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Plated	Pairings:	Campaign	Plan	
	
Background		
	
Goal	and	Objectives	
The	overall	goal	of	Plated	Pairings	is	to	improve	the	dietary	habits	of	22	to	28-year-old	young	
professionals	working	in	the	tech	industry	in	Kendall	Square,	Cambridge,	MA.		
	
Specific	behavioral	objectives	include:		

• increase	the	purchase	and	preparation	of	vegetables	
• increase	the	number	of	meals	cooked	at	home		
• promote	perception	of	cooking	at	home	as	a	social	norm	

	
Target	Audience		
Kendall	Square	is	geographically	small,	but	is	home	many	technology	companies,	from	small	
start-ups	to	the	regional	offices	of	Microsoft,	Facebook,	and	Google.	Over	the	last	five	years,	
more	than	1.6	million	square	feet	of	new	office	and	lab	space	has	opened	in	Kendall,	adding	
more	than	5,000	new	jobs1.	Many	of	these	have	been	filled	by	recent	college	graduates	from	
the	city’s	wealth	of	top-tier	universities.		
	
While	culture	at	tech	companies	comes	with	many	appealing	perks	for	young	people,	it	does	
not	encourage	healthy	eating	behaviors.	Entry-level	employees	often	work	long	hours	and	rely	
solely	on	take	out	options	or	company	cafeteria	foods	for	lunch.	After	work,	young	employees	
often	choose	dining	out	or	take	out.	Research	has	shown	that	people	who	prepare	their	own	
meals	consume	fewer	daily	calories	on	average	than	people	who	eat	out	regardless	of	whether	
they	are	trying	to	lose	weight	or	not2.	Few	members	of	this	target	audience	consume	their	
recommended	daily	intake	of	vegetables,	and	rarely	prepare	them	themselves.		This	
intervention	aims	to	improve	dietary	health	by	increasing	the	amount	of	fresh	vegetables	
consumed	and	increasing	the	number	of	meals	prepared	at	home.			
	
Understanding	what	is	important	to	this	target	audience	is	the	key	to	creating	a	successful	
campaign.	Their	values	inform	potential	angles	to	take	to	create	behavior	change.		
	
What	do	they	value?		

• Acceptance	of	their	peers	
• Being	perceived	as	trendy	or	cool	
• Making	and	spending	money		
• Taste	–	content	that	is	in	line	with	their	personal	brand	
• Socializing	with	friends	and	romantic	interests	
• Novel	experiences		

		



Sponsor		
	
This	campaign	will	be	sponsored	by	the	Produce	for	Better	Health	Foundation3.	The	mission	of	
the	PBH	is	to	“foster	an	environment	where	people	can	include	fruits	and	vegetables	at	every	
eating	occasion”.	PBH	aims	to	serve	as	a	resource	for	fruit	and	vegetable	marketing	and	
education.	They	work	to	enhance	efforts	of	small	grocers	to	promote	fruits	and	vegetables.	This	
campaign	will	be	paid	for	by	PBH	and	conducted	with	the	help	of	partner	organizations.	PBH	is	a	
nonprofit	501(c)3	foundation.		
	
The	Produce	for	Better	Health	Foundation	operates	in	the	background	of	the	campaigns	they	
run.	By	keeping	their	name	separate	from	their	projects,	they’re	able	to	create	unique	brand	
identities	for	each	campaign.	In	2007	they	developed	a	brand	identity	and	campaign	with	the	
help	of	the	National	Fruit	and	Vegetable	Alliance	called	“Fruits	and	Veggies	-	More	Matters4”.	
This	particular	brand	can	be	described	as	conservative,	family	oriented,	approachable,	and	
educational.	It	seems	to	be	aimed	at	parents	of	children	who	are	responsible	for	buying	and	
cooking	meals	for	families.		
	
However,	due	to	the	nature	of	the	relationship	between	PBH	and	this	campaign,	they	are	not	
tied	to	these	brand	attributes.	An	entirely	new	brand	identity	can	be	developed	for	the	
purposes	of	this	campaign,	unrelated	to	their	past	work	and	tailored	specifically	to	the	target	
audience.		
	
For	the	purposes	of	this	campaign,	the	brand	identity	will	aim	to	be	authentic,	contemporary,	
casual,	and	inviting.	It	will	promote	a	communal	experience	of	sharing	food	and	beverages	
prepared	at	home.	It	will	have	a	“grassroots”	feel	driven	largely	by	collaboration	with	the	
audience	it	aims	to	target.		
	
Campaign	Strategy		
	
Primary	strategy:		
Present	the	idea	of	purchasing	vegetables	and	cooking	them	yourself	in	a	novel	way.	Plated	
Pairings	curates	delicious	vegetable	dishes	and	beverage	pairings.		
	
The	target	audience	is	largely	people	who	are	aware	that	they	should	be	eating	more	
vegetables	and	preparing	their	own	meals,	but	who	lack	the	motivation	to	do	so.	Presenting	
each	vegetable	with	a	wine	or	beer	counterpart	is	intended	to	make	the	audience	consider	
home	cooked	vegetables	in	a	different	light.	The	campaign	encourages	vegetable	and	drink	
pairings	as	a	social	option	to	be	enjoyed	responsibly	with	friends.		
	
Busyness,	inconvenience,	and	the	perception	that	cooking	at	home	rather	than	eating	out	could	
be	detrimental	to	social	life	are	potential	barriers	to	vegetable-eating	in	this	target	audience.	
The	pairing	concept	addresses	all	three	of	these	barriers	by	presenting	a	new	interpretation	of	
what	cooking	vegetables	at	home	means	to	the	target	population.		
	



Pairing	a	vegetable	with	a	specific	type	of	wine	and	promoting	sharing	that	experience	with	
people	(on	a	date	or	with	friends)	makes	eating	home	cooked	vegetables	a	social	experience.	
Despite	feeling	too	busy	to	cook	their	own	meals,	this	target	audience	already	sets	aside	time	
to	date	and	go	out	to	eat	with	friends.	This	campaign	aims	to	persuade	them	to	use	their	social	
time	in	a	new	way.		
	
This	approach	will	have	a	very	positive	focus	and	emotional	appeal.	This	campaign	does	not	
seek	to	educate	the	target	audience	with	nutritional	information	or	health	statistics	about	why	
they	should	eat	more	vegetables.	It	emphasizes	the	emotional	reward	of	connecting	with	a	date	
or	friend	over	food	and	drinks	in	one’s	own	home.	It	frames	cooking	vegetables	as	an	
opportunity	to	entertain	and	show	off.	Creating	connection	and	impressing	peers	are	the	two	
main	selling	points	of	this	campaign	to	the	target	audience.			
	
Tactics	and	Channels		
	
Website		
The	website	will	serve	as	the	center	point	for	this	campaign.	Other	outreach	materials	will	refer	
viewers	to	the	website	for	more	information.	An	online	presence	for	this	campaign	is	essential	
to	reaching	the	target	audience.	Pew	Research	Center	reports	that	36%	of	18-	to	29-year-olds	
go	online	almost	constantly	and	50%	go	online	multiple	times	per	day5.	With	jobs	that	require	
them	to	be	online,	it’s	very	likely	that	the	target	audience	falls	into	the	“almost	constant”	
internet	user	group.	They	will	expect	any	campaign	or	brand	to	include	a	website	where	more	
information	is	available.		
	
The	website	will	be	integrated	with	the	Instagram	feed.	The	two	will	cross-link	to	each	other,	
and	the	website	will	include	Instagram	content	on	the	homepage.	Blog	posts	generated	by	the	
media	pitch	and	sponsored	Instagram	content	will	link	back	to	the	website.	Transportation	
posters	will	catch	the	viewers	attention	and	send	them	to	the	website.		
	
Transportation	Ads		
Many	members	of	this	target	audience	segment	live	in	neighborhoods	contained	in	the	
Boston/Cambridge	metropolitan	area	and	rely	on	public	transportation	to	get	to	work	in	
Kendall	Square.	The	Red	Line	of	the	MBTA		transports	many	people	from	their	homes	in	
Somerville,	Cambridge,	Beacon	Hill,	Downtown,	and	South	Boston	neighborhoods	to	work	in	
Kendall.	The	64,	68,	and	85	busses	serve	the	area	as	well.	This	campaign	will	specifically	target	
on-board	posters	and	station	kiosks	on	the	Red	Line	and	these	bus	lines	to	gain	visibility	with	
the	target	audience	during	their	commute.			
	
The	posters	will	have	little	copy.	They	are	designed	to	catch	the	viewers’	attention	and	leave	
them	hungry	for	more	information.	The	main	action	viewers	of	the	posters	will	be	encouraged	
to	take	is	to	visit	the	campaign	website	for	more	information.	They	will	each	feature	one	pairing	
with	a	high-quality	photograph	and	catchy	tagline.		
	



Smartphone	use	is	nearly	ubiquitous	among	the	target	audience6,	and	public	transportation	is	a	
key	window	for	use.	Transportation	ads	will	prompt	them	to	seek	the	(mobile-optimized)	
website	immediately	using	the	device	in	their	hand	to	learn	about	Plated	Pairings.	Catching	
them	on	their	commute	means	barriers	to	action	-	buying	ingredients	–	are	low,	as	they’re	
already	out	of	the	house.	
	
Instagram		
The	Instagram	account	will	feature	a	mix	of	campaign-generated	content	and	community	posts.	
Campaign-generated	content	will	include	high	quality	photos	of	individual	food	and	beverage	
pairings	(similar	to	those	used	in	transportation	posters)	and	clips	of	the	videos	used	on	the	
website.	Community	posts	will	be	re-posted	or	submissions	from	users.	User	submissions	might	
include	photos	of	friends	trying	plated	pairings	at	home	and	cooking	photos	or	videos.	Initially,	
user-generated	content	will	come	from	the	bloggers	and	food	influencers	targeted	by	the	
media	pitch	to	write	about	Plated	Pairings	and	serve	as	brand	ambassadors.	Users	will	be	
encouraged	to	use	the	#platedpairings	hashtag	or	submit	to	the	campaign	on	the	website.		
	
Editorial	calendar:		
The	Instagram	is	the	key	to	online	community	building	for	Plated	Pairings.	The	account	will	post	
at	least	one	photo	each	day,	following	the	weekly	schedule	laid	out	below.	Additional	posts	for	
events	and	updates	will	also	be	included	as	they	arise.	
			
Sunday	 Monday	 Tuesday	 Wednesday	 Thursday	 Friday	 Saturday	
	 	 	 	 	 	 	
Pairing	photo	(2x	per	week)	
Featured	blog	content	from	spokesperson/partner	(1x	per	week)	
User	submission	from	#platedpairings	(2x	per	week)	
General	branded	promotion	(photo	of	friends	eating,	food	photos,	typography)	(1x	per	week)	
Pairing	video	(1x	per	week)	
	
The	Instagram	account	and	recent	posts	will	be	featured	on	the	Plated	Pairings	website,	while	
the	website	will	be	linked	from	the	Instagram	bio.	Instagram	also	provides	an	opportunity	to	
interact	with	the	larger	Boston	food	community	by	using,	following,	and	liking	other	posts.	
Some	existing	hashtags	to	tap	into	might	include:		
#bostonfoodies	
#bosfood	
#eatdrinkboston	
#meatlessmonday	
#instafood			
#foodbetterharvard		
#kendallsquare	
Members	of	the	target	audience	will	be	targeted	using	location	tags	and	hashtags	around	tech	
and	Kendall	Square.	The	PlatedPairings	account	will	follow	them	to	gain	viewers.		
	
Media/spokesperson	pitch		



In	order	to	build	community	around	this	campaign,	web-based	voices	will	be	targeted	as	
spokespeople.	These	spokespeople	will	promote	Plated	Pairings	by	acting	as	guinea	pigs	–	
trying	out	the	concept	and	documenting	their	process	and	results.	Bloggers,	instagrammers,	
and	youtubers	will	be	tapped	to	report	on	Plated	Pairings	in	a	medium	of	their	choice.	The	
content	that	they	generate	will	be	featured	on	the	campaign	website	and	Instagram	feed.	We	
will	encourage	transparent	reporting	of	their	experiences.	They	might	explain	that	they	are	
inviting	friends	over	to	try	cooking	a	new	vegetable	dish	at	home	and	pairing	it	with	a	particular	
beverage	at	the	suggestion	of	this	campaign.	This	community	based,	authentic,	experiential	
content	is	key	to	the	campaign	strategy.	
	
Spokespeople	to	pitch	include:		

• Tiffany:	Boston	Foodies7,	@bostonfoodies		-	Tiffany’s	BostonFoodies	has	54,000	
followers.	She	posts	beautiful	photos	of	her	meals	out	at	local	restaurants.	She	might	be	
willing	to	occasionally	post	similar	beautifully	shot	photos	of	food	prepared	at	home	as	
part	of	this	campaign.		

• Becca:	@beccasbowls8	(Northeastern	Health	Sciences	Student	with	a	healthy	food	
Instagram)	–	Unlike	Tiffany,	Becca	is	already	cooking	herself	healthy	meals	at	home.	She	
could	be	a	good	early-adopter	of	the	campaign	–	someone	already	engaging	in	the	
desired	behavior	who	would	be	willing	to	submit	community	content	to	the	Instagram	
or	write	a	blog	post.		

• Mia:	@sweeteststrawberries9	–	Instagram	devoted	to	“discovering	healthy	foods	and	
their	benefits”	–	Similar	to	Becca,	Mia	seems	to	be	engaging	in	cooking	her	own	
vegetables	at	home	and	photographing	them.	She	could	be	an	early	community	content	
producer	and	spokesperson	for	the	campaign.		

• Brian:	@brianmcw10	–	Brian	has	67,000	followers	who	enjoy	his	photos	of	Boston	while	
he	walks	to	work.	He	is	not	an	insider	in	the	food	community	and	might	reach	people	
who	are	not	already	following	food	trends	in	Boston.	

• Slow	it	down	girl11:	Liz	and	Lindsay	run	the	blog	Slow	it	down	girl,	a	“relatable	boston	
lifestyle	blog”.	The	goal	of	SIDG	is	to	“inspire	readers	through	our	creative	and	healthy	
lifestyles,	natural	beauty,	fashion,	decor	and	food”.	Liz	is	a	digital	marketing	manager	at	
a	tech	start-up	and	Lindsay	works	for	an	ad	tech	company.	They	would	be	excellent	
candidates	to	post	about	trying	out	the	campaign.		

• Branchfood12	is	an	organization	that	supports	startups	creating	innovative	solutions	in	
food	systems.	As	a	partner,	Branchfood	brings	the	networks	of	both	the	existing	food	
system	in	Boston	as	well	as	the	tech	space.	They	are	located	in	a	co-working	space	that	
is	home	to	many	startups	and	tech	companies.	Access	to	their	community	and	networks	
helps	this	campaign	reach	its	intended	audience	and	bolsters	credibility	with	those	
audiences.	As	a	partner,	Branchfood	will	share	campaign	content	on	their	social	media	
pages	and	write	related	content	on	their	blog.		

• Hub	Health13	is	a	blog	run	by	Boston	Magazine	that	describes	itself	as	“Boston	
Magazine’s	guide	to	living	well”.	Hub	Health	bloggers	could	be	pitched	to	try	out	Plated	
Pairings	and	write	a	story.		

	



Videos	
The	campaign	will	produce	several	videos	featuring	pairings	recipes.	These	videos	will	closely	
follow	the	format	of	those	popularized	by	Tasty.	They	will	be	short,	less	than	one	minute,	
edited	to	emphasize	the	aesthetic	appeal	of	cooking	and	enjoying	food	at	home.	These	videos	
are	designed	to	both	inspire	and	instruct	the	viewer	in	cooking	a	dish.	Videos	focus	on	the	
process	of	making	the	food,	depicting	it	as	fun,	easy,	quick,	and	enjoyable.	Videos	will	be	
posted	on	the	Instagram	campaign	and	website	to	be	easily	shared	via	social	media.		
	
Cultural	Relevance,	Literacy,	and	Numeracy	Concerns		
Members	of	this	target	audience	are,	by	the	nature	of	working	in	the	tech	industry,	
predominantly	college	educated	with	high	levels	of	literacy	and	numeracy.	That	said,	this	
campaign	maintains	plain	language	principals	and	avoids	including	complicated	numbers	or	
health	information.	The	strategy	of	this	campaign	is	an	emotional	rather	than	intellectual	
appeal.	For	cultural	reasons,	it	is	designed	to	look	and	feel	distinctly	unlike	a	health	campaign.	
Ideally,	Plated	Pairings	influences	behavior	change	in	the	target	audience	without	them	ever	
realizing	that	they’ve	been	persuaded	by	a	public	health	campaign.	Plated	Pairings	borrows	
heavily	from	the	for-profit	marketing	world	to	persuasively	sell	the	idea	of	cooking	at	home	
with	friends	–	an	approach	tailored	to	be	effective	in	this	cultural	community.		
	
Evaluation		
Process	evaluation	of	this	campaign	will	measure	short-term	goals.	In	this	case,	metrics	were	
chosen	to	get	a	sense	of	the	success	of	online	community	engagement	around	the	campaign.	
Early	success	will	be	measured	based	on:		

• Website	hits	on	platedpairings.com	
• Instagram	likes		
• Instagram	followers		
• Volume	of	user-generated	submissions	(use	of	#platedpairings)	
• Number	of	media	stories		
• Qualitative	feedback	from	media	testimonials			

	
Outcome	evaluation	would	ideally	measure	the	degree	to	which	the	dietary	habits	of	the	target	
audience	changed.	While	more	difficult	to	measure	than	the	process	evaluation	of	the	
campaign,	outcome	metrics	measured	by	survey	of	community	members	might	include:		

• Meals	cooked	at	home	per	week	before	and	after	campaign		
• Daily	servings	of	vegetables	before	and	after	campaign	
• Likelihood	of	telling	friends	about	Plated	Pairings			

	 	



Plated	Pairings:	Portfolio		
	
Website:	http://www.platedpairings.com/	
**Note	–	only	the	first	two	pairings	buttons	are	built	out	with	recipes	and	suggestions.	
	
Transportation	Ads:		See	attached	JPG	files.	
	
Instagram:	www.instagram.com/platedpairings	

		 			
	
	 	



Media	Pitch:		
	
To:	boston.foodies.inquiries@gmail.com	
Subject:	We	need	your	expertise!	Collab	with	PlatedPairings.	
	
Hi	Tiffany!		
	
We	came	across	your	blog	BostonFoodies.com	and	love	the	work	you’re	doing	in	the	Boston	
food	community.	We	share	your	passion	for	trying	new	food	with	friends	and	see	an	awesome	
opportunity	for	collaboration.		
	
Plated	Pairings	is	a	new	campaign	aiming	to	launch	Summer	2016.	We’re	not	your	average	
health	campaign	–	this	isn’t	about	the	food	pyramid,	it’s	about	gathering	around	and	
celebrating	food	with	friends	at	home.	Our	aim	is	to	inspire	young	people	living	and	working	in	
Cambridge/Boston	to	cook	more	of	their	own	meals	and	make	healthy	choices.	Plated	Pairings	
provides	curated	recipes	and	suggested	drink	pairings	for	delicious,	wholesome	meals.	We	
encourage	community	members	to	invite	their	friends	(or	a	date!)	over	to	show	off	their	skills	in	
the	kitchen.		
	
As	we	approach	launch,	we’re	looking	for	early-adopters	in	the	community	who	might	be	
willing	to	try	our	pairings	and	share	their	experiences.	Based	on	your	work,	we	think	you	might	
be	the	perfect	candidate	to	help	us	build	a	vibrant	community	around	cooking,	eating,	and	
drinking	with	friends.		
	
If	you’d	be	willing	to	try	out	a	new	recipe	and	drink	pairing	with	your	friends	for	your	blog,	
please	let	us	know.	Your	blog	post	will	be	featured	on	our	website	and	Instagram.	We’d	love	to	
provide	you	with	any	additional	information	you	need.	We	look	forward	to	working	with	you!		
	
Dana		
Plated	Pairings		
Community	Manager		
	
	
	 	



Video	storyboard:	
	
Title:	Lemon	Orzo	Asparagus	+	Pinot	Grigio	
Client:	Plated	Pairings	
Length:	60	seconds		
	
Style:	Camera	positioned	looking	directly	down	at	cooking	surfaces.	Food	and	implements	
arranged	as	symmetrically	as	possible.	Video	sped	up	to	give	viewer	an	overview	of	the	process	
but	keep	video	short	and	sweet.		
Shot	 Description	 On-screen	copy	 Audio	

1	
00:00	–	00:15	

Camera	looking	down	
on	stovetop,	
positioned	
symmetrically.	Hands	
pour	water	into	a	
sauce	pan,	water	
boils,	hands	add	orzo	
and	stir.	

Boil	4	cups	water.	Add	orzo	to	
boiling	water	for	10	minutes.		

Fast-paced,	
no	lyric,	
upbeat	

2	
00:15	–	00:35	

Saucepan	is	replaced	
by	a	cast	iron	skilled,	
shot	is	framed	the	
same	way.	Hands	
saute	garlic	and	
asparagus	in	olive	oil	
and	add	spinach.		

Sautee	asparagus	with	garlic	
and	olive	oil	until	tender.		

Fast-paced,	
no	lyric,	
upbeat	

3	
00:35	–	00:50	

Camera	looking	down	
on	countertop,	empty	
decorative	bowl.	
Hands	add	orzo	and	
vegetable	mixes	to	
the	bowl	and	squeeze	
lemon	over	the	
mixture.	

Mix	orzo	with	veggies	&	
squeeze	lemon.		

Fast-paced,	
no	lyric,	
upbeat	

4	
00:50	–	1:00		

Camera	looking	down	
at	tabletop,	set	
decoratively.	Hands	
place	orzo	dish	and	
glass	of	pinot	grigio	in	
center	of	shot.	Hold	
shot	:05	

Pinot	for	the	perfectly	Plated	
Pairing.	

Fast-paced,	
no	lyric,	
upbeat	
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