
etter, juicier. tastier faji- 
tas! That's what Marco's 

Mexican Restaurants. a 

2~hes tauran t  chain, or lrrs to 

'I'rvas consumers. The chain 

lias heen licensed since Orto- 
her 1993 to promote CertiFird 

A n p s  l 3 r t P '  product. For the 

first six months. Marco's pro- 
m o t r d  better. juicier. tast im 

Cer t i f ied Angiis Beef k j i t a s  
wi th  its first. extensive. niain- 

stream campaign. 

'Certified \rips B e d  prod- 

uct pw us the opportunity to 
stress q ~ i a l i t ~ . "  sa\s D iane  

Trrpper. Marco's director of 
marketing. So. Marco's placed 

the advertising message every- 
where. It l ) r p n  with O'rtified 

Angus B c d  lo"; sticktars o n  

earti menu. From therr. Dianr 
~ e p n  training restaurant rnan- 

agrmcnt and waitstaff. I<diira- 
l ional  materials inr l i idct i  the 
Cer t i f i rd  \nguus Beef ((: W) 
Program's "Setting the l k c o r d  

Straight'' video. Certified An- 

gus Beef product Fact eard and 

a poster i n  the cooking area 
listing prc~hic t  attrihtc'i. 

'\\ c promoted the message 
t o  wai ts ta l l '  as wel l  as con-  

sii~nrrs." D i a n r  explains. At 
store l ~ \ v l .  t a l i l r  t r n t s  and 
posters werr used to introduce 

the product to custoinihrs. -. I hen. Marrn's developed a 

30-*econ(l r o i n ~ n t ~ r c i a l .  The  
"better. juicier. tastier" advrr- 

ti-emcnt initially pla!rd during 

halftime at Hous ton  O i l e r  

p m v s  at t h r  Astrodome. I t  also 
played on I louston metro arca 

cable television stations. Addi- 
tional promotion-, included ra- 

Above An enthusiastic employee dl Mdrcos Great Taste ol Texas booth Below Marcos Ceiiitied Angus Beetb~ii/)oa!d 

1 Ionston arca food festivals 
~ r t -  also iiwi as prornotionul 

v ~ h i c l r s  d i i r i ng t l i e  six-month 

introdurtor> period. Certified 
Angus Beel product was wried 
over nactios or in la,jiias during 

t h r  festivals. I n  addit ion. a 

boo th  at the Crrrt t  Taste of  
I louston. t l i r  city's l a r p t  t,pi- 

cureaii evt-nt. displa\ed liiin- 

off." sii>s 1)iant-. "\\c'v Iiad \npi-i R r r l  product t l i roi igl i  

nothiiig l ~ n t  roiriplirnrnts from Ki~iidall 's Food \larkrt. a 70- 
riistoinrrs.~' storr licrn-ird retail cliain. and 

\ I t l i o u ~ l i  \1;m~1'+ mariagv- 30 other licensed iirea rcstan- . . I < I  

n r rs  and +ns which r n t i w d  n n ~ n t  was Irrn or ;in i~\tivisi\c. rant-. 
d io  commercials, newspaper 1 conwmers to t n  tin' new lu,ji- ~ywn=.ivv cainp;iipn. Marco's i'i '"0-rti l ivd \ n p *  B t d  
achertiscmriits wit t i  coupons t aq .  1 rrupin";Iir l ) ~ ~ i d i t s  of axocia- 1 net i s  a coinlort zone lor ron- 

and a Q ~ t i l i e d  A n p s  B rd  lo '"It's all just starting to pa) t i o n  *it11 a qnalit! product. sunicra." sa!s hat l i l r rn  Gomar- 
1 1Ioi1'iton ronsiinirrs liiiir also do. I ' r rrdinai i  l:ood Srrv i c r  
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