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For the full portfolio, please visit: 

coleenpascual.wordpress.com
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Writing Samples
1. 
Candy 
Magazine

Short articles published 
on print, focused on 
lifestyle and pop culture













Work Projects
1. 
L’Occitane
Email & CRM

Summary of projects and 
learnings, including 
samples of email 
newsletters I created



C O L E E N  PA S C U A L
E M A I L  &  C R M  M A R K E T I N G  I N T E R N



MEET THE TEAM

CHELSEA WATERS
Manager, Customer Loyalty & Email

ANAHITA BESSON
Director, Customer Loyalty

IDA CHEN
Manager, Customer Loyalty & Direct Mail

CHLOE HWANG
Associate Manager, Customer Loyalty & Email

MARIE CHAZOULE
Coordinator, Customer Loyalty & Direct Mail

COLEEN PASCUAL
Intern



OVERALL PROJECTS
EMAIL
• Creative Brief
• Adobe Brief
• Reporting
• Q/A
• Competitor Analysis 

(Monthly Trends)

CRM
• Creating Promo Codes & 
Troubleshooting on Cegid
• Maintaining Campaign 

Calendar & Files
• Competitor Analysis



REPORTING

Google Analytics

Adobe Campaign / 
Neolane

Weekly Excel 
Report

Weekly Email 
Report & Retail



CREATIVE BRIEFINGS

Design Brief

Validating 
Regulatory Copy

Pulling up images 
from the DAM

Designer Briefs by 
campaign



COMPETITIVE ANALYSIS

Monthly Trends

Campaign 
Benchmarks

Weekly Web 
Competitor Snapshot



BIGGEST TAKEAWAY

WEARING 

MULTIPLE HATS 
TIME 

MANAGEMENT & 

PRIORITIZING

ASK QUESTIONS & 

KNOW LIMITS



LEARNING JOURNEY

• First work experience outside the Philippines

• Challenging, but rewarding!

• Not just an intern 

– Value adding projects, especially in day-to-day support for the team

– Exposure to different teams

• Significant growth since I started in March 2019

– Great learning experience and opportunity for growth 

• Guidance from the team, managers, mentor (Anahita), buddy 

(Danielle), and HR (Courtney)!



RECOMMENDATIONS

• Streamlining Processes

– Set roles for team members, ownership of projects, and communication

– Especially noticeable after restructure of Marketing

• Centralized Files & Databases

– Currently referring to multiple files & folders across different teams – led to 

mistakes in prices, disclaimers, and other details

• Internship Program 

– Establish written & clear job description and possible projects 

– Explain KPIs at the beginning of internship to know process of evaluation



THANK  YOU!



Father’s Day

Canada Day

Summer Kickoff

Makeup Campaign



Verbena
Anti-Aging Offer

Canada Day Bastille Day

POL



Tiered Pod Masks

Eco Campaign



Work Projects
2. 
L’Oréal
Digital 
Marketing 
& PR

Screenshots of influencer 
marketing projects and 
Facebook posts















Work Projects

2. 
3M
Marketing

A summary of all projects 
I worked on, including 
visual merchandising and 
planogram creation



3M Projects 
(Construction and Home 
Improvements Division) 

by Coleen Pascual



Planogram - Ace Hardware

Before After



Planogram - Ace Hardware

The proposed layout: 
Cat Uplift Planogram - 1 Bay



Posters - Ace Hardware



#iCOMMANDit Bundles



Shirt designs for CHIMD Brands



Shirt designs for CHIMD Brands



Shirt designs for CHIMD Brands



1. 
Integrated 
Marketing 
Capstone

The culminating project 
was to develop a new 
business plan 

Coursework



INTEGRATED MARKETING CAPSTONE
Coleen Pascual

SELF-CARE SPACE 
FOR TEENS



THE PROBLEM

81% Frustrated
because of changes happening in their bodies

GEN Z
the digital natives

Keen to experience spas that are specially designed with them in mind.

73% Spend time on self-care
to destress and unwind 

27% Negative impact on 
body image
because of social media (vs. 18% in 2017)



BRB. is a modern teen’s self-care space where 
they can escape from their everyday stressors to 
unplug and unwind.

We provide wellness and beauty spa services
to teens who are frustrated about the changes 
happening in their bodies.

licensed aestheticians

clean beauty

personalized 
service & routine

THE SOLUTION



We will differentiate by keeping a sharp 

focus on the teen target market and 

giving personalized services and 

products that highlight clean beauty.
PRESTIGE PRICE

AFFORDABLE

CLINICAL RELAXING

WELLNESS & SPA INDUSTRY

2.2%
11.2%

Annual Growth 
(2020-2025)

Profit Margin 
(2020)

$19.8B Total Revenue
(2020)

COMPETITIVE LANDSCAPE



DEMOGRAPHICS
• Teens
• High school or college
• All genders welcome!
• New York
• $70,000 HHI

PSYCHOGRAPHICS

Eco-consciousness ● Beauty 
is “being yourself”

TARGET MARKET

70% Personalized beauty 
products and 
services

63% Clean beauty 

53% Value for money

68% Anxious because of 
social media



COLEEN PASCUAL
Founder and CEO

M.S. Integrated Marketing at New York University, with a 
B.S. in Business Management from De La Salle University. 

Work experience in the beauty and consumer products 
industry. Updated on current trends in the beauty space. 

COO
• Supply chain, day-to-day 

activities, customer service 
• 10 years of experience in Day 

Spa operations 

CFO
• Funding, loan payments, 

optimize costs, maximize profits 
• Certified Public Accountant 

(CPA) or Chartered Financial 
Analyst (CFA)

DERMA
• Conceptualize the 

services, train estheticians 
• Licensed and practicing 

for 10 years

MANAGEMENT TEAM



OPERATIONS

Consultation & 
personalized 
treatment

Customized 
skincare 
routine

Customer 
service and 
feedback 

Book service 
online

Share on 
social media 
(UGC)

HOW BRB WORKS:



● Flagship store opens in NYC 
(800 sq. ft)

● Store expansion 
(+500 sq. ft)

● Increasing capacity à
higher sales 

● Second store in NYC
(800 sq. ft)

REVENUE PROJECTION

FINANCIAL PROJECTION – 2021 to 2023

Total Revenue

145K
Market Share 

(6% share in 3 years)

− =
• Service
• Membership
• Retail

• Rent
• Salaries & Wages
• Furniture & 

Equipment↑

$41M $36M $5M
Total Costs Net Income

7,470,369 

13,040,658 

20,202,147 

784,778 1,854,555 2,232,187 

 -

 5,000,000

 10,000,000

 15,000,000

 20,000,000

 25,000,000

2021 2022 2023

Fiscal Year

BRB's Financial Projection

Net Sales Net Income After Taxes

2023

2022

2021

$100K
SEEKING FUNDING OF 

*FOR THE FIRST ROUND



Facial ($49)

Consult with one of our skin 
experts. Cleanse, exfoliate, tone, 
extract, and moisturize. Find out 
more about your skin and build a 

skincare routine that works for you. 
You’ll thank us later.

RETAILMEMBERSHIP

Massage ($38)

Life is stressful. We get it. Relax 
your sore muscles and unwind with 

a 30-minute massage of your 
choice: back, leg, or combination.

Mani & Pedi ($45)

Wonder if you need a pick-me-up? 
Hint: the answer is right at your 
fingertips. Give your hands and 

feet some love, pick colors that will 
express your mood (or not) – it’s 
your pick! Add-ons for gel polish 

included. 

Yearly ($480)

In in for the long haul. 
Perks include a 15% 

discount on retail items, 
no-charge cancelations 

and a gift on your birthday.

Monthly ($45)

Sure, you can test the 
waters. Pay a monthly fee 
and cancel anytime. Perks 

include a 10% discount 
and a gift on your birthday. 

Personalized 
Serum -$45

Moisturizer - $35
Cleanser - $30

Toner - $16
Spot 

Treatment - $22
Mask - $10

SERVICES

NEW 
YORK

MARKETING MIX: PRODUCT, PRICE & PLACE



MARKETING: BRANDING



GEN Z (THE TEENS) GEN X (THE PARENTS)

MARKETING MIX: PROMOTION



SUMMARY

• Self-care space for teens

• Wellness & beauty services

• Requesting for $100,000

licensed aestheticians

clean beauty

personalized 
service & routine

Let’s help teens embrace change so they can 

let their confidence shine from within!



THANK YOU!
Coleen Pascual

coleen.pascual@nyu.edu
(646) 438 3110



2. 
Nike Shoes 
for Baby 
Boomers

Presented a new product 
innovation for Nike based 
on insights on the Baby 
Boomer Market

Coursework



NIKE SHOES 
FOR BABY BOOMERS

Presented by Coleen Pascual



Company Overview

• Founded by Bill Bowerman and Phil Knight in 1964

• Beaverton, Oregon

• Design, development, marketing, and sale of:
athletic footwear, apparel, accessories, equipment 
and services

• $23.1B sales for Footwear in 2017

• 22.9% share in the Athletic Footwear Market

Bring inspiration and innovation to every athlete* in the world.
*if you have a body, you are an athlete. “

“



• Ages 54-72 
• Male (48%) and Female 

(52%)
• Holding a senior position 

or retired
• Average income of $60K 

per year (varies per state)
• Urban areas of the US:

New York, LA, Chicago

• High importance to 
physical, mental, and 
emotional well-being

• Top priority:
Exercise, diet, and 
physical fitness
• Mindful of the decisions 

they make: what food to 
eat, where to shop, how 
often to exercise. 

Target Market

BABY BOOMERS

DEMOGRAPHIC PSYCHOGRAPHIC

Trusting Patients • Weight Reformers  •
Healthy Holistics • Engaged Citizens

*They purchase new shoes to replace old ones or to use it for work or fitness.

Source: Business Insider (2017).



Value Proposition: To both Male and Female Baby Boomers ages 54 to 72 with an average annual 
income of $60,000, Nike is the brand of rubber shoes for elders that offers them comfortable and 

functional footwear without compromising great style because we want you to feel that every step counts!

The Marketing Mix: Product

Velcro straps 
(adjustable, easy 

to wear) 

Wide fit

Breathable 
material

Grip and shock 
absorbent soles

(prevent slip and falls)

Cushioned and soft 
(avoid irritation, friction and 

blisters)

NIKE SHOES
Casual • Athletic

Benefits: reduce injuries and falls; can be used for exercise or walking
*The wrong shoes can lead to other health complications, like back and knee problems 



PERCEIVED-
VALUE 

PRICING

The Marketing Mix: Price
Customer Benefits

(Voice of the Customer)
Rel. Imp. Our Bus. Competitors Product 

AdvantageNew 
Balance

Merrell Sketchers

Flexibility 20 9 8 7 6 13
Stability 30 8 7 9 8 10
Shock Absorption 30 7 5 8 7 10
Breathability 10 10 5 5 4 7
Weight 10 10 5 4 5 10

100 50
Service Quality

(Voice of the Customer)
Rel. Imp. Our Bus. Competitors Service 

AdvantageNew 
Balance

Merrell Sketchers

Quality Service 60 7 6 5 5 40
Response to Problems 40 6 6 7 6 0

100 40
Brand Reputation

(Voice of the Customer)
Rel. Imp. Our Bus. Competitors Brand 

AdvantageNew 
Balance

Merrell Sketchers

Most Respected Brand 40 10 7 6 5 40
Known for Quality 60 10 8 9 7 40
Cost of Purchase Index 100 80



MARKET-BASED AND PERCEIVED-VALUE PRICING

Brand Price

Sketchers (Relven/D’Lites) $70

New Balance (Fresh Foam Cruz) $75

Propét (Stability Strider) $75
Under Armour (Threadborne
Slingflex) $100

Hush Puppies (Field Knit/Cypress 
Knit) $105

Nike $115

Merrell (Moab FST/Siren Edge) $120

Adidas (Ultra Boost) $180

The Marketing Mix: Price



The Marketing Mix: Place

BRICK & MORTAR

• There are 250 Nike stores 
across the US.

• Outstanding customer service 
is key for Boomers.

• They look for personal 
interaction with assistive and 
accommodating sales 
associates.

E-COMMERCE

• 72% of Boomers shop online.
• They use the internet to 

research on products they are 
going to purchase in-store. 

• It is important to have a classic 
interface that is easy to 
understand.

DISTRIBUTORS

• Be present in category-specific 
retail destinations, such as:
• Foot Locker
• JD Sports, and
• Intersport.

• 84% would rather visit a 
nearby store if what they’re 
looking for is available.



The Marketing Mix: Promotion

NIKE LOYALTY PROGRAM

SEARCH ENGINE MARKETING
Keywords: Comfortable shoes for 54+, 

non-slip running or walking shoes.

55% of Boomers show brand loyalty and 
stick to what they like. Encouraging them 

to join the app, linked to their email 
address and phone number, will 
encourage repeat purchases.EMAIL MARKETING

Discount coupons for first-time 
buyers who sign up for the 

mailing list.

SIGN UP NOW AND GET A DISCOUNT COUPON! VIDEO ADVERTISEMENTS
Run on television and Facebook 

paid ads (most used Social Media 
platform of Boomers) to increase 

awareness about the new product. 
*Message: never use the word “old” 

in advertisements.



TAM
$19.6 billion

SAM
$4.3 billion

SOM

Marketing Goals & Targets

Market size of the 
US Footwear Industry

Market size of 
US Baby Boomers

Nike’s target share
of the US market

$4.3 billion x 
22.9% market 

share

demand of 338 million 
units x $58 average 

selling price

beachhead market
population of 75 million 
x $58 average selling 

price 

$995 million



Market Demand
1.4 billion units

Market Share
22.9%

Ave. Selling 
Price

$139.00
Channel 
Discount

40%

Unit Cost
$26.00

Marketing & 
Sales Expenses

$3.3 billion

Financial & Marketing Metrics

Volume Sold
314 million units

Net Price
$52.00

Percent Margin
50%

Net Sales
315 million units

Gross Profit
$8.2 billion

Net Marketing 
Contribution
$4.9 billion

Marketing ROI
146%

Marketing ROS
30%



THANK YOU!
Questions?



3. 
Lay’s 
Integrated 
Marketing

Projects include writing a 
creative brief and 
translating into a mood 
board, and an in-depth plan

Coursework



Integrated Marketing Fall 2018 
Creative Brief  
Student Name: Coleen Pascual 

Campaign Description   
LAY'S® is a brand of potato chips that is there for customers wherever celebrations and good times happen. This 
campaign called “Festive Friendsgiving Feast with LAY'S®” is all about being thankful for great company and 
diversity. Celebrating the Thanksgiving holiday with friends who have turned into family is the main highlight. 
 
Objective   
The objective of this campaign, which will run for the whole month of November, is to re-emphasize how LAY'S® 
is there for great moments. Measurable Key Performance Indicators (KPIs) include the following:  

• increase of brand awareness by 10% 
• increase social media engagement (3-5%) 
• increase demand and sales by 15% 

 
Single Communication Idea 

For friends who come from different backgrounds and cultures, there is one thing that brings them together: 
the love for great taste. With the wide variety of LAY'S® potato chip flavors and forms, you can prepare the 
perfect feast for your friends.  
 
Target Audience 

The main target audience for this campaign are Males and Females aged 20-34. 
• Single 
• Young urban professionals or “Yuppies” 
• Working away from home in big metropolitan areas in the United States, such as New York, Los 

Angeles, and Chicago 
• Class A and B 
• Diverse racial breakdown including White, Black, Hispanic, and Asian consumers 
• Career-oriented, enjoys going out with friends, and going on adventures 

 
Insights  

Consumer Insights 
• People in their 20s or early 30s who don’t have kids choose to celebrate traditional holidays and other 

milestones, and travel, with their chosen family 
• Consumers in this demographic are the most racially diverse; they also value community, family, and 

creativity  
•  “Friendsgiving,” according to Merriam-Webster, is defined as a large meal eaten with friends either on 

or near Thanksgiving. It is a combination of the words “friends” and “Thanksgiving.”  
• Originated in 2007 as a Word of Mouth holiday, with 925k posts on Instagram with the hashtag 

#friendsgiving on Instagram 
• Friendsgiving, also known as the 2nd Thanksgiving feast, doesn’t necessarily replace the one celebrated 

with family. It is also done by those who live far from home, or don’t have the means to go back home 
during the holidays.  

• It is considered a big deal nowadays, with countless of articles, how-tos, sample menus, rules, and 
commandments found online 

 
Project Insights  

• It became popular in 2011 when Bailey’s Irish Cream had a Friendsgiving campaign. Aside from the 
brand being featured as a plot point on a Real Housewives of New Jersey episode called 
“Gobblefellas,” they also partnered up with four food bloggers who created Friendsgiving recipes with 
their product and hosted a feast 



• Several companies such as Taco Bell, Evite, and Whole Foods have also created campaigns around 
Friendsgiving which were successful in the past, increasing their company’s sales 
 

Metrics 
• KPIs include increase of brand awareness by 10% and ultimately, increase demand and sales by 15% 
• Another KPI is to increase social media engagement (3-5%). Since Lay’s already has majority of market 

share and has 6 million likes on Facebook, 779 and 453 thousand followers on Instagram and Twitter 
respectively, the next goal is to increase the engagement (likes, comments, and shares) on their social 
media platforms and make sure content resonates with their consumers.  

• Encourage consumers to post for User Generated Content with the hashtag #LaysFriendsgiving and 
post their own recipes or Thanksgiving feast featuring Lay’s products 

 
Context 

• This request lives alone and is independent from other campaigns, because it is only specific to one 
holiday 

• Media channels include TV and digital (social media accounts: Facebook, Twitter, Instagram and 
YouTube) 
  

Brand Personality/Tone  
Fun, friendly, outgoing, unique, inclusive 
 
 
Design/Production Notes 

• LAY'S® Brand Logo 
• Product pack shots  
• Social Media accounts (fb.com/lays, @LAYS) 
• #LaysFriendsgiving 
• Central theme: friends who are of different races celebrating in a home (dining room or kitchen) 
• To be executed for the whole month of November (1 month project lifespan leading up to 

Thanksgiving) 
• Most of the campaign will be online or TV (must be visual) 
• Campaign culminating activity at the end of November to be hosted at a home of a famous celebrity or 

influencer who is into cooking (like Chrissy Teigen) 
  

Additional Details 

• Fall colors and earth tones 
• Sans Serif and Script fonts 
• Static posts must be lifestyle inspired (flatlays, group shots of friends), with variations in video and GIF 

forms  
• Pumpkin, turkey, fall foliage and other Thanksgiving elements 

 
 



Bernadette Rough

Helvetica Neue Light



INTEGRATED
MARKETING

PLAN
Coleen Pascual, Ziyi Wang,

Qikun Gao & Jie Yang



Wherever celebrations and good times 
happen, the LAY'S® brand will be there just 
as it has been for more than 75 years. With 

flavors almost as rich as our history, we 
have a chip or crisp flavor guaranteed to 

bring a smile on your face.

“ “



Business Mission
• To spread smiles across America
• To be the world's favorite snack 
• To always be within arm's reach

Strategy
• Customer First
• Great Moments, Great Taste
• Corporate Social Responsibility and Sustainability

LET’S GET TO KNOW LAY’S

57,000 
Frito Lay associates

1,100
Frito Lay products

30
manufacturing facilities (US)

15,000 
delivery routes

Operations



LET’S GET TO KNOW LAY’S

• Students and Young Professionals
• Male and Female Age 18-34
• Living in Urban Cities (LA, New York, 

Chicago)
• Always on the go!

Market Share
Lay's is the best potato chip brand of the United 
States with a market share of 29.6%.

Competitors

Target Audience



INDUSTRY (SWOT ANALYSIS)

Less localized flavors
Self-competition

Strong brand name
Strong distribution network

Strong global presence
Wide product variety

New localized flavors
Brand extensions
Healthy snacks

Increasing health awareness
Competition

WEAKNESSESSTRENGTHS

OPPORTUNITIES THREATS



MARKETING STRATEGY CRITIQUE

For each purchase of specific bags with 
customers’ smile, Lay’s is making a 
donation to those with cleft conditions.

• Out-of-Home: New York Pop-up 
shop called The Lay’s Smiles 
Experience

• Celebrity Endorser: Jordin Sparks
• TV Spot

Tactics Used

Operation Smile (2018)



MARKETING STRATEGY CRITIQUE

Provide localized flavors to the people 
who have different background and 
preferences

• Released eight new flavors
• Inspired by popular foods representing 

parts of the country
• Interactions with consumers
• Examples of flavors include:

• Maine Lobster Roll (South Portland) 
• Chile Con Queso (Mexican) 
• Deep Dish Pizza (Heartland and 

Mid-America)

Tactics Used

Taste of America (2018)



MARKETING STRATEGY CRITIQUE

Do Us A Flavor (2012-Present)

Gain insights into consumer preference 
behaviors at a low cost and increase 
engagement

• Launch event: Pop-up Store in Times Square 
• Receive generated image of Lay's bag to 

reflect submitted flavor
• Facebook: "I'd Eat That" like button
• Celebrity partners / judges: chef Michael 

Symon and actress Eva Longoria
• Top 3 sampled in store
• Contest winner received 1% of net sales of 

the year or $1M, whichever is higher

Tactics Used



Followers 450K 6.7M likes 771K followers 62k subscribers

Notes Reply to tweets 
often.

Interact / reply 
to comments.

During many 
important 
festivals, Lay’s 
makes 
interesting 
posts on their 
Feed or 
Stories. 

Last post was 7 
months ago 
(March) - not 
updated;
TV ads are 
found on other 
websites, not 
their own 
platforms.

MARKETING STRATEGY CRITIQUE

Digital & Social Media
Overall observation: More or less the same content across different social media 
platforms, just modified in different ratios (square for FB IG, rectangle for Twitter)



MARKETING STRATEGY CRITIQUE

Weaknesses of Lay’s MarketingStrengths of Lay’s Marketing

• Big area (worldwide coverage)
• Strong distribution network 
• Use many different channels
• Strong emotional connection 
• Favorable brand image

• Too much extra air in the bag
• Digital visuals are unnatural and much 

like a business style, not the consumer
• Same content across all platforms, just in 

different sizes



IMC PROPOSAL: CAMPAIGN
Enjoy eating potato 
chips with 80% less 

fat and indulge 
without the guilt!

Be Anything with Oven-Baked Lay’s

Reposition product to address health issues, 
since the target audience of Lay’s are more 
conscious about food choices

Objectives
• Highlight and increase promotions for this 

existing product line
• Increase focus on Oven-Baked Lay’s since there 

is more emphasis on the Original product line 
• Treat each media platform differently and use 

for a specific function
• Be more transparent with ingredients and how’s 

it’s made through messaging



IMC PROPOSAL: CAMPAIGN

Be Anything with Oven-Baked Lay’s 

Business Outcomes

Increase sales of 
Oven-Baked Lay’s by 5%

Receive a Marketing ROI
of 115%Campaign Period

• December 2018 – March 2019
• End of Q4 2018 and Q1 2019

• $4.49 million*
• Top-Down Approach - Lay’s spent $35.92 

million on advertising in 2016

Budget

40%

15%
15%

10%

20%

Ad Spending for Lay's IMC 
Campaign

Online Streaming

Radio

Social Media

PR &
Communications

OOH

*Average of $8.98 million spent per quarter; the $4.49 
million budget is half of this spend



IMC PROPOSAL: Product, Place, Price

Product Price

$3.29

For one bag weighing 6.25oz
vs. Regular - $1.89 for 2.88oz

Address the “less air, more chips” 
issue to increase value for customers

Place

Vending machines, convenience 
stores, supermarkets, food shops, 

dining halls, cafeterias



IMC PROPOSAL: Promotions

Menu of Marketing Assets + KPI

Online Streaming Advertising

Radio

Social Media

PR & Communications: Media Websites

PR & Communications: Influencers

Out-of-Home

The campaign for Oven-Baked 
Lay’s will fully integrate 

Paid, Owned, and Earned Media



MENU OF MARKETING ASSETS

Online Streaming Advertisements

• 30s pre-roll video ads
• The big idea: Oven-baked Lay’s provides high 

quality ingredients and healthier potato chips, which 
allows us to pursue personal lifestyle freely.

• Humor appeal

Details

Challenge: Millennials spend the least and 
decreasing time with TV

Opportunity: They spend the most time with online 
streaming video compared to other generations

KPI: 10,000,000 Views



MENU OF MARKETING ASSETS

Online Streaming Advertisements



MENU OF MARKETING ASSETS

Radio

Challenge: Millennials spend less time listening to the radio.

Opportunity: They still listen to AM/FM radio on their way home 
or to work. At the same time, digital radios become popular 
among this generation and is projected to continue to grow.

• Content: Crunchy sound + “Worried about calories? 
Now you’re free to enjoy potato chips with 80% less 
fat with Oven Baked Lay’s.”

• AM/FM radio + 

Details

CLICK PLAY!
Sample radio ad for 

Oven Baked Lay’s

KPI: 4% ratings for AM/FM radio, reach for internet radio (how much)



MENU OF MARKETING ASSETS

Social Media: Facebook

Challenge: Low engagement on Facebook

Opportunity: 35% of Facebook users are Millennials

Details
• Paid/Organic: 1 post per week on news feeds 

(desktop and mobile devices)
• Content ideas: 

• product information: emphasize high quality, 
80% less fat

• call-to-action: like purchase
• engagement questions: what’s your favorite 

xxx?

KPI: 3-5% engagement rate per post



MENU OF MARKETING ASSETS

Social Media: Instagram

Challenge: 771K followers compared to 6.7M likes on 
Facebook

Opportunity: Millennials are present on apps and 
websites, and Instagram is the 2nd most used platform 
(be present where the target market is!)

Details
• 1 post a week (Static) on the feed
• Maximize use of Instagram Stories 

and Highlights

KPI: increase number of followers 5%, 
at least 10,000 posts with the hashtag #OvenBakedLays



MENU OF MARKETING ASSETS

PR & Communications: Influencers

Challenge: Low awareness on the Oven Baked 
product line 
Opportunity: Millennials prefer receiving ads from 
their favorite influencers over traditional marketing. 
Entertaining and useful content must come from 
authentic digital personalities.
Details
• Content ideas:

• #OvenBakedLays on Instagram: Their 
favorite activity to do while snacking

• What I Eat in a Day Videos
• Mukbang Videos

KPI: 2% Conversion Rate

Influencers: Claudia Sulewski, David 
Dobrik, Josh Peck, Bethany Mota

Source: Forbes (2018). 



MENU OF MARKETING ASSETS

PR & Communications: Media Websites

Challenge: Low consumption of print media for Millennials.

Opportunity: Millennials have a low print media 
consumption; however, they read articles on media 
company websites. 
Details
• Partner up with Media Websites to create articles 

about Lay’s Oven-Baked Line to increase 
awareness about it and its benefits

• Article Ideas:
• New Year, New Fitness Resolutions
• How to Eat Clean this 2019
• 5 Reasons Oven Baked Lays are Best For You

KPI: 5,000 page views and 2% CTR 
Categories: lifestyle and health



MENU OF MARKETING ASSETS

Out of Home Media

Challenge: Too many ads are targeting consumers at once.

Opportunity: Millennials want transparency and they are 
highly engaged in on-site events to gain in-person 
experience
Details
• City: NY, LA, Chicago
• Display high quality ingredients (potato/seasonings) 

and how potato chips are made
• Activities:

• Encourage consumers to dig out potatoes from soil in person
• Take a picture + Post pictures, follow us on Instagram, and 

use the hashtags to get free samples

KPI: 

Lay’s Lab

potato farm + potato lab



MENU OF MARKETING ASSETS

Campaign Timeline
Month Dec Jan Feb Mar

Week 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4

Social Media

Radio

Digital 
Magazine

OOH

Online 
Streaming

Influencers



CAMPAIGN HIGHLIGHTS
Be Anything with Oven-Baked Lay’s 

Reposition product to address health issues, since 
the target audience of Lay’s are more conscious 
about food choices

40%

15%
15%

10%

20%

Ad Spending for Lay's IMC 
Campaign

Online Streaming

Radio

Social Media

PR & Communications

OOH

$4.49 millionMarketing Tool KPI
Online Streaming Advertisements 10,000 views

Radio 4% ratings for AM/FM radio, reach for internet 
radio (how much)

Social Media: Facebook 3-5% engagement rate per post

Social Media: Instagram +5% followers, 
>10,000 posts with the hashtag #OvenBakedLays

PR & Communications: Influencers 2% conversion rate

PR & Communications: Media 
Websites

5,000 page views and 2% CTR 

Out of Home Media +5% followers, 
>10,000 posts with the hashtag #OvenBakedLays

Enjoy eating 
potato chips with 
80% less fat and 
indulge without 

the guilt!



THANK 
YOU! *



APPENDICES* *







4. 
Sweetgreen 
Strategies for 
Instagram 
Presented for our Digital 
Marketing course

Coursework



sweetgreen

Coleen Pascual, Alexey Kong, Dixuan Zheng, and Luyang Bi 

Strategies Behind Instagram

Presented by



Agenda
& Overview

● Introduction
○ About Sweetgreen

○ Research Question 

○ Research Method

○ Target Market

● Executive Summary / SWOT Analysis
○ SWOT Analysis

○ Instagram Overview

○ Digital Marketing 

Strategies and Techniques

○ Competitors

● Suggestions for Improvement
○ Recommendations



Founded in 2007, sweetgreen 
is a destination for simple, 
seasonal, healthy food. 

We believe the choices we make about what we eat, 
where it comes from, and how it’s prepared have a 
direct and powerful impact on the health of 
individuals, communities and the environment.



About Sweetgreen: 
Overview

Connect people with food.



What’s on their menu?  

About Sweetgreen



What’s on their menu? 

About Sweetgreen



About Sweetgreen:
Recent news



About Sweetgreen
                         ----Recent news



● Young professional males and females
● Millennials (24-35 years old)
● Living in New York (or other Urban Cities)
● Always on-the-go
● Conscious about living a healthy lifestyle
● Prioritizes eating right and working out
● Informed consumer who requires 

transparency

Target Market



How does @sweetgreen 
show transparency and 

build a community 
through Instagram?



We analyzed @sweetgreen’s 
Instagram Strategies by:

● Going through their Instagram feed
● Viewing their posts, including static 

posts, IGTV, and highlights
● Finding supporting information on the 

Internet
● Comparing their performance vs. 

their competitors



SWOT Analysis
 WEAKNESSES

● Competition has a developed brand with 
loyal customers

● Not a wide variety for people with different 
tastes

● Limited to only one specific type of food

OPPORTUNITIES
● Help local farmers get their name known
● Target people who have food restrictions
● Trends to be healthier
● Continuing expansion across major cities 

in the U.S
● Sustainability

THREATS

● Unstable consumer spending 
● Competitors

STRENGTHS
● Healthy Option
● Customizable
● Economically  beneficial by helping source 

locally from farmers
● Unique to the environment that they’re in
● Fresh ingredients



@sweetgreen Instagram Overview

Instagram Overview

● 2,759 posts
● 180K followers
● 411 following
● Active on Instagram since June 19, 2012 (7 years)
● Posts at least once a day, between 12-4PM



Who @sweetgreen follows

Instagram Overview

Food-related accounts

● Agriculture

● Farming



Who @sweetgreen follows

Instagram Overview

Food-related accounts

● Seed Company

● Chefs



Who @sweetgreen follows

Instagram Overview

Influencers

● Famous models

● Nutrition and wellness 

consultants

● Renowned athletes



Who @sweetgreen follows

Instagram Overview

Other related organizations

● Non-profit organizations

● Health brands



#hashtags @sweetgreen follows

Instagram Overview

● Hashtags related to 
@sweetgreen and their 
campaigns

● Other hashtags related to 
@sweetgreen include:
○ #SweetHacks
○ #mygreenstory
○ #themoreyouknow



Who follows @sweetgreen

Instagram Overview

Followers

● Mostly Millennials

● Food Enthusiasts

● Health Buffs

● Social Media Influencers 

and Celebrities



Most viewed post

Instagram Overview

https://docs.google.com/file/d/1W-ws1cSoIl3NpdsZeWff3xmPf4kQj88D/preview


Most commented post

Instagram Overview

*last 30 days

925 comments

● Campaign contest 

● @getawayhouse

●  #SmallActsBigChange



Most liked post

Instagram Overview

*last 30 days

3,994 likes

● Announcement about 

store hours

● Holiday: 

#PresidentsDay2019

● Word of mouth



Least liked post

Instagram Overview

*last 30 days

772 likes

● Unappealing visual - 

disconnected from the 

copy

● Could be improved by 

including video snippet 

instead



Strategy

Instagram Overview

@sweetgreen is like that caring friend 
you have who:
● constantly reminds you to take 

care of yourself by eating healthy
● tells you to be mindful of the 

people around you by giving back 
● is fun, playful, energetic

@sweetgreen reminds you that eating 
good means feeling good. 



Digital Marketing Techniques 
Used by @sweetgreen

Instagram Overview

● Create informative content.
● Engaging visuals are important.
● Appeal to emotions and build empathy. 
● Constantly engage with followers.
● Stay relevant through pop culture, 

current events, and holidays.
● Promote giving back. 



Technique #1: Create informative content. 

Instagram Overview

Feature ingredients they use in 
salads and give facts on how 

they’re sourced

Show how to battle the cold 
and flu season by eating 

healthy

Go in detail about the 
nutritional value of ingredients 

and how they’re beneficial



Technique #2: Engaging visuals are important.

Instagram Overview

Well-curated feed

Beautiful flatlays

Vibrant colors



Technique #3: Appeal to emotions and build empathy.

Instagram Overview

Show how stakeholders are 
valued, including employees.

IG Stories: Treehouse

Share stories of farmers, the 
important people behind the 

food they eat

Advocate for social 
movements, such as the 

LGBTQ+



Technique #4: Constantly engage with followers. 

Instagram Overview

Contests and sweepstakesRepost tagged or mentioned 
tweets from Twitter to 

Instagram

Templates on Instagram stories to 
share #SmallActsBigChange 

moments



Technique #5: Stay relevant through pop culture, 
current events, and holidays.

Instagram Overview

Pop culture reference to 
Oprah’s iconic car 

giveaway

Thanksgiving letter 
from @sweetgreen 

founders

#Halloween 
lanterns out of 

Kogi

Riding on the viral 
trend of #ASMR 



Technique #6: Promote giving back.

Instagram Overview

Announcements of 
@sweetgreen donating profits

Fundraisers for food-oriented 
non-profit organizations that 

feed children

Founders announcing free 
bowls to those affected by the 
government shutdown on IGTV



Feedback on @sweetgreen’s Instagram

Instagram Overview

STRENGTHS 
● @sweetgreen fully utilizes the functions on Instagram. 

○ Static posts, Stories, Highlights, IGTV
● Engages through informative and relatable content

POINTS OF IMPROVEMENT
● Not much variety in content (visuals)

○ Lacks human element
○ Consider posting more UGC

● Utilize more carousel posts
● Categorize content and use relevant hashtags 



Competitor Analysis: Chopt 



Competitor Analysis: Just Salad 



Competitors 



Competitors 



Recommendations

Include ingredients of the salads they post and calories per bowl

Recommendations



Recommendations

Recommendations

Encourage their community to use 
more #hashtags and tag @sweetgreen

●

●

●



Recommendations

Events to call for participation 

● Special events 

● Holding contests

● Rewards

Recommendations



Recommendations

Recommendations

Use IG Live to show how salads are 
made in-store and in chefs’ classes

● Visibility

● Authenticity

● Engagement (two-way interaction)



Recommendations

Recommendations

Feature sweetgreen experience

● Campaign: invite loyal customers to 

@sweetgreen’s partner farms

● Having a “farm-to-table” experience

● Share experiences through IG Live

● Building trust with clients



Recommendations

Recommendations

Use the “polls” and “answer” sticker on Instagram highlights to encourage more 
participation for community building



THANK YOU & 
HAVE A SWEET DAY!
QUESTIONS?
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