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media sfrafe§ies, sefﬁng them apart as |eaders in
the space. ocu3in§ more closely on The Nitro
Bar, whose wviralify has shifted the brand’s
trajectory, we see engagemenf fhriving as the
company plans expansions info new markets. To

effectively tap intfo these vnexplored markets, |

recommend that The Nitro Bar Jeverage
inflvencer Markefing tactics. Specifically, |
propose a partnership with micro-inflvencers,
Chrissy Fontaine and Maya Cain, the girls who
pvt “Fat Sunday” on the map, as their avdiences

' olign in priorifizing a |ess seriovus and more

enloyoble life.

'l

[
Q ‘g}t L4b

g s . ? s -.1. 4 »:"_-.,!C ‘ ‘&_’m— BRI ‘.,.E g _j‘:;{:‘; i:ﬁ,-: " °¢ 'ai;-.f E\L.%
L e\, 7

e el S . R S — .




Y E R R EEEEES ¥ '

T & = = 8 ‘ I B | e St e
Capp  EENEEESEES Le iace |-
e STAMP TFad |

e —]. i f" i i 3 Wt o T A = | | U S el e 1 SR T 1 [ B M o e bl
THENR T O i | L ; |- bt s e [ s E ':azsﬂmru'g; SRS il Eeamet Bl
i o e i ) ) e i | s (EHDE L] = | g b Al e T | T &g
AR g RAILWAY DEFQ S ERE I E EF PR S AP e e P 1 e ] Al U, i
1 ey 4 - ! = | ’ o = ? 4 i =

" TR . g 5 i 1 1 ey S S 2 L e ik Ll it 1.
Mﬂﬂﬂ.ﬂ'ﬁa’ ..:'j_;:,. i Fi0 ] rm—— - - ET : ] !._.” E_.q_
FENEE S < i, i can A e - 5 i o F.
TherE '{‘-‘;I-E:d,rr:-{ e —— = g} ' S Ty o T, . D < e e e e e T ifl, ﬁ'?“'.:’&:'f-"’:"" e ke
i T o R WA ,,&:_la‘-c- T Ig‘:‘ﬁ?ﬁ'lﬁ“-{'n e " | ol A1 W ..Hfﬁ.l-.’uer.ﬁ,; vy _E_.:.' Ay :.i! J::_.:. —uy BEE Y
1, ’ g i':ﬁ"ih VT 1 1o oA Ik 't::'_ ! | T P M T PR P 1 = il :':'.i ."Jrﬁ- a H
I:|_':1h| - _ i e 5"'.!". "-': _:I ! I.%I L AT |.{l}" S ﬂ ; 4 I' WiE -\.'Il:- . F.._E_-.L.I.I.‘..I.-Iu. 'i il : o dE '_ -
| J:b 1 |1 e T I =) '|:I 'I'?'j':i.:q" S l-i TH AVE z - —}ﬁ';-‘ e Ll | | : { L.-_rnf:L.. e
& :-\_lﬂ- Zal® | | Pt - ik ik =4 i 1 r R o — | . i | : ' - = ! i =1 . Fr _IL
L2t o ; Exlrter —1 ! s | i = i :..‘):iﬂ.' = | i |H£E.I’.':-l!.l!‘l_:“ IJ | b= L] [ TEM B E =
a Loy [ R L 11 ILWAY DO l 2 P L LTINS, o IR | . ok
st |l ; EWa k EE A EEENm | FewmBy| ] r AN EL
21 I i el R aanid |8 i a8l EE BB EEEEEI!] A ad ' pEE
.-..i:g- slSEE pa] : | S LR : AR
|2 Tasloa - [prm 2w AEJ‘.E":.:&-:.-; ﬁfﬁ | PRir = g i ARl - o —E_t

b rworvrleorn of NG\

el

HERE Al i

,;»'( ayl s A 3 dh 0"{ o e é*

2 Lh
o
La

P 200E Josie Group LLLC. AN rights reserved W

1
o
(e

=

o

"‘._ T =2 "”il' T S . iy
; i .'.'_-:h' ; Il’?‘ié“é .ET":.;-T -;:ﬂ-l.g h—":—:' | T-I':I}-" '.'l'Fl_F
| | L 1 L [ "

a2

L e -.=-J __f'.

I
1 ey
1 l-"J

LR 1N LEASEY |

% CiNR oy
'-I. ra 'I-'li.
e et

Bt ]
BT OF = s ':':--:-"';.q- : -D:T'jf:ﬂ}iiﬁ

< i o = ! B - |
= e e e e s ]

e R
I B

"SIXTH:
*IE-E:l |

2,

I

A —
- ]
Ja

L - 5 o
| T [ S a— — e — e 11 i :51:
I ﬁj’: \ .ul_r':".l.l_.-'_r .l".l':._,i 5 T " i E ¥ o
| o ol B ] Rl -t | ! | TR e - . 'ifi
T e :

. Ve 7o e e TR
T T | ey appabi =g 3o e -_:"' f'F- Pk S T g
. - . " RS TR O E .
aF | = 4 = -|... } & rifl o il _;_I Lip il_l_.j' :T"E,' ""..I_
| [ = el
—-eembid
r

| .

ey S
LRy b g fu






| - i
- i .,
- =

el | FURE TR S

DATE: 1215 2025
TIME: &:30

WHO ARE
THESE CPG
BRAMDS™Y

PAYMENT METHOD: CREDIT CARD
THANK %OU FOR SHOPPIMG WITH Ust
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https://theouai.com/
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THE NITRO BAR IS A RHODE ISLAND-
ORIGINATING COFFEE SHOP THAT IS
NOTORIOUS FORITS CREATIVE SPINS ON
TRADITIONAL LATTES, MATCHAS, AND
FLAVORS. DUE TO ITS SOCIAL MEDIA BUZZ,
THE COMPANY HAS BEEN ABLE TO EXPAND
IMMENSELY AND SELL COFFEE PRODUCTS
ONLINE.



https://thenitrocart.com/
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https://www.rhodeskin.com/?utm_source=google&utm_medium=paid&utm_campaign=%7B%7Bcampaign.name%7D%7D&utm_content=%7B%7Badgroup.name%7D%7D&utm_term=%7Brhode%7D&utm_source=google&utm_medium=cpc&utm_campaign=23207825889&utm_adgroup=188246233335&utm_content=781858008640&utm_term=rhode&gad_source=1&gad_campaignid=23207825889&gbraid=0AAAAAok-sx9nNjXzZBqP7UAMxg3LPGkHy&gclid=Cj0KCQiAgP_JBhD-ARIsANpEMxyCga4uq3aeZDQjWA72JzLxWS2EyBBrr-FQTBps2V5NPJ8RUiZRIUIaAhPKEALw_wcB
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All three brands !everoge their founders as the sfory, building credibilify, relatability, and community by
showing their own [ives, values, and invo|/vement in the bran§.

That fransparency

s
L)

makes consumers feel

personally connected, Turning the founder into the face and the emotional anchot of the brand.

OUA| Ieverages founder
Jen Atkin’s credibility as a
celebrity hairstylist and
her industry connections fo
build an avthentic,
communi‘l’y-driven brand
from real expertfise. By
highlighting her journey,
ct’ea‘l’ing casval futorials,
and sharing behind-the-
scenes content, she invites
consumers into her [ife and
the brand’s story, allowin
her to keep the brand
approachable, frustworthy,
and deeply connected.
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. THE NITRO BAR - - m

The Nifro Bar vses founder
Audrey’s personal journey
as the heart of the brand,
openly sharing how she
buil/t the business from a
cartf and a maxed-ovt credit
card in her patrents’
basement while pushin
ThrOugh rejection in a mc%e-
dominated indus‘fl’y. By
mcking herself the face of
the brand and consistently
Sharing behind-the-scenes
grow h moments, Audrey
creates an intimate,
relatable narrative that i
makes consumers fee| '
genvinely invested in her
svccess and the brand’s
growfh.
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rhode feels |like a natural
extension of Hailey Bieber
herself, using her
avthenticity, frendseﬁing
influence, and effort|ess
beauty fo establish fthe
brand in credibility and
relatability. Thl’o«;gh her
active involvement in
GRWM videos, prodvct
Tesﬁng content, and an
emphasis oh an exclusive
yet invifing community,
rhode allows consumers to
step into Hdiley’.s iconic
world while still feeling
accessible and real.
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https://www.instagram.com/p/DQektreEZ4c/
https://www.tiktok.com/@thenitrobar/video/7416325701185326379?_r=1&_t=ZP-927X5Od0kwg
https://thenitrocart.com/
https://www.instagram.com/reel/DMInEMWxo-4/?hl=en
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OUA/’s social media
stratepy poes beyond
sellm§ haircare by curcfmg
a |ifestyle of realness,
confidence, and adventure,
crea’rin§ an emotional

connectfion that poes
beyond the franscc§ion. By
celebrating natural beauty,
individuqlfgy, and consumer
heeds, both online and
throuph immersive pop-ups,
OUAT positions itself as a
symbo| of an attainable,
modern way of |iving that
consumers want fo be part

of.
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THE NITRO BAR

I

The Nitro Bar vses social
media fo sel| a [ocal,
community-driven [ifestyle
bui|t around creafivify,
expression, and shared
ex,oertences fhrough its
vnique, viral flavors. By
mvlfmg consumers info the
process, embracmg a chill
and judpment-free persona,
the brand makes being “in”
on The Nitro Bar feel |ike a
cultural moment people
want to travel for,
parficipate in, and belong

fo.
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SELLlNG A LIFESTYLE

- ]l The three brands vse social media fo sell more than just a product; they sell a [ifestyle consumers want fo step into.
_> 'f Tht’ough founder s’roryfellmg, community-driven com‘em‘ and hlghly cvra’red yet oﬁomoble aesthetics, each brand
L] turns everydoy rovtines into a.spurafuonal ritvals that foster belohgmg, emotional connection, and [oyalty.
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rhode’s social media
stratepy curates an
accessible yet desirable
lifestyle rooted in Hailey
Bieber’s avthentic, put-
fogefher world, ollowmg
consumers to buy into a way
of llvlhg rather than just a
produvct. By shaplng what's
coo| throuph subtle status
symbols, [imited editions,
and an “in-the-know"”
community, rhode sells
belongmg and makes
everyone feel invited into
50me1‘hm8 blgger



https://www.instagram.com/p/DRnEVFnkvLC/?hl=en&img_index=1
https://thenitrocart.com/
https://www.instagram.com/p/DRPo1-JjlQY/?hl=en&img_index=1
https://www.tiktok.com/@rhode/photo/7580051420385217822

PRODUCT RNOWLEDGE

All three brands use social media fo educafe rafher than just promote, sharing producf knowledge fthrov h tutorials,
frials, and behind-the-scenes confent. By clear|y showing how produvcts are made, used, or styled, fhey vild frust,
credibility, and confidence while empowermg consumers to gef the most outf of the experience.
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OUA/| uvses social media to
edvucate and inspire ﬂ'\l’Ough
sfyling tip videos, product
tutorials, and ful| haircare
routines that vlde
consumers Thl’ov h real,
achievable res §f5 By
highliphting hair journeys,
gfrcésfor%oflon{s, cndy
avthentic customer
testimonials, the brand
builds credibility while
5howm8 exactly how its
products -Fl’r lnfo evel’ydd)’

The Nitro Bar vses social
media tfo showcase product
knowledge by revealnng
how drinks are made,
mfroducmg new flavors,
and testing them in real
time. ThrOugh faste tests,
sitvational
recommendations, blind
comparisons, and employee
interviews, the brand
edvcates consumers in a
fun, transparent way, while

bvilding trust and curiosity.

b\ A . : . : P ——

Frhode vses social media to
educate fhrovgh GRWM
content from Hailey and

brand ambassadors,
ncfurcHy showine how fto
vse the produvcts, in what
order, and how to achieve
her sngnafvre look. By
mlxmg behind-the-scenes
content, science-backed
explanations, UGC, and
interactive Q¢As, ’rhe brand
builds trust, cufho!’if)’, and
social proof while keepin
the relationship with its
avdience Pel’Sondl and

| .engagmg --



https://www.tiktok.com/@theouai/video/7504057969055747358
https://thenitrocart.com/
https://www.tiktok.com/@thenitrobar/video/7575287107397094686
https://www.instagram.com/reel/DR-EbEvj66-/?hl=en

CONSISTENT AESTHETICS

All three brands curafe infentional, visvally consistent feeds that communicate who they are and the [ifesfyle they

represent. Through cohesive color palettes, consistent designs, and experience-driven content, each brand vses aesthetics
as a storyfelling tfool, making their social presence rcco]nZa\ole, emotionally resonant, and aspirational. |

OUAI I I I THE NITRO BAR I I | I I

OUA/’s aesthetic is cool, rhode’s aesthetic blends

effort|ess, and sleek 'cleon, sleek minir‘nclis'm
without feeling foo perfect. with playful, food-inspired
[P's minimal, With neutral Pisisoly. 5 Iay T sillnioRtbay
packaging and a carefree rpckes fhe .bl’cmd eel
“live yout life” attitude. indvlpent instfead of

Through tfravel-inspired sterile. Through soft
content, experiential hevtral tfones, curated

product placement, and rid;, nc{Tvral elements, and
ccmpoigns like its Ibiza he iconic “ chg” Ia‘ngque,
collaboration, the brand 'l'h? brand maintains a
leans into a confident, ConsslEnt eI raTed e
adventurous, “be-yourself” that feels intentional,
energy that feels fun, moder.n, and c'ulfurq”)/
aspirational, and influential.
unapologeﬁcolly real.

The Nitro Bar’s aesthetic is
Simple yet creative,
blending cute, cool, and
slighﬂy quitky visvals
across its drinks,
storefront, merch, and
branding. From its iconic
“Whip" to its must-try
flavors, every detail, down
fo the team’s general vibe,
creates an easily
recogniZlee, frend-
forward |ook that feels
original, local, and
effortlessly cool.
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https://www.instagram.com/theouai/?hl=en
https://thenitrocart.com/
https://www.instagram.com/thenitrobar_/?hl=en
https://www.instagram.com/rhode/?hl=en
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CLEVER USE OF HUMOR

All three brands vse humot as a sfrofe

OUA| vses clever, self-
aware humot by Ieomng
intfo TikTok-style
interviews, employee
opinions, and funny
consumer comments. By
hopplng on Trendmg avdios,
pok|n§ fun at everyday
moments (like boy{rlends

exapperated trave]
conte §§ and laughmg at
themse|ves across
platforms, the brand stays
culturally relevant and
truly enferfoining.

e
iy , gy

m15pronouncm§ the name or

Film

The Nitro Bar uses dry and
ovtspoken humor fo furn
everyday moments info
content, often fhrough
interview-style videos that
feel Spom‘aneous and fun.
By try mg “weirdest
orders,” ‘okmg about
hangover fixes, using
Trendgmg avdios, and not

= --nhuu-.n.-""' sha Fype” 3 Tdk'n Themselves TOO
2 M;i; e SGYIOUS%)' the brand isn’t
| afraid fo take creative

The it Ear _ ' risks and stand out on
e ok T TikTok and Reels.
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ic too| on social media, leomn info infernef frends, self-awareness, and playful
L. commentary to feel relatable instead o overl branded. By ’rcppmg m o various trends and eng mg directly with online
. discourse, each brand creates content that feel.s culfvrally flvent, enfertaining, and easy for ov§l

ences to ccmhec]L with.

[

rhode vses subt|e but
relevant humor, [eanin
into trends without forcin
them. By acknowledgmig and
play mg info viral on[ine
discourse, like the “Hailey
Bieber as a guy” |oke, the
brand shows self-
awareness and turns humot
into shareable, culture-
driving content.
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https://www.tiktok.com/@theouai/video/7582296488059899166?_r=1&_t=ZP-927UsIjKVsU
https://thenitrocart.com/
https://www.tiktok.com/@thenitrobar/video/7579713868788714766?_r=1&_t=ZP-927aZeEwv9z
https://www.tiktok.com/@rhode/photo/7580174498763181343

THE NITRO B AK

Nutrition Facts

Serving Size:

% Daily Value*

12345 " 67890

o

NET WT. 1207 / 340 6
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¥ Interview-style content performs well on TikTok becauvse it’s famiiar, repeatable, and driven by fresh personalities and prompts. The Nitro Bar
" has become knhown for this format, inferviewing employees and customers about coffee takes, unusval orders, and hango\/er cures, offen ending

jﬂf"t;__:-

with a taste test. This apptoach showcases produvcts in an avthentic, en’rerfaining way while building brand personality, community, and consistency
on TikTok.

{ Hre
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“I'rn hungover as balle—

§ The Nitro Bar - 5
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This TikTok immediately
hooks The Nitro Bar’s
avdience with the opening
line, “/'m hungover as
balls,” as an employee is
inferviewed about the

vitimate han‘?over cure. The

=

barista explains her po-tfo
drink, walks throuph how
it’s made, and The
interviewer faste-fests it
at the end, subtly
promoting the new menv

g Sty

PRGN plaats,

n

¢

ol ST

-3 I"'_J::

i
)
by

p o b el g L L U T

s At £ Jl;i

]
4

afTer)

LF e

ot TR
ot i L
i N = e
é iiﬂ 3
N [ ey
"'"""-.‘- iy
3} L
B, Sak v 2

LAY

pETiat
el

Another common interview
question for The Nitro
Bar's TikTok is “What’s the
weirdest drink order you've
otten recent|y?” The
barista breaks down the
vhusval combination, makes
the drink, and the
inferviewer taste-tests if,
en’rerfoining viewers
Through humor and
cul’iosif)’, even withovut
promofing a specific menv
item.
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This interview series
infrodvces another
enferfaining concept,
asking baristas what drink
wou| help someone poop.
The familiar flow, choosin
a drink, showing how it's
made, and taste-testing it,
keeps viewers engaped,
while the blunt and silly
topic immediately orabs
attention and high !ghfs

The Nitro Bar’s mgrediem‘s

in a memorable way.
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https://www.tiktok.com/@thenitrobar/video/7581149729657064734?_r=1&_t=ZP-927aYH3ty1O
https://www.tiktok.com/@thenitrobar/video/7558191042671987999?_r=1&_t=ZP-92BGElSZBJG
https://www.tiktok.com/@thenitrobar/video/7493540111372651807?_r=1&_t=ZP-92BGCw0i5mA

GIVING CONSUMERS A STARE

" The Nitro Bar |eans into community-driven content by mvn‘mg followers to weigh ih on hew menv items, flavors, seasonal of{ermgs, and even future
locations. By giving its avdience a voice, the brand {osfers inclusion and ownertship, increasing enpagement, repeat interactions, and Joyalty while
Svsfammg Iong -term social media growfh

auifin

This TikTok, posted by The
Nitro Bar’s founder Audrey,
annouvnced plans for
expansion and invited
viewers to comment where
they’d like the next
location to open. The
prompt sparked major buzz,
with followers Hooding the
comments a.skmg for a
|ocation near them, makmg
them fee| included while
driving stroneg enpapement
’rh!’ogugh pa§‘hc1§a$lon

Many of The Nifro Bar’s
videos show how menv
items are made, but this
one adds a twist by
revealtng the creation of
hew seasonal flavors and
b new winter |, letting the avdience decide

nky one of them

the meni) 'i Wh'ch ohe W'“ mdke The
final menv. By givin
consumers an in5i§e Iogk at
the creative process and a
stake in the ovtcome, the
video builds anticipation

and drives sfrong
engogemem‘.

This video htghhgh’rs the
process of developmg hew
food ifems, as Audrey
experiments with an
avocado toast recipe and
asks viewers what makes
the perfect version for
them. By inviting feedback,
she ensvres The menv
reflects what customers
actually want while glvmg
the avdience a chance fo
fee| heard and be involved.



https://www.tiktok.com/@audfin/video/7546987327579573559?_r=1&_t=ZP-92EdFD8Mr7e
https://www.tiktok.com/@thenitrobar/video/7574074274055605534?_r=1&_t=ZP-92EdJGk5W2h
https://www.tiktok.com/@audfin/video/7575164748447206669?_r=1&_t=ZP-92Ed5LgRCne

THE CHOREROLD EFFEGI

The Nitro Bar creates viral TikTok moments by hi hllghfun vnique flavors and Ieomng intfo a cool, se[f-aware brand voice. From Trendmg homemade
Sytups to online debates about whether the brcmd IS “0verra ed,” dlgtfol buzz fuels curiosity and inspites real-world visits. This constant conversation
keeps The Nitro Bar at the top of consumers’ minds and reinforces its status as a must-try destination both on social media and in real |ife.

This TikTok features a
popular influencer
recreating The Nifro Bar’s
viral blueberry [atte at
home after admih‘ing she
doesn’t [ive near a [ocation,
even making the iconic
bluveberry syrup herself. By
Sharing the futorial, she
oréanicolly promofes the
rand for free while

relmforcmg growm§

coffee commumfy

demand and
o try the real
Thing.

GMPII-Fylh
curiosify
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This TikTok spoflights a
hlghl vhusval drink, a
cherry vanilla Coke with
espresso, that instantly
rabs attention becavse if’
hot somefhmg ov'd expect
to see at a coaffee Shop.
The 5hockm8 combination
prompts viewers fo try if
themselves and share their
opinions, furning the drink
intfo a viral] moment and
further -Fue“ng
conversation,
experimentation, and reach
across TikTok.
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This TikTok features two
girls joking that they
shovld g0 to The Nitro Bar,
despite llvmg in
Tennessee. They end vp
flying fo Rhode slcnd
anyway, |ust fo try the viral
coffee. The video
hlghhghfs the brand’s cult-
ITke appeal, showmg how
online hype translates into
real-|ife action and furnin
the experience ifself into a
viral moment that further
fuels curiosity.



https://www.tiktok.com/@nataliezacek/video/7400868816437185838?_r=1&_t=ZP-92Eewe8BEcB
https://www.tiktok.com/@thenitrobar/video/7422327823207025963?_r=1&_t=ZP-92EfD2lNli3
https://www.tiktok.com/@abbylockridge_/video/7528160664154672397?_r=1&_t=ZP-92Ef79kyQRC
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(7 FAT sumpay

SSy are best friends and NYcC-

eir early 20s, documenfin§
grad era. Across their platforms, they create

based micro-
life in their post-

lifestyle, fashion,
® the realities of enterin
» AN eXpetience that stro

and trave| content while Shatin

corporate wor/d

. - : tion throueh their
B an eainin MOIOV trac
s chrisswnnz‘amaﬁ ; = Th ey be8 8 8

vlog their Sundays
% " al ritval tvrned info‘
,\(,« s 473 2 with its humor, consi
relatable best-friend en

“Fat Sundays”
ogefher €ach week.

a -Fan—-Favorife S
stency,

el"gy.



https://www.instagram.com/maya.cain/?hl=en
https://www.tiktok.com/@babytunechii
https://www.instagram.com/chrissyfontainee/?hl=en
https://www.tiktok.com/@cinnamonpoptartttt

B8 WHAT L5 FAT SUNDAY?

Fat Sunday is a TikTok series Chrissy
and Maya lavunched in mid-September,
shared across both of their accounts.

Every Sunday, they vlog their NYC
advenfures with friends, walking the &1
city, trying as much food as possible, 3 &
and f'urning vhconventional Jooks, PJ

&

sets, fur coats, eye patches inclvded, I ©
into part of the vibe. The series %ga

~— captures true girlhood and post- -

§rad-in-your-7.0.s energy, creofing an =TT
anti—clean girl” Sunday ritval that's

racked vp millions of views and

4
- - - e — - — ?

sparked sirong avdience excitement Babyt o e,

from followers who want to be part < g s safe @CHRISSY +

3 | s ithuge : ¥

of the experience. |

Playlist - FAT SUNDAY

-

Add comment...



https://www.tiktok.com/@babytunechii/video/7581531065437703455?_r=1&_t=ZP-92FJi4gGZ1r

 APARTNERSHIP THAT JUST MAHES SENSE -

Chrissy and Maya ate a sfrong fit for The Nitro Bar fhrough their Fat Sunday
 series becauvse both celebrate not foking life too seriously and rejecﬁng overly
cvrafed, vnatfainable ideals. While much of social media pushes the “clean-gir/|”
aesthetic and hovin§ everyfhing -Figured ovtl, Fat Sunday embraces exploration,
spontaneity, and acfvally enjoym§ your 20s, valves that closely align with The

Nitro Bat’s self-aware, offbeat brand personality. Both brands thrive on
avthenticity, humor, and going agoinsf f‘he grain, creoﬁng content that feels
reaj.

This partnership has the potential to redefine Sunday ritvals in a way that
feels genuine and cv|tvrally relevant, while reinforcing The Nitro Bar’s |ocal,
less-mainstream appeal, especially as the brand ex,oan§3 info the NYC market.

A‘-
.,
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https://www.tiktok.com/@3milyball/video/7568739560247676167?_r=1&_t=ZP-92FIaJapElz
https://www.tiktok.com/@jordansturgill/video/7562261903163018509?_r=1&_t=ZP-92FIgBqk0bv

“ (ONTENT EVOLUTION

Fat Sunday began as a casval video, but
quickly evolved into a weekly ritval after the
first post gained traction. What set Chrissy

and Maya apart was their ability to furn a
- simple concept into an anticipated series,
with viewers actively engoging fhrou§h
comments, recommendations, and requests to
be part of the experience. They’ve |eaned
intfo this feedback, incorporafing avdience
.ﬂggesﬁon's info future episodes and bviiding_
a s'l'rong sense of community.

Before Fat Sunday, their content focused on

lifestyle and fashion trends. As the series 4 _

) grew, so did their platforms, elevating them

intfo micro-inflvencer status whi ying -

trve to their original vibe. Today, they :

bal ¥ : ith their individval I
interests: Maya’s thrifty fashion and funny

___trending content, and Chrissy’s fashion
guidance, ravel, and day-in-the-life content,

vsing fhe%rowfh_of_ Fat Sunday to showcase [=%
O 7 : il

mote personality and confidence online.

1
|

—
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https://www.tiktok.com/@babytunechii/video/7579660895962336542?_r=1&_t=ZP-92FLW6EpAvX
https://www.tiktok.com/@cinnamonpoptartttt/video/7518827126737456414?_r=1&_t=ZP-92FLSOhYGVy
https://www.tiktok.com/@cinnamonpoptartttt/video/7532198091529751839?_r=1&_t=ZP-92FLUeIm71a
https://www.tiktok.com/@babytunechii/video/7554522745841683743?_r=1&_t=ZP-92FLaivgcLm
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B g .
s Content Execution: :
N Chrissy and Maya collaborate =1 ® Pre-launch vlogs and polls teasing the menu and
T e N s Parto croafe i letting followers vote on flavor directions
R limited, Sunday-only “Fat r ® Taste-tests with Chrissy, Maya, and the Nitro Bar
L Qi L e e e s [+ team, with tutorials on how to make the drinks
| £ 8 A yence feveas e oe 2ok D e (Collaboration launch Fat Sunday vlog centered on
| B 5 22 o o | ordering and trying the menu
~— 1un. The menu leans into playful, |E Tie the d he Nitro Bar NYC d :
=5 slightly chaotic flavor o o5 1e.t. e drop to the Nitro ar grand opening,
L e o e D (] inviting NYC locals to experience Fat Sunday IRL

e within Fat Sunday culture. Items Why It Works:

cg |t rotate seasonally or monthly to  I°T ¢ ".oqtes a ritual-driven reason to visit on Sundays
=i keep anticipation high. ko

- & e Drives FOMO through exclusivity and limited

aflv ¥ availability

D0 W AU e f g e sjopogsyl E Gives The Nitro Bar room to test unique, NYC-

0 @ [ | peyryry Roabeg o 8| BEEYLY W 5 RO inspired flavors, giving NYC something its other
e=Lijada |ls o = poupevagglf ogtd (D4l ,“*‘"’.ﬁ il locations don’t have
oTals —._L_ ythi f,i;_f?z 3R6iE 08 | [T I '_:_'--_If'__iat:-._'::;;: * Positions the brand as a cultural destination and
! vl s e L R N T el a1 experience, not just a cottee shop

- _j n '"-:_— ’ iy :_—1| 'Lllp_,_r ?;'};_ fe e |l..-'-:_:|7.-’._’.7-‘.._.....‘;-.';_£i _.I'_fl':'-;_:;..‘ e e B _ :ﬁ'lﬂﬁ y Hik -*:.,r_:.:_:,_'rg..__.? -"




April 28, 1986 V<L ax ¢

xS )

W PR A W, 4=\ &P Price $1. 50

FAT SUNDAY INTEIQVIEW TAKEOI/ER-

fl \ﬁ =N —

Chrissy and Maya take over The
Nitro Bar’s signature interview
format, acting as guest hosts
who interview baristas and
customers, specifically on Fat
Sunday. Their humor and
curiosity add a fresh dynamic
while preserving the casual,
unfiltered tone that already
performs well for the brand.

\ l
e |

/A LT~ P

Content Execution: ‘
e “What’s your go-to Fat Sunday order?”
e “What drink matches your Sunday vibe?”
e “It’s Fat Sunday, what drink would you make me?” i
e [Follow The Nitro Bar’s typical format, the barista P
makes the drinks, taste tests led by Chrissy and T Ll
Maya, with reactions |

Why It Works:

e Relreshes a proven content format without
reinventing it

o Seamlessly integrates influencer personalities into
existing brand strategy |

e [xpands reach while keeping content consistent with =
Nitro Bar’s identity -

o Strengthens relatability through humor, honesty,
and real reactions

L B | 1 ||| | | S5
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Content Execution: E

T e —

The Nitro Bar becomes an e Morning “getting ready for Fat Sunday” videos - ‘“iﬁ.
organic part of the Fat Sunday featuring Nitro Bar cotfee Ry
routine, either as the first stop of e In-store vlogs kicking off the Sunday adventure o
the day or as part of the pre-Fat e Share the at-home brewing process, paired with outfit Frils
Sunday ritual at home. Whether planning and getting ready for the day Bots
Chrissy and Maya are brewing e Natural product mentions are woven into the ritual s
Nitro Bar beans hefore heading e Bring The Nitro Bar founder, Audrey, along on the Fat gl
out or grabbing coffee in-store Sunday tour S
before walking the city, the ¥e
brand is positioned as a habitual, Why It Works: ol L] |
not promotional, presence. e Embeds the brand into a lifestyle, increasing E:‘f:f‘j)
; | emotional attachment 9 |
g ! e Encourages both café visits and at-home consumption
@7 o \UU1 Ll ANTLARBELN 1L —1 hu’ = o Positions The Nitro Bar as the cotfee associated with
e . —-‘:—m 3 Sundays, and the Fat Sunday series b £
e e e Feels authentic and repeatable, not one-off sponsored '~ ~ ' 7
o & content >L" g
i oo L s AR N AN ONBG SR RS, R By 9 :a.
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Nitro Bor svcceed on social media fhrough Shared
sfrafegles like founder stor felhng, Iifestyle
content, prodvct edvcation, conslsfenf oes‘l’heflcs,
& and clever humor. What sets The Nifro Bar apart

is its ability to g0 further, usmg interview-style
fg‘; content, mvn‘lng consvmers info brand decisions,
| and creating vira|] “chokehol|d” moments that drive
{“@ demand. wldmg on these strengths, the Fat
&x Sunday partnership with Chrissy and Maya extends
.,_&@ The Nitro Bar’s most effective tactics info an
&f/}\. exnshng ritval, aHowmg the brand to reinforce its
position as a |lifestyle brand people want to be

|
ﬁ part of. \J\L ‘:,L
&é»%ﬁ;%ﬁ %%%%%%%%% LN
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Thank youv for the

opportunity to

and explore the
Resident Post Creative
Sfrofegisf role at VaynerMedia. l
appreciate the chance to be considered for
the residency and to bring my passion for
social] media, cv|tural insighf, and creative
stratepy to the feam. | hope youv enjoyed my
project, it was a pleasvre to work on! |

hoPe to hear from yov soon. ‘/\/
_ ,d
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