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CONTEXT

Chipotle is different
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of our waste from landfills
during 2020.

-

e Real FOODPRINT

$10.5M

raised in support of causes for
racial justice, real food access,
and community empowerment

S5K

‘Seed Grants' to fifty young
farmers every year

50%

of Chipotle's waste
stays out of landfills
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CONTEXT

They have a campaign that
expresses that difference —

IS A CO-FOUNDER.

(¢[cHIPOTLE
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AUDIENCE TRUTH

The things that Chipotle

cares about also matters to
our affluent, eco-conscious

audience

Chipotle consumers take a more progressive
stand on sustainability initiatives and ethical
sourcing of ingredients.

1.bx

More likely to educate themselves about
sustainability and exploring new way to
be sustainable

74%

Consumers feel that food brands should
be more transparent about farming
practices

Source: Chipotle Consumer Profile
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THE BIG QUESTION

So why are they still lagging RELEVANCE
O ACCESS & PRESENCE
on metrics focused on

emotional connection
and relevance?

ESTEEM
BRAND PERCEPTION

OPPORTUNITY
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THE CHALLENGE

The bar for belief
has got higher

88%

of consumers don't immediately
trust brands that say they're

“sustainable”

- Genomatica

M%

of our audience says companies
claim to be eco-friendly even when

their actions aren't
- One Poll
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In the past Chipotle has been
able to clear that bar with ‘

\
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http://www.youtube.com/watch?v=CVBQeGwsiQc

LOOKING BACK

But they haven't been able to deliver
the same magic consistently

Funny. Breaks through. Shows the difference. Includes appetite appeal.
Mixed real metaphors. Limited appetite appeal. Feels authentic. But a bit quiet.
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THE JOB TO BE DONE

Getting there isn't about ‘I don't need people to

filling heads with facts know all this stuff. | just
. need them to feel we're
It's about filling hearts different in their hearts.”

With belief - Chris Brandt, Chief Marketing Officer

Cartwright
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THEJOB TOBED
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EEEEEEEEEEEE

CRAVEABLE FOOD
YOU BELIEVE ISBETTER

Cartwright



THE CORE BRIEF

“The better food is raised and
prepared the better it tastes”

CRAVEABLE FOOD
YOU BELIEVE ISBETTER

Better for Better for Better for Better for
you the earth farmers workers

Cartwright
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Let's talk tone
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TONE

THE WILL TO SUCCEED IS ALWAYS™WELCOME HERE. 84 Lumber:
“The Entire Journey”

84

It's been pretty grim out there

Many brands have felt the L
need to reflect that in comms

“We're Never Lost if We
Can Find Each Other”

Cartwright
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TONE

They still believe brands
have an important role to
play in tackling big issues

62%

of consumers say that they want to
collaborate with brands on addressing
issues, including racism, climate change
and gender inequality.

44 %

of our audience believes that companies
have a lot of responsibility in addressing

environmental sustainability
- Juv Consulting

- We Forum
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TONE

But they’re gravitating toward
brands that do it in a playful,
swaggery, human way

HEY VEGAN, =
PRE-VEGAN, NON- =
VEGAN, HAVE-NO-

IDEA-WHAT-VEGAN- |,
MEANS ICE CREAM |
LOVER. WE MADE

THIS FOR YOU.

S$700M

Oatly revenue Liquid Death
Skyrockets valuation grows
(in2021) exponentially

(S130M in revenue)

Cartwright
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MAKE A SERIOUS DIFFERENCE
WITHOUT BEING SERIOUS

Serve up big With chunks A sprinkling of And a giant
bowls of of inclusive well-observed dollop of
optimism energy humor cultural fun
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Strategic Territories
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WHAT’'S AHEAD AND A BRIEF RECAP

(that clients gravitated toward)

/

Two strategic territories
designed to...

GET
Our affluent, eco-conscious audience

TO
Believe in our mission and our food

BY
Lighting up their inner Homers and
their inner Lisas

WITH
Stories and actions that make a
serious difference without being serious

Cartwright


https://media.wholefoodsmarket.com/quality-and-transparent-sourcing-drive-millennial-food-choices-according-to/

HOW TO EVALUATE TERRITORIES

Each territory should be able to speak to:

SPEAK TO THEIR SATISFY THEIR TURN SKEPTICS

INNER LISAS INNER HOMERS INTO BELIEVERS
Reminds people of the work we do Makes people Overcomes their BS radar and
to cultivate a better world crave our food make them feel something

Cartwright
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THE ONE WHERE
WE RECLAIM
LEADERSHIP
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When “Back To The Start”
dropped, the idea of real,
sustainable food from a
fast casual restaurant
was a game-changer




CATEGORY TRUTH

It put the industry on notice

It supercharged the brand
and business

And it set a higher standard for
the rest of the world to chase

The day after it ran, McDonald's and Bon
Appetit Management Company
announced animal welfare goals.

400M+ earned media impressions
2x Cannes Lions Grand Prix

“How Chipotle Changed American Fast
Food Forever”
- Fast Company

“Chipotle's Enchanting Video Captures
The Brand's Dedication To Transparency

And Quality Ingredients”
- DesignRush

Cartwright



http://hsus.typepad.com/wayne/2012/02/mcdonalds-news.html
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CATEGORY TRUTH

A decade later the
landscape looks different

Not just greenwashing,
but real-washing as well

Yo know when it’s real.

2009: Wendy's
“You Know When It's Real”

2016: McDonalds China
“Real. Good.”

Thank you
for suing us.

Here’s the truth about our seasoned beef.

REAL*BEEF |

2014: Taco Bell
“88% Beef”

2019: Burger King
“Moldy Whopper”
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AUDIENCE TRUTH

Our audience is skeptical
about sustainability and real
food claims that “try too hard”

For them, modern brands are
guilty until proven green

‘Gen Zis skeptical of "sincere” green marketing from brands.
Adding a “sustainable” or "eco-friendly” buzzword to your
products or posting an Earth Day graphic won't be enough.
Gen Z needs undeniable evidence of your brand’s impact.”

- Team Lewis, 2022




CHIPOTLE TRUTH ~

‘Gen / feels the word sustainability’ has been
losing its valuable meaningover the years.”

-Juv Consulting

With all the green noise

around us, ChiPOtle'S cultural “It's become a marketing.scheme like there’s
nothing that’s actually s@taiftable. It's just
edge has been dulled something that comp love to put on labels

to entice censume
slightly reusing so
this is sustainable:

if campanies are
f'p‘ey can be like, hey,

b\ Andrew, 22, he/him
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CHIPOTLE TRUTH

Making real fooc
accessible for all

WE PAY AROUND $300 MILLION IN PRICE PREMIUMS PER Y|
REAL FOOD THAT IS GROWN SUSTAINABLY AND RESPONS

NEXT

$5,000 $5 MILLION LONG-TERM GENERATION
SEED GRANTS COMMITMENT CONTRACTS SCHOLARSHIPS

TRACTOR CHIPOTLE
600DS

CHIPOTLE
ALUMINARIES BEVERAGES

@lcHiporie) §
" SUSTAINABIL 1

FOUNDATION

YOUNG FARMERS

HELP INFLUENCE THETRANSITION OF
1 MILLION ACRES OF FARMLAND T0
THE NEXT GENERATION OF FARMERS

(¢[chiporie]

Real FOODPRINT
aA ‘&%r“ &

-

Artificial flavors, Froozers, can

colors, or openers,

preservatives. or shorteuts.
<

chipotle ®  Messace [N B3 -

400 posts 1M followers 206 following

Chipotle
Cultivate a better world.
chipotle.com

Followed by grampson, tanksgoodnews, tonyhawk + 2 more

©POSTS ©REELS TAGGED

YOUNG FARMERS

HELP INFLUENCE THE TRANSITION OF
1 MILLION ACRES OF FARMLAND TO
THE NEXT GENERATION OF FARMERS,




- We negd.;cgfjf\d a way

- make people feel it an
“ believe it.

. Not by beating our chest or
throwing a fist in the air, but wi
1 q
smile and maybe even a little




CHIPOTLE TRUTH

Because Chipotle’s not just For Real.

Their...

Cartwright
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CREATIVE STRATEGY

FOR REAL. FOR REAL.

Reclaim leadership by setting a new, higher bar for realness

Cartwright



CHIPOTLE TRUTH

Chipotle’s For Real, For Real about:

FLAVOR

Chipotle believes there is a direct
connection between how food is
raised and prepared and how it

tastes —and will go to any length to

deliver on it.

“Has food | crave” is the number 2
driver of Chipotle consideration

FARMERS

Committed S5 million to young
farmers over five years

Invested over $S23.3 million into
local food systems

EARTH

Energy conservation efforts
saved an estimated 65,582
megawatt-hours of energy

All animals are raised without
the use of subtherapeutic

antibiotics or added hormones.

PEOPLE

Offered industry-leading,
debt-free degrees in business
for employees

Developed a robust minority
supplier development program

Cartwright



THOUGHT STARTER

No guac today. We
weren't able to find
enough avocados
that met the bar.

We're For Real.
For Real.

WE COULD SAY THINGS LIKE:

We're so serious
about fresh, can
openers are
cancelled in all of our
3,000 restaurants.

We're For Real.
For Real.

We don't just talk the
talk. We guac the
guac.

We're For Real.
For Real.

Cartwright



HOW IT WORKS

We're For Real. For Real.
Reclaiming leadership by setting
a new, higher bar for realness

CHANNELS THEIR SPEAKS TO THEIR

INNER LISA INNER HOMER
Holds us to a higher standard Expresses our belief that the
with brick-to-forehead clarity realer we keep it, the better
| it tastes

TURNS SKEPTICS
INTO BELIEVERS

Puts a stake in the ground
that separates us from
the pretenders

Cartwright
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THE ONE WHERE
WE RALLY OUR
COMMUNITY

Cartwright



CULTURAL TRUTH W .

This is the age of fal

From Swifties and Beliebg"“'
From iPhone Loyalists to /
no matter yo

Wright




AUDIENCE TRUTH

They're how we define ourselves

They give us a collective sense of
belonging—a group we can
relate to, rock with and rely on

Cartwright
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AUDIENCE TRUTH

These cultural cliques are
the new demographics

“In our modern era, traditional
demographics no longer define us as

well as we needs them to.”
- Flex MR

“Netflix divides its 93 million users around
the world into 1,300 taste communities”™

- Quartz

“We have seen that where you live, gender, age and
other demographics are not significantly indicative
of the content you will enjoy. Time after time, we see
that what members actually watch and do on the
service transcends the predictions of stereotypical

demographics.”
- Netflix

Cartwright
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AUDIENCE T

ite to Fishing
Nytrition to Netflix
Sailing to Sephora
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AUDIENCE TRUTH
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BRAND TRUTH

BEHIND

Looking back, however, the bulk
of Chipotle’s work has been from
the brand-out

Maybe it's time that changed ...

Cartwright
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BRAND TRUTH

Maybe it's time we gather their crew,
their collective, their cult — if you will

Cartwright
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BRAND TRUTH

Those with taste who can taste the difference
Who aren't easily led astray

Who crave what's Real

Cartwright
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BRAND TRUTH

Maybe it's time for Chipotle to...

Cartwright
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EEEEEEEEEEEEEEEE

GATHER THE TRUE
BELIEVERS OF REAL
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GATHER THE TRUE
BELIEVERS OF REAL

eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee
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THOUGHT STARTER

Calling all true
believers of real

We could say things like:

We believe whatever
the craving, burritos
are always the
answer

Life, liberty and the
pursuit of guacamole

Cartwright



HOW IT WORKS

Gather the True Believers of Real
Rally the ranks of people who
love real food and real purpose

SPEAK TO THEIR SATISFY THEIR

INNER LISA INNER HOMER
Show how Chipotle’s Demonstrate what
purpose aligns with their love of real food means and taste

real food and real change like from our audience’s
: perspective

TURNS SKEPTICS
INTO BELIEVERS

Show our believers that if
they hunger for a community
that's for real, they crave
Chipotle

Cartwright



Deliverables &
Next Steps
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DELIVERABLES

A BIG
IDEA

An idea that could become an
expansive creative platform
that lives under For Real

FILM
EXPRESSIONS

Long form works (60s and
30s), but 15s are a sweet spot
to crack

A CULTURAL
MOMENT TO MAKE A
STATEMENT

Break into the zeitgeist using
arelevant moment or act to
tell our story

Cartwright



NEXT STEPS

Weds 11.30: Briefing
Fri/Sat 12.2-3: Check-in with Keith
Mon 12.5: Final check-in

Client Presentation: December 13, 11:00 am (PT)

Cartwright



NEXT STEPS

Proposed Internal Reviews:

Thurs 11/10: Brief Creatives
Fri11/18: Creatives x Keith review
w/0 11/21: ** THANKSGIVING **
Weds 11/30: Creatives x Keith review
Fri12/2: Full team internal review
Weds 12/7: Full team internal review
Mon 12/12: Final internal review
Tues 12/13: Client Presentation

Cartwright



Recap
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RECAP

Two strategic territories designed to ...

GET SPEAK TO THEIR INNER LISAS
Our affluent, eco-conscious audience - Reminds people of the work we do to
. cultivate a better world
TO
Believe in our mission and our food ;.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:'.:;
BY . SATISFY THEIR INNER HOMERS :

Makes people crave our food and

Lighting up their inner Homers and feel good about eating it

theirinner Lisas

WITH | TURN SKEPTICS INTO BELIEVERS
Stories and actions that make a ~ Show people Chipotle’s relevance
serious difference without being serious . intheir lives

Cartwright
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CORE BRIEF

TERRITORIES
FOR REAL. GATHER THE TRUE
FOR REAL. BELIEVERS OF REAL
Reclaim leadership by Rally the ranks of people
setting a new, higher bar who love real food and
for realness real purpose

Cartwright
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HOT LINKS

CREATIVE BRIEF ONE-PAGER
Everything in this doc in ere (three) condensed pages

THE PEOPLE OF CHIPOTLE
A deeper dive into the mindset and lifestyle of our consumer to help build out territory 2—Gather the True
Believers of Real.

CHIPOTLE FACTS CHEAT SHEET
All the good Chipotle is doing around flavor, food quality, animal welfare, farmers, the planet, people and
change—all in one place (One doc)

WHAT WE'RE MADE OF - Food with Integrity Guide
Chipotle’s deck of everything that goes into making Food with Integrity



https://docs.google.com/document/d/1AJp14wJcsK_IqJUxOxTzLE3fQ4MaSKD4VLB4EZCxLsI/edit?usp=sharing
https://docs.google.com/document/d/1cbpXY0OdHs4pijFxRjKHCfPQz9sVftQvsxlKRu6wU2w/edit?usp=sharing
https://docs.google.com/document/d/1mL53JFtPhAza7Q425-x4KkN84AbrE1XD2XWbKL8ATeo/edit?usp=sharing
https://drive.google.com/file/d/17-X2xfGRdEg_Hp6p1l13yJ-4jSZOaqry/view?usp=sharing

Past Work
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PAST WORK

Back to the Start - 2011 A Future Begins - 2021

A FUTURE

A SHORT FILM SUPPORTING
THE NEXT GENERATION OF FARMERS



https://www.youtube.com/watch?v=aMfSGt6rHos&t=1s
http://www.youtube.com/watch?v=aMfSGt6rHos
https://www.youtube.com/watch?v=HnwzRmqbWwE&t=1s
http://www.youtube.com/watch?v=HnwzRmqbWwE

PAST WORK

Can a Burrito Change the World? - 2021

CANABURRITO ™

CHANGE THE

o e
WORLD? /

WATCH THE FULL STORY =



https://www.youtube.com/playlist?list=PLo5Sq8vGKhMMJBi3TabvSH7w7UJyP-d5g
http://www.youtube.com/watch?v=vhPKTH8B-bE

PAST WORK

Behind the Foil - 2019



https://www.youtube.com/playlist?list=PLo5Sq8vGKhMOkm7MPyz1YfCzxHShj0HC5
http://www.youtube.com/watch?v=krzYtbgH7KM
http://www.youtube.com/watch?v=KUcpk1sI8F8

PAST WORK

Supporting Farmers - 2019

LEN COLE

; ARMER FOR CHIPOTLE



https://www.youtube.com/playlist?list=PLo5Sq8vGKhMMJBi3TabvSH7w7UJyP-d5g
http://www.youtube.com/watch?v=FIVWsxXGtdI
http://www.youtube.com/watch?v=Ot00wtyFFBo

PAST WORK

Team Chipotle - Unwrapped - 2021



https://www.youtube.com/playlist?list=PLo5Sq8vGKhMP0LdXBqaUCK-g0tNvNxjFv
http://www.youtube.com/watch?v=TOsDhpEpf14
http://www.youtube.com/watch?v=HGSFYSqANlg

PAST WORK

Bee For Real. - 2020



https://www.youtube.com/watch?v=7_3DDRW9z3s
http://www.youtube.com/watch?v=7_3DDRW9z3s

PAST WORK

As Real As It Gets - 2017



https://www.ispot.tv/ad/wLtK/chipotle-mexican-grill-real-as-it-gets-books-feat-john-mulaney

