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An agency built on 
innovation and 
measurement, we are all 
about generating positive 
business results for your 
company.

We’re here to help you 
establish a meaningful 

connection with the 
consumers that you’ve been 

looking to attract.

EXPERIENCE

CULTURE

OUR 
PHILOSOPHY Steeped in research, our 

creativity is founded on solid 
strategy. We produce strategic, 
original and innovative content 
that engages consumers.

STRATEGY



Epworth Ice Cream wants to 
drive ecommerce sales through 
promoting gift giving.

The Ask
Increase social following on 
established platforms and 
publish intriguing content.

That seperates the brand from 
the Epworth Children’s Home 
and Friends of Epworth.

Drive engagement on existing 
platforms. Respond to 
comments, interact with other 
content, etc.

2. Strengthen social 
presence

4. Increase social 
engagement

1. Drive 
e-commerce sales

3. Establish a 
unique brand voice 



Premium, high quality ice 
cream for indulgence 

Responsible
One of the only local ice 
cream brands that 
supports a social cause

Authentic Credible
The ice cream has been 
supporting Epworth 
Children’s Home for over 80 
years 

A local brand that is involved 
with the community through 
church partnerships and 
local nonprofit work

Connected

What makes Epworth Ice Cream unique?



Corporations

SC, NC, GA 
residents

Audience

Empty 
Nesters

Young 
Moms1

3

2

4



Research Insights
Market Brand Consumer

1%
The annualized rate of 
growth for ice cream sales 
over next four years

High & 
Growing

The level of competition 
for ice cream sales in the 
United States.

Although overall ice cream 
sales peak in July, different 
flavors are demanded at 
specific times of the year.

4:1
The ratio of positive & 
neutral online sentiment to 
negative sentiment.

0%The amount of online 
passion there is for 
Epworth Ice Cream.

Most of the online buzz for 
the brand is generated by 
news publications and not 
by consumers.

91%
The proportion of consumers 
who say they would likely 
switch to a brand that supports 
a good cause.

108
Index

Adults ages 45-54, 65+ are 8% 
more likely than the national 
average to consume ice cream 
weekly.

Adults remain loyal to their 
favorite ice cream flavors. Kids 
will most likely continue to love 
flavors through adulthood.



Flavor 
Scheduling

Based on volume of Google searches in 2018 (SC)

Jan. April Aug. Dec.

Caramel
Vanilla/Chocolate
Peanut Butter



Epworth Ice Cream

Worth More.



HOW?
Social Media Campaign

Earned Media
Brand Awareness

Influencer Marketing



Social Campaign

Every Sunday, Epworth Ice Cream will 
post a recipe or fun fact on Facebook to 

create post consistency and inspire 
customers to pair desserts with Epworth 

Ice Cream

Giveaway
We recommend that Epworth Ice Cream 

does a giveaway to increase followers 
and brand awareness! Ideas: golden 

ticket, Instagram post with entry 
requirements, scavenger hunt, “years 

supply.”

Sundae Sunday 

#WorthMore
Overall, content will encourage people to 

purchase the ice cream online. We will 
combat the price through key messaging 
reminding consumers that this ice cream 
is worth more because it supports a great 

cause and it’s high quality!



Content Calendar
National Ice Cream Days

Additional Content 
Surrounding

June: 
7-National Chocolate Ice Cream Day
20-National Vanilla Milkshake Day

July: 
1-Creative Ice Cream Flavor Day
7-Ice Cream Cone Day
16-Ice Cream Sundae Day
23-Vanilla Ice Cream Day & Cone 
Invention
25-Hot Fudge Sundae Day

August:
2-Ice Cream Sandwich Day 
18-Ice Cream Pie Day
25-Banana Split Day

September: 
6-Coffee Ice Cream Day
12-Chocolate Milkshake Day
Month-Ice Cream Sandwich Month

November: 
11-Sunday Day

December:
3-Ice Cream Box Day

● Back to school
● Halloween
● Fall
● Christmas
● Valentine’s Day
● Easter
● Birthdays
● General ice cream pictures
● Gift giving



Influencer 

Marketing

Influencer Profile 

Food Influencers
The number of food being bought 
online has doubled. Brands have 
the opportunity to have the 
content that the customer wants 
to consume and purchase.

Parenting Influencers
Bloggers (especially moms) have 
gone from storytelling to giving 
advice for the development on 
female influencers making money 
for themselves but also helping 
others. 

Lisa Leake

@100daysofrealfood

North Carolina

100daysofrealfood.com/blog



80% 1/3

Instagram 
Presence

of consumers with a household 
income over $75k are Instagram 
users (Forbes).

of Instagram users report having 
purchased products through the 
platform (Pew Research).

31%

of all Instagram users follow at 
least one brand on the platform 
(Forbes).

of weekly ice cream consumers use 
Instagram (MRI-Simmons).

29%

Why Instagram?





In addition to driving attention 
towards new distributors, 

social media posts should use 
#WorthMore to highlight the 
product’s potential to act as 
the perfect gift for someone 
who is worth more to them.

#WorthMore

Example Posts To drive ecommerce, all posts should 
include a call to action, such as “Shop 
Now” or “Buy Now”, as well as a link to 
the website. Instagram posts should 
tag the product so that users can 
access their shopping cart at the click 
of a button.

Ecommerce

Link to images: https://drive.google.com/open?id=1emjHrJy6kdWaDahk55kdEXLSU-NDqQUt

https://drive.google.com/open?id=1emjHrJy6kdWaDahk55kdEXLSU-NDqQUt


Mentions
Earned Media Tactics

Shares and 
Re-posts 

Reviews

Receiving a mention from a journalist or a news 
outlet can be great because they reach many 
people.  However, if you are approaching the 

journalist or news outlet, make sure you come 
with a story so it does not sound like you are 

asking for free advertising.  
Interact with your followers and 

encourage people to comment! This 
helps spark activity on each post. Use 
#WorthMore on each of the posts so 

there is an online channel for Epworth Ice 
Cream.  

Offer a review section on the website. 
Encourage customers to review the ice cream. 
Also, respond to these reviews, both positive 

AND negative ones. This will help increase the 
trust that consumers have in the brand. 



Earned Media Outlets



Anticipated Results

❖ Double social media following on Instagram
❖ 1.03+ million earned impressions from The Post 

and Courier, The State, Southern Living and The 
Charlotte Observer. 

❖ Potential social reach: 48k+ impressions from 
food and parenting influencer partnerships

❖ Increase E-commerce sales by 25%
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