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Marketing Matrix for Chipotle
Part I
Chipotle is a limited-service restaurant chain with over 2,500 locations worldwide. The majority of the restaurants are located in the United States, with a few scattered around Canada, the United Kingdom, Germany, and France. Burritos, burrito bowls, tacos, and salads are available at Chipotle Mexican Grill. It also serves a range of beverages as well as sides like tortilla chips and guacamole. The product of focus in this assignment is burritos, a product in which Chipotle has incorporated the four main strategy areas: product, price, place, and promotion, to help them generate more revenues in a highly competitive industry.
First, Chipotle has a well-organized product strategy to assist in developing burritos that satisfy the needs of its target market. Chipotle's customers are college students and young millennials. These millennials prefer quality over price, and cooking healthy food is a hobby for many people due to their knowledge of one's health. When these young people are pressured for time, as is typical, they will require a healthy alternative to cooking and will be forced to dine out. As a healthier alternative to fast food, they resort to fast-casual eateries like Chipotle. Chipotle's idea of "Food with Integrity" has helped them win customers by focusing on this millennials market. 
Second, Chipotle has focused on a place strategy to make it convenient for customers to buy their products. Chipotle distributes its personalized meal products through two main channels: assembly lines in its main shops and mobile application. Many of these areas are close to college campuses, urban hubs, and working-class neighborhoods. Chipotle, for example, is located at 7332 Baltimore Ave, College Park, MD 20740, United States, in the College Park Shopping Center. Also, customers can place digital orders using an app or website, and delivery is provided to them wherever they are. Chipotle also provides a catering option, where they will come to your location and set up a “make your own burrito” station that can accommodate anywhere from 15 to 200 people. These features of the company make Chipotle much more accessible and appealing to customers.
Third, Chipotle strives to set itself apart by employing a bargain pricing strategy. Chipotle's burritos have developed such a strong demand that one can be seen queues wrapping around the restaurant from the entryway to the assembly line. They can charge high prices for their meals because demand is always steady; therefore, they don't lose money or consumers. The price of their burrito is also determined by the type of meat you order. The price can be anything from $6.50 for the chicken to $7.20 for the steak. Essentially, depending on one's individual preferences, a consumer can obtain a great, healthy lunch for anywhere between $8.00 and $12.00.
Finally, Chipotle offers a range of promos to educate and encourage customers to purchase burritos. For example, Chipotle has a Halloween costume contest called Boorito, in which they give discounted burritos to anyone who dresses up in a costume. They also feature student discounts at some locations and occasionally provide promotions on Facebook or Twitter. Chipotle's new customers come via word of mouth, and the company expects these same consumers to return because of their happiness. Chipotle also promotes its business by encouraging customers to join the Farm Team, a loyalty program in which they receive incentives for their purchases, usually in vouchers for reduced groceries. The company also relies on rewards as a promotion strategy.
In summary, Chipotle employs the marketing mix to sell burritos to a specific demographic of customers, many of whom are millennials. Also, the company produces high-quality, healthful burritos that command a hefty premium. In addition, the organization can attract more clients with proper market positioning and suitable promotion. As a result, adopting a marketing mix within a company helps it succeed.
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Chipotle strategies for the 4Ps are effective. To begin with, Chipotle adopt a successful product strategy that involves creating healthy burritos, meeting the needs of its target market, the millennials. Second, the pricing strategy of the burritos enables the company to maximize profit after considering the costs. The price also reflects the value of healthy food the customers are going to get from it. Third, Chipotle uses fast-casual restaurants located nearer to their target market and mobile application synchronized with the website to place their product as conveniently as possible for customers to buy them. Finally, Chipotle, rely on word of mouth, layout programs, social media advertising, and giving rewards to customers that have highly promoted the company's product.
Chipotle is becoming more effective by incorporating innovation, providing excellent customer service, and generating high-quality food. Mobile car side pickup, a digital-only retail prototype, digital order customization, and a Facebook Messenger concierge bot are among the company's technology innovation projects. In addition, Chipotle provides the best customer service. The company invests in developing staff with the social sensitivity and work ethic needed to deal competently with consumers. Chipotle's focus on simplicity and high-quality ingredients has made the restaurant extremely popular among customers who appreciate delicious and healthful meals. These aspects the company is undertaking make it more effective.
Chipotle engages in activities such as remodeling its stores which may not be that effective. Even though Chipotle spends millions of dollars remodeling, updating, and refreshing its stores, it's uncertain whether such significant investments are worthwhile. According to previous research, remodeling has just a short-term impact. Following the refurbishment project, sales increased. After the makeover, however, new customer sales are much greater than existing customer purchases, and this difference lasts for a year. After that, more new clients are lured to the redesigned store, where they spend more each visit and visit more frequently, resulting in higher sales to new customers. Therefore, remodeling is a short-term benefit and may not be very effective for Chipotle.
I suggest Chipotle improve its advertising approach by issuing refunds to keep customers pleased. Refunds are a technique of assuring your customers that your goods are of high quality. Knowing that you may get your money back if you are not satisfied with the product will encourage you to try it. Customers will not ask for their money back if they use this form of brand promotion technique because they will fall in love with the brand. Therefore, Chipotle should adopt this technique because their brand is of high quality, and customers will fall in love with it.

