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"Cooking for life"




Who We Are

a antgarde

We are an innovative and
experimental full servcice
comms and PR firm dedicated
to solving problems, telling
stories, and connecting brands
to their audiences.



COMMON THREADS 20TH
BIRTHDAY IS COMING IN
2024




W NEED: 1O
CELEEIRATE
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HERES TIHE
PROBLEM

e Unclear goals and objectives
e Weak audience
e Lack of communication strategy
e Too much social content
e Conjested website layout






LETS IDENTIFY YOUR NEW
GOALS & OBJECTIVES

e Add 10,000
engaged millennial

e Tap into a new

audience through :
i subscribers over 12

our campaign
s PS5 months to your

e Strengthen your

newsletter (this

audience usin .
5 will lead to future

successful tactics

donors)



SO HOW ARE
WE GOING TO
DO THIS?
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e Tapping into the "Millenial Mindset fooo- o = .

- Chef Art Smith, Co-Founder fh

e Identifying your target audiences
e Revamping your digital footprint
e Introducing new target audiences




The Revamp

OUR
MISSION

We know that in the modern day and age,
people are drifting further and further
apart. We also believe that healthy, tasty
food does more than just keep your body

functioning: it has the power to bring
people together and overall add
happiness to your life.

#FCOOKINGFORLIFE #FOODISMEDICINE
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42-57 and 58-76

Possible potential donors for
the organization

Might have grandchildren
Overall ready to settle down

YOUR NEW TARGET
AUDIENCE
DEMOGRAPHIC

27 - 34 year olds
POC

Tech savvy
Socially active and aware

Soon to be parents or young
parents
Interest in a healthy lifestyle
Have school aged children (direct
to your program market)

Someone who would use your

services, and possibly become a { &/

donor in the future
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How to market to
millennials?

account for a whopping $1.3 trillion in
consumer spending

second most racially/ethnically diverse
generation

millennials participate with brands
when the content resonates and
appeals with them

VALS Framework Template
Innovators Thinkers Achievers Experiencers
e Take charge e Reflective e Goal oriented e Trend setting
» Sophisticated e Informed e Conscious e Impulsive
o Curious e Content e Conventional o Variety seek

Nostalgic Literal
Constrained » Loyal
Cautious - » Moralistic

Engagement

Millennials are more than

three times more likely than
Boomers to turn to social
media for opinions

Contemporary Responsible
Imitative Practical
Stylish Self-sufficient

When Millennials believe in
your company and its
messages they will invest in
your product.



http://resources.bazaarvoice.com/rs/bazaarvoice/images/201202_Millennials_whitepaper.pdf
http://www.barrons.com/articles/SB50001424052748703889404578440972842742076
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1,808 4,690 1,984

Posts Followers Following

Common Threads

Community Organization

We are a national nonprofit that provides children & families
cooking & nutrition education to encourage healthy habits
that contribute to wellness. %

Ink.bio/sLBj

@1 Followed by taaaaleah

Following v

Message Support

G F I day @ P

Hot Ones  World Food... COVID-19... Small Bites Birth




THIS IS HOW
THEY SHOW UP

The Milennial audience uses social platforms in unique ways on each social platform
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2.9 Billion 1.2 Billion 851 Million 248 Million 87 Million

Community Groups Short videos Informational Personality Company Updates
Long videos Interest driven Long form content Intraction by threads Networking




THE
MESSAGES

Food is medicine
Food can turn strangers into friends
and family

BUILDING
NETWORK

Growing audience
Partnerships

DIGITAL
FOOTPRINT

Social presence
Website
Newsletter



NEWSLETTER

Common Threads’ monthly newslett
parents and teachers, and informati

e DONATE NOW to stay in the know!

SUBSCRIBE

THE WEBSITE

PN Less is More @

ABOUT PROGRAMS RECIPES SHOP RESOURCES CAREERS EVENTS CONTAQ

NEWSLETTER SIMPLICITY
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RECIPES

Explore hundreds of recipes for healthy and cultural snacks, entrees, desserts and drinks
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Strategy

e Consistent posting

e YouTube Shorts

e Clickbait true to
the video

o Live cooking

classes

_ . ». Posting 3x a week
* * o* Stories 2x a week
"o Reels1-2x a week
e Instagram Live
classes



Strategy

L

e Company updates &
milestones
e Gain more awareness
and engagement for

e Posting 2-3x a week
o Use of Carousels

. Facebook Live e "Healthy Tip of the

cooking classes Day" oo e o
e Interact with Twitter potential Investors
Users partherships

e Post motivational
content




THANK YOU
FOR LISTENINGI
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