
Chipotle 
Mexican Grill: 
Gourmet Burritos 
and Tacos 



INTRODUCTION 
  

•  WHAT: Chain of casual dining restaurants specialized in gourmet 
burritos and tacos. Chipotle is the Mexican Spanish name for a 
smoked and dried jalapeño chili  pepper. 

•  TRADEMARK: FOOD WITH INTEGRITY. Organic ingredients and 
serving more naturally raised meat than any other restaurant 
chain in the world.   

•  HISTORY: Founded in 1993 in Denver, Colorado.  McDonald's  
major investor between 1998 and 2006.  Chain grew from 16 
restaurants to over 500 locations in the US. 



INTRODUCTION 
 

•  INVESTMENT FACTS 

•  GROWTH: 1400 stores in US, UK, Canada and France. Net 
income in 2012 of US$278 million and a staff of 37,310 
employees.  

•  SHARE VALUE:  in 2012 were record high of 396.64.  Stocks have 
climbed 24% during that span and is up more than 10-fold since 
November 2008.  

•  INVESTORS VALUE THIS: Aggressive growth plan (opens 160 
stores per year) and ability to deliver quarter after quarter of 
double-digit financial gains. Earning per store Q4 average is 
$1.8 million. Average investment to open store is US$800,000. No 
franchises. 



 

•  Influence of foreign countries. Have changed peoples' 
eating habits. Consumers seek and consider eating 
international food a sign of trendiness. 

•  Increased income and improved living standards. Have 
developed high interest in high quality, fresh and healthy 
foods and  healthy preparation. Most people want to stay 
healthy and young, shifting their spending to healthier food 
and beverage choices. 

 

•  Busier lifestyles. Have created time-challenged homes and 
trend to combine convenience food with healthy food.  

 

MARKET FACTS IN SOUTH KOREA 



OPPORTUNITIES 
 

•  Korean consumers 
s e e k  a n d  b u y 
p r o d u c t s  f r o m 
established US brand 
names and chains. 

•  An estimated 98% of 
South Koreans own 
mobile phones. Use for 
soc ia l media and 
finding product info. 

 

 

HURDLES 
 
•  Korean franchises do 

not requ i re much 
c a p i t a l  o r  l a r g e 
royalties and tend to 
grow much faster than 
i n t e r n a t i o n a l 
restaurants.  

PEST ANALYSIS 



 
COMPETITION: TACO BELL KOREA 
 

•  Offers internationally recognized Mexican fast food brand. 
•  Offers trademark low prices. 
•  Hurdle: Taco Bell is known for low quality. Failed in Korea in 

80’s. Growth is low. Opened in 2010, only 2 stores.  



COMPETITION : TOMATILLO TACO PLACE 

•  Promotion: Truly authentic, conveniently fast and always fresh.  
•  Growth: Opened in 2008. Now 5 restaurants in Seoul.   
•  Copies Chipotle model but adds its own brewery. 
•  Hurdle: Not perceived as the truly international (Korean owned). 

Doesn’t have health/quality guarantee. Prices higher than Taco 
Bell. 



SEGMENTS: THE GLOBAL EXPLORER 
KEY CHARACTERISTICS:  

•  Consumer is young and desires to balance duties to Korean culture, family and 
tradition with large desire to travel, experience the world, feel free, trendy and 
global. 

BEHAVIOR: 

•  The global explorer seeks and purchases international brands (clothes, food, 
music,  whatever they can find). 

•  Has either traveled abroad already to the US, Asia, Europe or South America or is 
planning to travel in the near the future.  

•  Enjoys socializing, making friends and going to places where he/she can display 
brands and talk about international experiences.  

•  Enjoys looking up information, products, music, trends, Facebook, bloggs,  news 
on smart phone.  



Description: 
•  She is 22 years old a student at 

Hongik University in Seoul, loves 
her smatrphone, it keeps her 
connected to friends and the 
world.  

•  Lives at home, gets a weekly 
stipend, her parents work hard 
to support her education and 
travel because she has proven 
a c a d e m i c d i s c i p l i n e , 
responsibility and family values.  

•  Mom cooks Korean food at 
home everyday. She is a 
dutiful daughter and a proud 
Korean but she feels young, 
adventurous, wishes to see 
something different, to travel 
the world and be free to make 
her own decisions before 
settling down. 

 

 PERSONA: WOOJIN 



SEGMENT: THE HEALTH CONSCIOUS PROFESSIONAL  

KEY CHARACTERISTICS:  

•  Always busy and time challenged. They believe they work hard and therefore, 
deserve quality (quality lifestyles, quality products, quality relationships). 

•  When it comes to food, they believe they deserve quality too. This means eating 
healthy, high quality products.  

•  They don’t have time to cook, so they look for quick, easy, high quality, healthy 
solutions.  

BEHAVIOR: 

•  They like to research things online and look up reviews before buying things. 

•  They love to buy products re-known for their quality. They want to buy the best 
gadgets, safe cars, quality clothes, visit  places with good reviews. 

•  They love their smartphone because they can be productive while they are on 
the go (watch show, read the news, reviews about products,  international 
affairs, read about environmental issues, food safety, organic products).  

•  . 

 

 



Description: 
•  He is 32 , works in the financial sector, working hard to get a 

promotion. Always in a hurry.  

•  Married for 2 years.  Earns well but  they live in small expensive 
apartment because its close to the metro and has good 
reviews. 

•  Loves quality brands but never has time to shop.    

•  He is not living the quality life that he desires  because of time 
constraints.  His idea of better lifestyle: more exercise, ore 
more high quality restaurants, more wellness activities,  ore 
more time to read, more travel around the world.    

•  He loves his smartphone because he can look up things  he 
he doesn't’t have time to buy, eat or experience while on the 
the go.   

 

 PERSONA: JINHONG 



POSITION STATEMENT 
UNIQUE SELLING PROPOSITION 

•  Food with Integrity is the key to the Chipotle brand. The company’s strength in the 
US and other international markets has been by positioning the brand by offering  
the unique concept of integrity in the fast food dining market. 

•  Food with integrity is marketed by Chipotle as:  commitment to finding the best 
ingredients with respect for the animals, the farmers and the environment.  

•  As an international brand in S. Korea,  it can offer an “authentic” and unique 
international food experience with quality certification.  

•  Also, offers re-known empowering, fast and easy serving method that builds a 
relationship of trust with the client by offering alternatives and customization 
experience.   



KEY MESSAGES 

  

 

1. Chipotle is a unique international  brand experience.  

2. Chipotle is about  getting quality in a fast and easy way.  

3. Chipotle is about fresh,  healthy food you can trust. 

4. Chipotle is about empowerment (having alternatives,  building what you 
really want to eat). 

5. Chipotle is respectful to the environment, animals and farmers. 

 

  



PRODUCT INNOVATION: CHIPOTLE WORLD 
 

CHIPOTLE WORLD will be Korea’s own concept of Chipotle.  

We will offer our traditional big burrito and add to our menu more flavors from the exotic 
Latin America, as ell well a some favorites from home to enhance the unique Chipotle 
World experience.   

We will offer our world favorite healthy ingredients from Mexico, adding new alternatives 
from the exotic Brazil, a taste of the Andes from Peru and some flavor from romantic 
Argentina, along with our home favorites from Korea. 

CHIPOTLE FUSION GRILL WILL OFFER A UNIQUE BLEND FOR YOUR PALATE: 

•    Two more meat alternatives for your burrito:  
ü  Korean buglogi 
ü  Brazilian style Picanha.   

•  4  mores sauces from Korea and  the exotic Latin America:   
ü  Korean Kimchi 
ü  Argentine Chimichurri 
ü  Peruvian spicy peanut sauce for chicken. 
ü  Caribbean sofrito.  



MORE INGREDIENTS, MORE HEALTHY FOOD 
FROM THE WORLD 



SAMPLE MARKETING COMMUNICATION 

•  Generate visibility and trust from consumers by partnering with 
local high quality mobile phone brand and cell phone service: 
SAMSUNG AND SK TELECOM.   

•  Create anticipation by offering mega launch event: It’s a 
concert with our selected brand speaker:  Internationally re-
known K- Pop singer Psy( Gangham Style) and K- Pop idols: 
Girls Generation. 

•  Free tickets with the purchase of  Samsung smartphones, SK 
Telecom packages, data consuming and other Samsung 
products (1 month before).   

 



OUR SPOKESPERSON:  
 K- Pop singer PSY (Gangham Style). 
WHY? 

“ Gangham Style”, has been the most viral 
video of all time on Youtube ( 1 billion 
hits) . 
He represents a young and global 
generation of Koreans connected to social 
media and the internet.  

He has traveled around the world, he has 
been one of Korea’s most famous and 
successful global explorers. 
He reflects a new Korean generation of 
people that travel the world, have fun and 
look at the world with humor.  

Having him do it will give a lighter and more 
fun tone to our message.  

 

SAMPLE MARKETING COMMUNICATION 

 He will promote “Chipotle 
Style”.  
 



“Healthy, fun and 
fast: Chipotle Style. 

 

“Chipotle World: 
Experience it. Build it. ” 

  

Chipotle World: Food 
with integrity.”  

 

SAMPLE MARKETING COMMUNICATION 



SAMPLE MARKETING COMMUNICATION 

Media Selection: 

•  Internet, smartphone apps and games, TV and radio.  

•  Advertisements on Facebook and other forms of social media. 

•  Advertising on online versions of major newspapers, magazines and 
blogs. 

•   Major K-pop and international music concerts. 

•  Samsung advertisements. 

•  Advertisements on forms of mass transportation (buses, metro). 

•  Billboards and advertising  vehicles near financial, nightlife, 
commercial and university sectors. 

 




