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Murphy’s pub about 

MURPHY’S PUB | 4918 E. 2nd St. Long Beach, CA 90803

•  Established in 1985

•  Located above The Belmont Athletic 

Club in Belmont Shore, Long Beach

•  Offers 70 beers from around the world

•  Hall of Hops 

•  Pub-style Irish food

•  Outdoor patio overlooking 2nd street

•  9 HD televisions that show daily 

sporting events

•  Low key, every man’s bar where 

everyone can enjoy a nice beer
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INTERNAL SITUATION 

EXTERNAL SITUATION 

Work Environment : 
•  Informal structure
•  Dealing with drunk people
•  Casual atmosphere

Restaurant Environment : 
•  Bar-meets-pub style
•  Outdoor patio
•  Indoor dining

•  Located on busy 2nd St.

• Nightlife population

•  30,670 residents within the radius of Murphy’s Pub and Belmont Shores 

area code (90803)

• Near CSULB campus 
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SWOT ANALYSIS 
Strengths Weaknesses  

Opportunities Threats 

•  Knowledgeable staff
•  Loyal customer
•  Location
•  Good relationship with vendors
•  Exclusive beers

•  Getting involved and promoting 
with local events

•  Increase of discretionary income 
due to improvement of economy

•  Social media contests
•  Evolving demographics

•  Short staffed
•  Social media outlets aren’t 

updated frequently enough
•  Lack of advertising effort
•  Budget (no corporate backing)

•  Poor economy
•  Larger competition due to 

corporate backing
•  Proximity of location

MURPHY’S DIGITAL MARKETING REPORT // MKTG 437 FALL 2013 
6	  



SWOT ANALYSIS 
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•  Murphy’s Pub strengths increased due to the power of marketing.

•  Advertising went from being a weakness to being a strength.

•  Revamping and upkeeping all social media platforms became a 
strength and provided the opportunity to create social media contests 
successfully.

•  Recommendations can either be dead ends or can save a business. In 
this case, the recommendation to create a website specifically for 
Murphy’s Pub has the potential to create more customers.

extended 
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SWOT ANALYSIS 
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extended 

•  Proximity is no longer a threat to Murphy’s because day-by-day they 
are differentiating themselves from the rest by creating a great 
ambiance and attracting more customers (and loyal customers) into 
their bar. 


•  Poor economy will continue to be a threat - not only for Murphy’s 

but for every business in the current market.
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OBJECTIVES & GOALS Digital media 

•  Design an online presence that attracts the attention of current 
and potential customers


•  Develop customer interest and interaction to drive customers 

into the pub for promotions and special events

•  Increase brand recognition of the Murphy’s logo

•  Increase the spread of information via the business website

•  Utilize social media marketing, including Facebook, Instagram, 
and Yelp
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TARGET MARKET 
CRAFT BEER ENTHUSIASTS/
THE BEER CONNOISSEUR

•  Largest customer group
•  Primarily males 
•  Median age: 30
•  Average income: $25,320/yr
•  Career: 

o  Urban professionals, service 
workers, retirees, or students

•  Behavior: 
o  Traveling for new beer
o  Seeks adventure
o  Possible active social media user

[23-50]
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TARGET MARKET 

COLLEGE STUDENTS

•  2nd largest customer group
•  Males and females
•  Median age: 23
•  Average income: $12,000/year
•  Behavior:

o  Independent
o  Active user of all social media 

platforms
o  Seeks adventure
o  Spend money on inexpensive 

food and drinks

[21- 28]
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TARGET MARKET 
SPORT FANS

•  3rd largest customer group
•  Young, college educated male and 

female adults
•  Median age: 29
•  Average income: $52,270/year
•  Live in nearby cities
•  Behavior:

o  Attends sporting events
o  Seeks adventure
o  Loyal to team
o  Highly likely to use social media. 

Especially to stay up-to-date on 
sports.

[21-55]
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STRATEGIES Social media  

1.  

2.  

3.  

FACEBOOK: Showcase daily discounts, fun facts about beers, and 
promote posts about upcoming special promos. Should increase 
engagement, initiate conversation and drive constant communication.

INSTAGRAM: Run multiple contests that include liking and sharing a 
photo Murphy’s has posted and increase use of Murphy’s hashtag: 
#murphyspub.

YELP: Increase the number of reviews to showcase Murphy’s thriving 
business and customer relationship. Have bartenders and staff 
recommend to customers to leave a review in recognition of a deal. 

4.  WEBSITE: Recommend bar manager to create a website - especially for 
Murphy’s Pub - in hopes of increasing credibility and search engine 
optimization.

MURPHY’S DIGITAL MARKETING REPORT // MKTG 437 FALL 2013 
13	  



Activity schedule Social media  

Start Date End Date Budget
Devise social media schedule 
and commentary

10/1/2013 11/15/2013 -

Promote special Facebook 
posts

10/07/2013 11/15/2013 $25 1st week
$5/wk 

thereafter

Daily Facebook posts 10/01/2013 11/15/2013 -

Daily social media tracking 10/01/2013 11/15/2013 -

Promote Halloween contest  
via Instagram and Facebook

TBD 10/31/2013 -
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MEASURING 
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•  Conduct a daily social media tracking analysis throughout the 
month of October – Facebook, Instagram, and Yelp


•  Track number of submissions for contests and any special 

promotions

•  Track the number of interactions and conversations between 
Murphy’s and customers on Instagram and Facebook based on 
Facebook shares, “likes,” and comments
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SOCIAL MEDIA MARKETING ACTIVITIES  
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FACEBOOK 1. 
•  Prior to October 2013, Murphy’s Pub 

would gradually post status updates to 
their Facebook and receive a couple of 
”likes.” Readers never really interacted.


•  Comments were rarely left on any status 

update.

•  Facebook was meant to be used for 

visuals alongside with a status. However 
Murphy’s did not execute this action 
effectively.


•  Status update post were primarily text, 

with no corresponding photo.
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•  Increased 1,078 likes to 1,279 
•  19% increase   
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FACEBOOK 1. 

18	  



•  Facebook interaction was very impressive due to the tailored content 
for target markets.


•  Profile looked more appealing with photographs alongside status 

updates. No longer text heavy. 

•  All posts and content reflected Murphy’s personality as the go-to bar 
for everyone.

 
•  Established relationships with fans and potential customers by 

initiating conversation and responding to comments/questions.
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FACEBOOK 1. 
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1. 
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Mid-October: Murphy’s Pub page 
increased in “likes” and comments. 
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1. 
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•  By Halloween: Continuously generated “likes” and comments.

•  Promoted Halloween Instagram contest and special event via Facebook with a 
FB-exclusive flyer for one week only.



•  Gained brand awareness and allowed fans/customers to participate and and 
encouraged them to share content amongst people in their networks. 22	  



INSTAGRAM 2. 
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•  Original number of posts: 25

•  Uploaded a photo every 4.8 days

•  Lack of presence and original content

Our goal:
•  To increase Instagram followers from 207 

to 250, an increase of 43 or 20%

•  To increase engagement by 8%.
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What we did:
•  24 posts in 8 weeks

•  Average post every 2.5 days

•  Increased the number of posts by 52%

•  Increased followers to 337 and counting.  

Breaking our earlier prediction by 87 people.

•  Increased in total by 130 people in just 8 weeks, 

a 62% increase in followers for Instagram

•  Encouraged participation and constant 
engagement via hashtags and shareable 
content

INSTAGRAM 2. 
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•  Exclusively post deals and giveaways , 
i.e. Fridays with $5 22oz beer night to 
generate buzz, encourage 
conversation, and customer/fan 
participation.

•  New beers always posted on 
Instagram first. This increases the 
likelihood customers will follow to stay 
up-to-date on the latest Murphy’s 
news.

•  Is used to engage with potential and 
existing customers.

INSTAGRAM 2. 
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SPECIAL CONTEST 
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•  “Halloween Party + Costume Contest” was a 
promotion for Murphy’s annual Halloween 
party.

•   It was tried prior years but never was a 
success due to the lack of attendance; it was 
never advertised the way it was advertised 
this year. 



•  Ran for only one week contest

•  Required seeding from bartending staff to 
further advertise event and contest

•  Must share Murphy’s flyer with hashtag: 
#murphyspub. By having users share the flyer 
they are also promoting the event with the 
people in their network.

SPECIAL CONTEST 
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SPECIAL CONTEST 

•  While people are sharing and tagging themselves in Murphy’s photos, 
outsiders will be able to see their friends interacting with Murphy’s and 
become involved as well. 

•  Taking not just Murphy’s followers, but everyone that their friends are also 
following. 



•  Results: 
o  14 people reposted the 

pictured to enter
o  6 people used the coupon 

inside Murphy’s 
o  #murphyspub was used over 

20 times 
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•  Murphy’s Pub was at capacity that night with people in Halloween costumes 

because of the online promotion.


•  By making this night a success, we were able to use photos from the event on 
social media sites after the event.  These photos showed what a good time 
customers had and can be used next year to encourage people to go to 
Murphy’s for Halloween - or other events for that matter.
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SPECIAL CONTEST 
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YELP 3. 
Our goal was to increase Murphy’s Yelp reviews by 15%.  We were able to meet 
this goal by increasing the number of reviews from 72 to 83 (15% increase). 

First, we contacted Yelp in order to take ownership of a duplicate Yelp page that 
was made in Murphy’s name. Then, we asked the bar tenders to request reviews 
from satisfied customers.

!

!
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MURPHY’S WEBSITE 4. 
•  Murphy’s Pub did not have a website dedicated to the business.  

•  Instead, the pub shared a web page with Belmont Athletic Club – 
which is owned by the same management.  

•  The space on the web page was limited and not easily accessed.

•  Upon our suggestion, Murphy’s management created a website 

dedicated to Murphy’s.  

•  There you can find additional information that was not listed on the 
previous site including a map with location details, full food and 
beverage menus, and images of the pub’s food and atmosphere. 
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MURPHY’S WEBSITE 4. 
Then - seemingly unrelated website title:
www.belmontathleticclub.com
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MURPHY’S WEBSITE 4. 
Now - more appropriately named:
www.murphyspublongbeach.com

!
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OVERALL MEASUREMENTS 
What we strived for:
•  Increase Facebook likes from 1078 to 1186 (~10% increase)

o  Increase engagement from 1% to 5%
•  Increase Instagram followers from 207 to 250

o  Increase engagement by 5%
•  Increase Yelp reviews by 15%

What we accomplished:
•  Increased Facebook likes from 1078 to 1279 (~19% increase)

o  Increased engagement from 1% to 7%
•  Increased Instagram followers from 207 to 337

o  Increased engagement by 8%
•  Increased Yelp reviews by 15%
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OVERALL MEASUREMENTS 
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DISCOVERIES! WHAT WE LEARNED 
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INTEGRATION 
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•  Implementation of a digital marketing plan for a local business 
required more effort and flexibility due to the available (yet limited) 
resources. 


•  In order to measure improvements, integrate new digital marketing 

techniques, and initiate a change in Murphy’s digital habits, it was 
required to find a unified voice for Murphy’s as well as a brand 
personality for them to portray across all social media channels.

•  It was important to reach the target markets across all social media 
channels with the appropriate content, promotions, and images. 
This would increase the likelihood of target market participation. 
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TARGET MARKETING  
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•  It was important that the digital marketing plan catered to all of the 
appropriate target markets. Keeping in mind their:
o  Social media behavior 
o  Spending habits
o  Interests
o  Preferences in regards to bar promotions and events
which can increase the quantity and quality of interaction on all the 
social media channels


•  Always stay on top of what’s trending in each target market and 
social media. Anything can change at a moment’s notice. 


•  Discovering a new target market: Senior citizens: 65+

•  Younger age groups liked Thursday posts that featured $3.50 24oz 

PBRs.
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REAL WORLD PROBLEMS 
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•  Lack of contact with Murphy’s managerial staff
o  During the first phase of the project there was an active and 

enthusiastic relationship between the team and Murphy’s bar 
manager, but it was more difficult to maintain ongoing contact. 

o  Lag time in approval of social media posts caused mishaps in 
timely execution, i.e. duplicate posts.

•  Group difficulties
o  Lack of communication caused disagreements among members 
o  Different schedules made it impossible to meet or even contact 

one another.
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Appendix 
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Primary Person of Reference: 

Links: 
https://www.facebook.com/MurphysPub21 

2 http://instagram.com/ilovemurphys

3 http://www.yelp.com/biz/murphys-pub-long-beach

Hope, Bar Manager at Murphy’s Pub
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