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InTrOduCTIOn
Bagels Plus targets University of South Florida students between the ages of 17 
- 25 who enjoy eating fresh, healthy, quality food at a relatively low price. The 
campaign revamps the current logo and theme in order to increase brand 
awareness and customer interest. Our campaign will run from June 1st 2014 to 
May 31st 2015.

The slogan “More than just bagels” perfectly emphasizes the “plus” aspect and 
key benefits that customers will receive from the restaurant. The advertising 
schedule is pulsing, with a complete IMC mix. Sales Promotion incorporates Free 
Bagel coupons in order to generate traffic at Bagels Plus as well as incentives on 
the Facebook and Twitter pages leading to an increase in the social media pres-
ence. Both will allow customers to experience the freshness and quality of prod-
ucts at Bagels Plus. Flyers will be posted around the USF campus to emphasize 
Bagel Plus’ fresh, healthy advantage over its competitors and position the bagel 
shop as a healthy meal option in the minds of USF students. Direct marketing will 
include Oracle newspaper advertisements in order to reach a larger audience 
and continue exposure.

The campaign’s effectiveness will be evaluated through a sales and revenue 
comparison, the number of likes and new followers on Facebook and Twitter 
pages, a measurement of the number of USF students visiting Bagels Plus after a 
two month period, and by tallying the number of coupons redeemed.



IndusTry revIew
Industry/ Company Review
Bagels Plus is a locally operated and family owned bagel and coffee shop founded in 1998. It is located less than 
one block away from the USF campus at 2706 E Fletcher Avenue, Tampa, Florida. Bagels Plus offers a variety of 
bagels as well as options for both breakfast and lunch sandwich bagels. The bagels are fresh made daily and are 
prepared New York style, meaning they are boiled instead of steamed like other companies, such as Einstein Bagels 
and Starbucks prepare theirs. This sets Bagels Plus apart from these aforementioned companies, making their ba-
gels a specialty. Bagels Plus targets locals from the Temple Terrace community, mostly morning commuters and USF 
students looking to grab a quick bite to eat. However, with the fairly recent addition of free Wifi, they are attempting 
to lure in customers from competitors like Starbucks, Einstein Bagels, and Dunkin Donuts, who enjoy a cafe setting 
where they can relax, read, and have coffee. Bagels Plus competes in the constantly challenging Tampa restau-
rant industry which has seen consumers become more conscious of their spending on food in the recent economic 
downturn. This will in fact benefit our client, however, as the number of “Fast-casual” restaurants are expected to 
grow in 2014, according to the Tampa Bay Business Journal. These “Fast-casual” restaurants fill a niche in between 
fast food and casual dining. They have been steadily growing at 10 percent a year over the past decade com-
pared to 4 percent a year for fast food chains and 1.5 percent for casual dining restaurants.

Product/Service Review
The product that our client sells is more than just bagels, it sells breakfast and 
lunch items. Our client has strengths in its uniqueness. It offers a dining experience 
that is unique in that its product is exclusively different from anyone else’s bagels. 
It also bridges the gap between fast food/drive through and sit down restaurants. 
Our client’s image isn’t a boring run of the mill bagel shop but a modern, up-
scale restaurant that caters to college kids at nearby USF as well as upper class 
educated people that care about fresh foods. Restaurant hours are 6am to 5pm 
Mondays through Saturdays and 7am to 3pm on Sundays.



swOT analysIs

Strengths- Fresh, hand-made ingredients. Close proximity to target audience. Healthier option that the 
competition with a  wide selection. 

Weaknesses- Not widely known and little to no exposure among target audience. Weak online presence.

Opportunities- Strengthen online presence incorporating social media and a website, updated logo, 
increased awareness and product and brand exposure.

Threats- Main competitors (Einstein’s Bagels & Dunkin’ Donuts) also in close proximity to target audience and 
have strong online presence. Competition also has established brand and large market share.



TargeT audIenCe
Demographic
USF students ages 17-25

Geographic
Bagels Plus is conveniently located less than 5 minutes away from the USF Tampa campus. It is easily accessible 
to students that live within a 10 mile radius of the USF Tampa campus

Psychographic
USF student customers find Bagels Plus to be the perfect place to go for a quick bite to eat on their way to or 
from the USF Tampa Campus. These customers are typically young adults living a busy lifestyle on a budget.

Positioning Strategy Statement
Bagels Plus is a different kind of bagel shop that is a fresh, healthy and more 
varied alternative compared to the competition for USF students. The 
advertising for Bagels Plus should emphasize that the bagel shop offers a 
“plus”- in both the freshness of its products and the varied menu options- 
that create a special, unique dining experience that will not only leave 
customers feeling satisfied but also feeling and being healthier. This experience
is something that chain bagel stores and mainstream fast food restaurants 
simply can’t provide. At the same time, the advertising should emphasize 
the reinvention of the current brand complete with a new logo to appeal to 
the target audience.



buyer analysIs
Bagels Plus’ product doesn’t have a specific buyer. The product is targeted toward a wide range of audienc-
es. However the general buyers of the product are Tampa locals such as USF students and early commuters.
 
The buying decision is generally made by the customer although the decision can also be made by employ-
ees if asked for their recommendation. The influencer can be people accompanying the customer or anoth-
er patron in the store. Bagels Plus employees can also directly influence buying decisions . Owner Steve Aziz 
would like customers to return because they trust the business and trust the product.

The demographic factors that influence buying decisions are the fact that the shop is located near a university 
and a metro area which makes it ideal for consumers to stop and eat at their convenience. Geographic fac-
tors that influence buying decisions are the location of the shop on a central road frequented by commuters 
which lends to more business. 

The product is a low-involvement purchase as all that needs to be invested by 
the customer is a small amount of money and time.



COmpeTITIve analysIs
Bagels Plus is in direct competition with Einstein Bros Bagels, Dunkin’ Donuts, Sunshine Bagel Co., Big Apple Ba-
gels (BAB) and Bruegger’s Bagels. Each is or mainly focused on serving breakfast, lunch (sandwiches) and/ or 
pastries on or near the USF Tampa campus.

Bagels Plus is in indirect competition with Panera Bread, Hattie’s Cafe & Beanery and a host of other bagel dis-
tributors and cafes that don’t focus on bagels or pastries specifically, but specialize in breakfast or lunch and sell 
bagels as an option. 

The strengths of the client are all natural ingredients with no added salt or sugar. The client has a competitive 
advantage in it’s proxiimty to the university and a large consumer market, being just one block away, com-
pared to several miles in the case of some of it’s competitors. The client also has a reputation of quality products 
and service, being smaller and more personal than some of the larger competitors. The client is mainly adver-
tised by its consumers voicing their opinions. The client definitely lacks strong branding and funded advertising.

The weakness of the company however, is that it does not have the brand 
power of Dunkin Donuts or Einstein’s, its largest direct competitors and 
therefore doesn’t have the same reach. Einstein Bros Bagels operates 773 
stores nationwide and Dunkin Donuts operates nearly 10,800 locations in 31 
countries as a global marketer. Bagels Plus, on the other hand, only has one 
location. Bagels Plus has local competition that offers catering services as 
well as delivery, whereas Bagels Plus does not.



CreaTIve sTraTegy
Target Audience
College students in the USF community between the ages of 17 - 25 who enjoy eating fresh, quality food at a 
relatively low price.

Objectives
 - To increase brand awareness and recognition of Bagels Plus.
 - To increase the knowledge about Bagels Plus’ menu options that are made in-house daily.
 - To increase awareness that Bagels Plus has more to offer, including a broader menu and healthier 
   options.

Campaign Strategy
For our client, Bagels Plus, we wanted to design an ad campaign that emphasizes “plus,” which is embodied in 
the slogan “More than just bagels.” We wanted to make sure that people knew that it wasn’t just another 
bagel shop and that going there has some unique benefits. The real “plus” in 
Bagels Plus that we were trying to emphasize is actually multi-faceted.  Our 
client provides a full lunch menu that includes hot and cold sandwiches, not just 
hot or cold bagels. However, the greatest “plus” is the freshness of ingredients 
combined with a unique cooking method to create a healthy, clean, 
non – processed meal option. Bagels Plus is essentially a unique dining experience 
which will leave customers not only satisfied but feeling and being healthier. It’s 
something that chain bagel stores and mainstream fast food restaurants simply 
can’t provide.

We are going for an overall tone that reflects the fresh new outlook and a total 
rebranding of Bagels Plus. That tone is one of excitement as our client breaks the 
mold of the simple, grey, boring bagel shop and offers a “plus” available only at 
Bagels Plus.



medIa
Media Mix - For our client, we will be using newspaper ads, flyers, social media and promotions to advertise 
Bagels Plus. We chose these forms of media because of who our target audience is. With our largest and 
primary audience being USF students, it makes sense to advertise in USF’s own school newspaper as well as 
social media, where a large part of the student body, mostly young adults, are involved in some way. As for 
the flyers, that is where the “healthy alternative” platform of this campaign comes into play. We will also imple-
ment a pulsing continuity pattern with these media. 

IMC Mix- In the beginning of our campaign, we will utilize sales promotions and flyers early on to increase 
awareness of Bagel Plus. Throughout the campaign, social media and an online presence with a brand new 
website will allow two-way communication between the target audience and business as well as to announce 
various promotional offers and advertise the quality of the products with the Bagels Plus video. Then, direct 
marketing in the form of newspaper advertisements will be used to maintain exposure and reach out to addi-
tional segments of the market. 

Promotions - Coupons will not only be handed out to students during the 
weekly Bull Market, but will also be featured on social media, in USF’s Oracle
newspapaer, and in the form of QR codes on flyers/print advertisements. 
On the Bagels Plus social media handles, website and in the location itself, 
incentives will be posted to follow Bagels Plus on social media, i.e a post or 
a sign that states “Follow us on Facebook or Twitter to receive a free bagel, 
coffee, etc.



Flyers - Flyers will be posted outside of the USF Recreation Center, dining halls and Marshall Student Center 
to gain more visibility of the new logo while utilizing a comparative advertising model. This will emphasize the 
healthy benefits the customer will receive when they dine with Bagels Plus. Posting these flyers outside of the 
Recreation Center will be effective in spreading the word about Bagels Plus being a healthy alternative for 
health conscious students on campus. Dining halls are another ideal choice for ad placement, as many stu-
dents that eat there are looking for other alternatives as they grow bored of the meal plan offerings. The Mar-
shall Student Center is one of the most heavily-trafficked buildings on campus, therefore it is a prime location 
for gaining visibility. While the Marshall Center is under contract with the restaurants it has, we will still post flyers 
on the bulletin board on the first floor, as well as on the bulletin board in the breezeway by the center. During 
Bull Market, which takes place right outside the Marshall Center, we will also hand out flyers to students walking 
through. 

Newspaper - Our campaign will include ads in USF’s newspaper “The Oracle.” The ads will be similar to the 
flyers in style and content with promotional offers included. The ads will also list Bagels Plus’ online information. 
The ads will run four times throughout the year, once every three months, just to keep reminding our audience 
about Bagels Plus.

Public Relations and Social Media - A revamped Facebook page and new Twitter page will be utilized to pro-
mote new items, offer discounts or announce specials, as well as showcase the wide variety of products of-
fered at Bagels Plus. The employees under the owner, such as part-time employees and the assistant manager, 
will take turns managing the Bagels Plus social media accounts of Twitter and Facebook. We are suggesting 
that the employees take turns managing the profiles each week so that each person can become familiar 
with the Bagels Plus sites and get to know the clients better by individually interacting with them. Each employ-
ee could make their presence known on the sites, making it easier for clients to get to know them and start 
establishing a relationship. Through two-way communication via social media, clients will already know the 
employees when they visit the store location. This won’t cost any extra money and would be very little extra 
time for the employees. Social media is widely used today, so there is a very likely possibility that the part-time 
employees already know the ins-and-outs of Twitter and Facebook. This makes for an easy change.

Video - A video showcasing the superiority of the products that are freshly made with top quality products at 
the Bagels Plus location will be featured on the Bagels Plus Facebook, Twitter and website. The video details 
the process of how the bagels at Bagels Plus are made. The bagels are boiled, baked and served fresh every 
morning, never frozen. This is a central component to the “plus” of Bagels Plus, as other bagel shops do not 
serve healthy, fresh bagels. This video will be an eye-opening and intriguing component to the campaign and 
will verify the process of providing fresh bagels each day, hopefully influencing customers to come in to try 
them.



CreaTIve exeCuTIOns

Direct Marketing: Flyers/ Newspaper Ads



Promotions: Coupons/ QR Codes



Public Relations 
and
Social Media



Brand New
Bagels Plus
Website



budgeT
In order to achieve our campaign objectives, we plan to spend no more than $5000 in total for the year. The 
budgeting method that will be employed is the task objective budgeting method. Through this method, an 
amount of the overall budget will be allocated to accomplishing each task. This includes ads in the Oracle, 
printing flyers/coupons, creating a video, maintaining social media and allocating promotions. We believe this 
particular method will best help us achieve our campaign objectives.

Oracle ads come in packages four times a year for $625; therefore, most of the budget will be allocated to 
that.

We will also have to pay for 
paper and printing charges 
for coupons, which is relatively 
inexpensive.

As for social media, there will 
be relatively no cost, 
considering an employee at 
Bagels Plus will be in charge of 
upkeep.



evaluaTIOn & COnTrOl
In order to appraise the effectiveness of our IMC campaign, we plan to conduct student surveys around USF 
campus after its release to get a better idea of the impact our campaign has had on the student body. The 
surveys will be conducted anonymously and randomly.

A few sample questions that will be included in the survey are as follows:

1. Have you been to Bagels Plus? Why?       4. How many times have you been?
2. If so, how did you hear about it?              5. When was the last time you went?
3. What did you order?                                    6. What is your impression of Bagels Plus?
 
Our goal is to get an accurate figure of the increase in the amount of visits students pay to Bagels Plus in a two 
month period following the release of our campaign. Members of our team with willing participants will con-
duct the surveys. 

In addition, we plan to measure the success of our campaign through the 
social media outlets. We will gauge the campaign’s effectiveness through 
the activity on the Bagels Plus Twitter account i.e. (number of followers, 
number of retweets, number of favorites, number of hashtag uses) and 
also through the Bagels Plus Facebook page based on the total number 
of likes and comments that the page receives in the months following the 
release of the IMC campaign. 

We will also tally the number of coupons redeemed at the Bagels Plus location 
after the release of the campaign.


