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Situational Analysis
Authentic and handmade in TX. 
First commercially produced American
Sotol.
Natural ingredients.
Attention from top media outlets.

Unfamiliarity of Sotol. 
Personal taste preferences.
High price.
Often mistaken for the Tequila family.

Urbanites are exploratory drinkers.
Marketing as a low-calorie drink option
with natural ingredients.
The tequila industry has projected that
production will be limited, which gives
Sotol the chance in the spotlight. ¹
Creating unique experiences for
consumers is trending. ¹

Whiskey is the fastest-growing type of
spirit. ²
Americans drink at home most often.
Cannabis legalization and CBD infused
drinks. 
Cheaper spirits.

Strengths

Weaknesses

Opportunities

Threats
 

3



Increase brand awareness in new locations
across multimedia platforms, out-of-home
advertising, and experiential events to
generate brand buzz.
 
Promote Texas Happy Hour indulgence and
leverage Desert Door Sotol’s natural
ingredients and rich history. 
 
Incentivize consumers to experiment with
an emerging spirit in the beverage
industry, sotol.

Challenge
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Experience the Texas
happy hour

Many people come to visit Texas for a variety of reasons. It
may be the food, the people, or the scenery, but it’s really
about the experience. Whether you live in Texas or out-of

the state, every individual deserves to indulge in a taste of
Texas. People have not heard what sotol is and don’t see a

difference of quality from other drinking products. Desert
Door is here to help people understand what sotol is

through the taste of Texas history and the awe inspiring
desert. With every sip, Desert Door Texas Sotol delivers

quality taste to consumers and an opportunity to experience
their very own Texas Happy Hour.
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“I like the idea that it came from Texas, it feels close to home
and I can relate to the person that made it”

“I look for high quality and preferably organic alcohol.”
“I think of the quality is good then that makes the product

worth it.”
“I prefer quality and taste over the location of where the

alcohol was made”

Primary Research
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Urbanites are generally exploratory drinkers; they enjoy
trying out different drinks while on-premise. They are

motivated by staff recommendations and suggested pairings
and are most responsive to local and craft claims.

 
 

The subgroup that is more likely than the overall sample to
agree with the statement “I always drink new drinks” is
consumers aged 22 and up who are drinking alcoholic

beverages at restaurants or bars more often and who live in
urban areas.

Secondary Research
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Target Audience: The
adventure seeker

The Adventure Seekers consist of Millennials in Urban and Suburban areas, ages
25 to 39 years old. They earn an average median income of $69,000 and are

willing to spend more on affordable luxuries.¹ Some of their interests include
travel, music and the culinary scene. Adventure Seekers are eager to learn

about authentic products, the farm to table movement, up-and-coming trends and
often gravitate toward local and craft claims.  Several Adventure Seekers are

on alternative diets such as paleo and ketogenic, which limits their consumption
options. These consumers are extremely health conscious and on the lookout for
healthier, organic drink choices. They are exploratory drinkers and respond well
to unique consumer experiences and local brands with a history when trying new
brands. This segment is digital savvy and consumes media through channels such

as Instagram, Facebook, Snapchat and Twitter. They are heavily influenced by
peer recommendations and advertising they see throughout social media.

21https://www.cnbc.com/2019/01/11/millennials-households-earn-more-money-than-ever-heres-the-problem.html



Goals
 Keep business up-to-date in changing world
Road trip across United States
Or an experience to be felt

Motivation
 

Frustrations
making bad purchasing decisions
Inability to quickly find problem areas

John is a financial analyst bases in
Nashville who travels often for business,
and enjoys travel for leisure as well. His
leisurely travel involves visiting National
Parks and fishing destinations. John seeks
local historic restaurants and brands when
traveling. Although he spends a lot of time
in the office cramming numbers, John finds
tranquility in the outdoors.

Bioage: 29
Work: Financial Analyst
Family: Married, 1 child
Location: Nashville, TN
Tier: The Frequent Traveler

 Brands & Influencers

Incentive

Fear

Growth

Power

Social

John Ferguson

Traditional Ads

Online & Social Media

Referral

Guerilla Efforts & PR

Personality
ExtrovertIntrovert

Thinking Feeling

Sensing Intuition

Judging Perceiving

Happiness is only real
when shared. -
Christopher McCandless
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Social
Sponsored articles about our speakeasy saloons
Speakeasy saloons
OOH
Tasty Themed Videos

Media Mix

23



OOH Creative
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Can You Find
the desert door ? Experience

The Texas

Happy Hour.
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Social Creative
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Flowchart
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Online Budget
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Terrestrial Budget
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While most of the campaign uses vehicles that are awareness-based, we
also have media in place that focuses on quality engagements rather
than quality. Based on our research, Desert Door’s biggest challenge
is educating consumers on what Sotol is first. Since there is not much
knowledge on the category, it was not as important to separate Desert

Door from their competitors, which even there are slim. 
Therefore, the campaign’s success will be based primarily on
awareness over sales, and with over 120 million engagements

throughout the 6-month campaign, Desert Door as well as the Sotol
category is sure to gain buzz among those who would be the most likely

to seek out Sotol out of their homes and at home.

Measurement
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We’d love
for y’all to

join our
Texas
Happy

Hour. It’s 5
o’clock

somewhere!44


