celebrate Employee Appreciation Day on March 7th.

Wine Festival Flyer: (Top middle) used to promote Toast’s sponsorship in the 
Wine Festival and increase credibility.  

Newspaper Ad: (Top right) used in the Oracle to target aspiring professionals 
upon graduation. 
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Billboard: (Top) used in high traffic area of I-275 to 
create awareness of Toast and its key benefits.

Website: (Right) it’s interactive and easy use will at-
tract more customers online and encourage them to 
experience Toast virtually.

Creative Executions
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Annual	  Budget	  
Billboard	  

TV	  Ad	  

Sponsorship	  

Radio	  	  

Print	  Ads	  

Website	  

Coupons	  &	  Flyers	  

Budget & Timeline

Message-distribution objectives for phase 2  intend to follow a 
continuous model with flighting patterns around specific holi-
days and observances such as: Tampa Bay Food and Wine Festi-
val (November), USF Graduation Dates (November/December), 
Holidays (Thanksgiving, Hanukkah, and Christmas). Advertising 
dollars are focused at peak times throughout the year in order to 
capitalize on audience aperture.

Advertising will follow a pulsing model with flighting patterns 
around specific holidays and observances such as: Valen-
tine’s Day and National Drink Wine Day (February), Employ-
ee Appreciation Day (March 7), USF Graduation Dates (May).  
Advertising dollars are focused at peak times throughout the 
year in order to capitalize on audience aperture.

Phase 1
January - June

Phase 2
July - December

While the budget for the "Life Uncorked" 
advertising campaign focuses most of its 
advertising spending on outdoor media, 
throughout the campaign, all of the five 
traditional advertising media are used. 

Majority of our budget is dedicated to the 
repeat and high traffic that our billboard 
will be exposed to, followed by money al-
located toward the TV ad. The wine festival 
sponsorship is also key in our budget since 
the clientele at the festival is dominated by 
our target audience. 

Advertisements ramp up during peak 
times in the purchasing cycle, and because 
every advertising dollar is precious, its  me-
dia space was only purchased in media that 
catered to Toast's target public.

TOTAL: $6,960

[Billboard: $2,750; TV: $1,200; Sponsorship: $1,500; 
Radio: $600; Print: $380; Website: $300; Coupons/Flyers: $60]
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There are numerous ways to 
measure the effectiveness of the 
IMC strategies for the campaign. 
One technique would be to look 
at the sales and customer counts 
throughout the campaign. We 
can compare before the cam-
paign would be looked at and 
then each period after the cam-
paign launches. This way trends 
could be looked at throughout the 
campaign and the effectiveness of 
certain tactics can be measured in 
part by sales and customer counts. 

Another technique would be 
to ask customers to participate 
in a short survey asking how they 
found out about Toast. This again 
could help to evaluate which tac-
tics are the most effective. 

Effectiveness of the campaign 
could also be measured by look-
ing at the number of coupons and 
rewards cards that are brought 
back into Toast. 

Measurement & Evaluation
A final measurement tool 

would be to look at the num-
ber of followers and hash tags 
used on Twitter. This will show 
how many people are engag-
ing with Toast online and how 
many are following the up-
dates Toast will provide. All of 
these measurement tools will 
be an effective way to evaluate 
the success of the campaign. 




