
Fat Sunday
The nitro bar

x
A Sunday State of Mind



VaynerMedia Post Creative Strategist Residency Project

Av eryWech
sler



This presentation will explore three CPG brands
that have successfully executed strong social
media strategies, setting them apart as leaders in
the space. Focusing more closely on The Nitro
Bar, whose virality has shifted the brand’s
trajectory, we see engagement thriving as the
company plans expansions into new markets. To
effectively tap into these unexplored markets, I
recommend that The Nitro Bar leverage
influencer marketing tactics. Specifically, I
propose a partnership with micro-influencers,
Chrissy Fontaine and Maya Cain, the girls who
put “Fat Sunday” on the map, as their audiences
align in prioritizing a less serious and more
enjoyable life. 



1.Social Media Analysis of CP
G Leaders

2.The Success o
f The Nitro Bar

3.Fat Sunday Overview

4.Creative Part
nership Pitch
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Is a “socially-connected” haircare
brand founded by celebrity

hairstylist, Jen Atkin.

It is known for its optimistic, self-
embracing message and its

premium fragranced products
that make real impacts toward

healthy hair.

https://theouai.com/


THE NITRO BAR
                                    is a Rhode Island-
originating coffee shop that is

notorious for its 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/


         is a skincare and

cosmetics brand founded by

Hailey Bieber, known for its

curated, high-performance,

and science-backed products.

Its tried and true quality and

iconic packaging have a

chokehold on today’s modern
consumers. 

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


COMMON
THEMES
DRIVING
SUCCESS

1.Founder Storytelling2.Selling a Lifestyle3.Product Knowledge4.Consistent Aesthetic5.Clever Use of Humor

SUCCESS

COMMON 



OUAI leverages founder
Jen Atkin’s credibility as a

celebrity hairstylist and
her industry connections to

build an authentic,
community-driven brand
from real expertise. By

highlighting her journey,
creating casual tutorials,
and sharing behind-the-

scenes content, she invites
consumers into her life and
the brand’s story, allowing

her to keep the brand
approachable, trustworthy,

and deeply connected.

The Nitro Bar uses founder
Audrey’s personal journey
as the heart of the brand,
openly sharing how she

built the business from a
cart and a maxed-out credit

card in her parents’
basement while pushing

through rejection in a male-
dominated industry. By

making herself the face of
the brand and consistently
sharing behind-the-scenes
growth moments, Audrey

creates an intimate,
relatable narrative that
makes consumers feel

genuinely invested in her
success and the brand’s

growth.

rhode feels like a natural
extension of Hailey Bieber

herself, using her
authenticity, trendsetting
influence, and effortless
beauty to establish the
brand in credibility and
relatability. Through her

active involvement in
GRWM videos, product
testing content, and an

emphasis on an exclusive
yet inviting community,

rhode allows consumers to
step into Hailey’s iconic
world while still feeling

accessible and real.

All three brands leverage their founders as the story, building credibility, relatability, and community by
showing their own lives, values, and involvement in the brand. That transparency makes consumers feel

personally connected, turning the founder into the face and the emotional anchor of the brand.

FOUNDER STORYTELLING

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


The three brands use social media to sell more than just a product; they sell a lifestyle consumers want to step into.
Through founder storytelling, community-driven content, and highly curated yet attainable aesthetics, each brand

turns everyday routines into aspirational rituals that foster belonging, emotional connection, and loyalty.

SELLING A LIFESTYLE

OUAI’s social media
strategy goes beyond

selling haircare by curating
a lifestyle of realness,

confidence, and adventure,
creating an emotional
connection that goes

beyond the transaction. By
celebrating natural beauty,
individuality, and consumer

needs, both online and
through immersive pop-ups,
OUAI positions itself as a
symbol of an attainable,

modern way of living that
consumers want to be part

of.

The Nitro Bar uses social
media to sell a local,

community-driven lifestyle
built around creativity,
expression, and shared
experiences through its
unique, viral flavors. By

inviting consumers into the
process, embracing a chill

and judgment-free persona,
the brand makes being “in”
on The Nitro Bar feel like a

cultural moment people
want to travel for,

participate in, and belong
to.

rhode’s social media
strategy curates an

accessible yet desirable
lifestyle rooted in Hailey
Bieber’s authentic, put-
together world, allowing

consumers to buy into a way
of living rather than just a
product. By shaping what’s
cool through subtle status
symbols, limited editions,

and an “in-the-know”
community, rhode sells
belonging and makes

everyone feel invited into
something bigger.

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


All three brands use social media to educate rather than just promote, sharing product knowledge through tutorials,
trials, and behind-the-scenes content. By clearly showing how products are made, used, or styled, they build trust,

credibility, and confidence while empowering consumers to get the most out of the experience.

PRODUCT KNOWLEDGE

OUAI uses social media to
educate and inspire through
styling tip videos, product
tutorials, and full haircare

routines that guide
consumers through real,
achievable results. By

highlighting hair journeys,
transformations, and
authentic customer

testimonials, the brand
builds credibility while
showing exactly how its

products fit into everyday
life.

The Nitro Bar uses social
media to showcase product
knowledge by revealing
how drinks are made,

introducing new flavors,
and testing them in real

time. Through taste tests,
situational

recommendations, blind
comparisons, and employee

interviews, the brand
educates consumers in a

fun, transparent way, while
building trust and curiosity.

rhode uses social media to
educate through GRWM
content from Hailey and

brand ambassadors,
naturally showing how to
use the products, in what
order, and how to achieve

her signature look. By
mixing behind-the-scenes
content, science-backed
explanations, UGC, and

interactive Q&As, the brand
builds trust, authority, and
social proof while keeping
the relationship with its
audience personal and

engaging.

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


All three brands curate intentional, visually consistent feeds that communicate who they are and the lifestyle they
represent. Through cohesive color palettes, consistent designs, and experience-driven content, each brand uses aesthetics

as a storytelling tool, making their social presence recognizable, emotionally resonant, and aspirational.

CONSISTENT AESTHETICS

OUAI’s aesthetic is cool,
effortless, and sleek

without feeling too perfect.
It’s minimal, with neutral
packaging and a carefree
“live your life” attitude.
Through travel-inspired

content, experiential
product placement, and
campaigns like its Ibiza
collaboration, the brand
leans into a confident,

adventurous, “be-yourself”
energy that feels fun,

aspirational, and
unapologetically real.

The Nitro Bar’s aesthetic is
simple yet creative,

blending cute, cool, and
slightly quirky visuals

across its drinks,
storefront, merch, and

branding. From its iconic
“whip” to its must-try

flavors, every detail, down
to the team’s general vibe,

creates an easily
recognizable, trend-

forward look that feels
original, local, and
effortlessly cool.

rhode’s aesthetic blends
clean, sleek minimalism

with playful, food-inspired
sensory storytelling that

makes the brand feel
indulgent instead of
sterile. Through soft
neutral tones, curated

grids, natural elements, and
the iconic “glaze” language,

the brand maintains a
consistently elevated look

that feels intentional,
modern, and culturally

influential.

https://www.instagram.com/theouai/?hl=en
https://thenitrocart.com/
https://www.instagram.com/thenitrobar_/?hl=en
https://www.instagram.com/rhode/?hl=en


All three brands use humor as a strategic tool on social media, leaning into internet trends, self-awareness, and playful
commentary to feel relatable instead of overly branded. By tapping into various trends and engaging directly with online
discourse, each brand creates content that feels culturally fluent, entertaining, and easy for audiences to connect with.

CLEVER USE OF HUMOR

OUAI uses clever, self-
aware humor by leaning

into TikTok-style
interviews, employee
opinions, and funny

consumer comments. By
hopping on trending audios,

poking fun at everyday
moments (like boyfriends

mispronouncing the name or
exaggerated travel

content), and laughing at
themselves across

platforms, the brand stays
culturally relevant and

truly entertaining.

The Nitro Bar uses dry and
outspoken humor to turn
everyday moments into
content, often through

interview-style videos that
feel spontaneous and fun.

By trying “weirdest
orders,” joking about
hangover fixes, using

trending audios, and not
taking themselves too

seriously, the brand isn’t
afraid to take creative
risks and stand out on

TikTok and Reels.

rhode uses subtle but
relevant humor, leaning

into trends without forcing
them. By acknowledging and

playing into viral online
discourse, like the “Hailey
Bieber as a guy” joke, the

brand shows self-
awareness and turns humor

into shareable, culture-
driving content.

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


diving 
deeper



COMMON THEMES
DIFFERENTIATING
THE NITRO BAR

1.Interview-Style Content
2.Giving Consumers a Stake
3.The Chokehold Effect

 BAR



Interview-style content performs well on TikTok because it’s familiar, repeatable, and driven by fresh personalities and prompts. The Nitro Bar
has become known for this format, interviewing employees and customers about coffee takes, unusual orders, and hangover cures, often ending

with a taste test. This approach showcases products in an authentic, entertaining way while building brand personality, community, and consistency
on TikTok.

INTERVIEW-STYLE CONTENT

This TikTok immediately
hooks The Nitro Bar’s

audience with the opening
line, “I’m hungover as

balls,” as an employee is
interviewed about the

ultimate hangover cure. The
barista explains her go-to
drink, walks through how

it’s made, and the
interviewer taste-tests it

at the end, subtly
promoting the new menu
item through relatability.

Another common interview
question for The Nitro

Bar’s TikTok is “What’s the
weirdest drink order you’ve

gotten recently?” The
barista breaks down the

unusual combination, makes
the drink, and the

interviewer taste-tests it,
entertaining viewers
through humor and

curiosity, even without
promoting a specific menu

item.

This interview series
introduces another

entertaining concept,
asking baristas what drink
would help someone poop.

The familiar flow, choosing
a drink, showing how it’s
made, and taste-testing it,
keeps viewers engaged,
while the blunt and silly
topic immediately grabs
attention and highlights 

The Nitro Bar’s ingredients
in a memorable way.

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


The Nitro Bar leans into community-driven content by inviting followers to weigh in on new menu items, flavors, seasonal offerings, and even future
locations. By giving its audience a voice, the brand fosters inclusion and ownership, increasing engagement, repeat interactions, and loyalty while

sustaining long-term social media growth.

GIVING CONSUMERS A STAKE

This TikTok, posted by The
Nitro Bar’s founder Audrey,

announced plans for
expansion and invited

viewers to comment where
they’d like the next

location to open. The
prompt sparked major buzz,
with followers flooding the

comments asking for a
location near them, making
them feel included while

driving strong engagement
through participation.

Many of The Nitro Bar’s
videos show how menu
items are made, but this

one adds a twist by
revealing the creation of
new seasonal flavors and

letting the audience decide
which one will make the

final menu. By giving
consumers an inside look at
the creative process and a
stake in the outcome, the
video builds anticipation

and drives strong
engagement.

This video highlights the
process of developing new

food items, as Audrey
experiments with an

avocado toast recipe and
asks viewers what makes
the perfect version for

them. By inviting feedback,
she ensures the menu

reflects what customers
actually want while giving
the audience a chance to

feel 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


This TikTok features a
popular influencer

recreating The Nitro Bar’s
viral blueberry latte at

home after admitting she
doesn’t live near a location,

even making the iconic
blueberry syrup herself. By
sharing the tutorial, she
organically promotes the

brand for free while
reinforcing a growing
coffee community and
amplifying demand and
curiosity to try the real

thing.

This TikTok spotlights a
highly unusual drink, a

cherry vanilla Coke with
espresso, that instantly

grabs attention because it’s
not something you’d expect

to see at a coffee shop.
The shocking combination
prompts viewers to try it

themselves and share their
opinions, turning the drink

into a viral moment and
further fueling
conversation,

experimentation, and reach
across TikTok.

This TikTok features two
girls joking that they

should go to The Nitro Bar,
despite living in

Tennessee. They end up
flying to Rhode Island

anyway, just to try the viral
coffee. The video

highlights the brand’s cult-
like appeal, showing how

online hype translates into
real-life action and turning
the experience itself into a
viral moment that further

fuels curiosity.

The Nitro Bar creates viral TikTok moments by highlighting unique flavors and leaning into a cool, self-aware brand voice. From trending homemade
syrups to online debates about whether the brand is “overrated,” digital buzz fuels curiosity and inspires 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 life.

THE CHOKEHOLD EFFECT

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


Influencer
Partnership

Maya Cain & Chrissy Fontaine
FAT SUNDAY



1.Meet Maya Cain & ChrissyFontaine2.What is Fat Sunday?3.A Partnership That JustMakes Sense4.Engagement & ContentEvolution



MEET MAYA CAIN & CHRISSYFONTAINE
Maya and Chrissy are best friends and NYC-based micro-influencers in their early 20s, documenting life in their post-grad era. Across their platforms, they create lifestyle, fashion,and travel content while sharing the realities of entering thecorporate world, an experience that strongly resonates withtheir peers.

They began gaining major traction through their “Fat Sundays”series, where they vlog their Sundays together each week.What began as a casual ritual turned into a fan-favorite series,pulling people in with its humor, consistency, and superrelatable best-friend energy.

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


WHAT IS FAT SUNDAY?
Fat Sunday is a TikTok series Chrissy
and Maya launched in mid-September,
shared across both of their accounts.
Every Sunday, they vlog their NYC

adventures with friends, walking the
city, trying as much food as possible,
and turning unconventional looks, PJ
sets, fur coats, eye patches included,

into part of the vibe. The series
captures true girlhood and post-

grad-in-your-20s energy, creating an
“anti–clean girl” Sunday ritual that’s

racked up millions of views and
sparked strong audience excitement
from followers who want to be part

of the experience.

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


Chrissy and Maya are a strong fit for The Nitro Bar through their Fat Sunday
series because both celebrate not taking life too seriously and rejecting overly
curated, unattainable ideals. While much of social media pushes the “clean-girl”
aesthetic and having everything figured out, Fat Sunday embraces exploration,
spontaneity, and actually enjoying your 20s, values that closely align with The

Nitro Bar’s self-aware, offbeat brand personality. Both brands thrive on
authenticity, humor, and going against the grain, creating content that feels

real.

This partnership has the potential to redefine Sunday rituals in a way that
feels genuine and culturally relevant, while reinforcing The Nitro Bar’s local,
less-mainstream appeal, especially as the brand expands into the NYC market.

A PARTNERSHIP THAT JUST MAKES SENSE



ENGAGEMENT ANALYSIS
The Fat Sunday series consistently receives strong, positiveengagement, with comments praising the concept as a favorite weekly

ritual viewers look forward to. Audiences are drawn to Chrissy and
Maya’s energy and friendship, expressing a desire to be part of the
experience, whether that means recreating their own Fat Sundays,

asking for food recommendations, or engaging with their fashion and
style. Many followers comment on wanting to join the friend group orsimply hang out with them, highlighting how aspirational yetapproachable the series feels. The impact has gone beyond their ownaccounts, inspiring others to document their own Sunday foodadventures and sparking broader TikTok conversation around theseries, its vibe, and the culture it’s created.

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


CONTENT EVOLUTION
Fat Sunday began as a casual video, but

quickly evolved into a weekly ritual after the
first post gained traction. What set Chrissy
and Maya apart was their ability to turn a
simple concept into an anticipated series,
with viewers actively engaging through

comments, recommendations, and requests to
be part of the experience. They’ve leaned
into this feedback, incorporating audience

suggestions into future episodes and building
a strong sense of community.

Before Fat Sunday, their content focused on
lifestyle and fashion trends. As the series

grew, so did their platforms, elevating them
into micro-influencer status while staying

true to their original vibe. Today, they
balance the series with their individual

interests: Maya’s thrifty fashion and funny
trending content, and Chrissy’s fashion

guidance, travel, and day-in-the-life content,
using the growth of Fat Sunday to showcase

more personality and confidence online.

EXAMPLES OF OTHER CONTENT

EXAMPLES OF DIRECT
ENGAGEMENT

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


This creative pitch explores how The Nitro Bar can partner with
Chrissy and Maya’s Fat Sunday series to become a natural part of
an existing Sunday ritual with strong cultural momentum. Through
limited menu drops, interview-style content, and integrating The
Nitro Bar into the NYC conversation, this collaboration blends

both brands’ shared energy, authenticity, and sense of community
without feeling forced. Each idea is designed to drive

engagement, foot traffic, and discussion, reinforcing The Nitro
Bar as more than a coffee shop, but a lifestyle people want to be

part of.

CREATIVE PITCH



Chrissy and Maya collaborate
with The Nitro Bar to create a

limited, Sunday-only “Fat
Sunday” menu that embodies
indulgence, spontaneity, and

fun. The menu leans into playful,
slightly chaotic flavor

combinations that feel earned
within Fat Sunday culture. Items
rotate seasonally or monthly to

keep anticipation high.

Content Execution:
Pre-launch vlogs and polls teasing the menu and
letting followers vote on flavor directions
Taste-tests with Chrissy, Maya, and the Nitro Bar
team, with tutorials on how to make the drinks 
Collaboration launch Fat Sunday vlog centered on
ordering and trying the menu
Tie the drop to the Nitro Bar NYC grand opening,
inviting NYC locals to experience Fat Sunday IRL

Why It Works:
Creates a ritual-driven reason to visit on Sundays
Drives FOMO through exclusivity and limited
availability
Gives The Nitro Bar room to test unique, NYC-
inspired flavors, giving NYC something its other
locations don’t have
Positions the brand as a cultural destination and
experience, not just a coffee shop

Fat Sunday Nitro Bar Menu
Price 50 centsApril 21, 1973



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.

Content Execution:
“What’s your go-to Fat Sunday order?”
“What drink matches your Sunday vibe?”
“It’s Fat Sunday, what drink would you make me?”
Follow The Nitro Bar’s typical format, the barista
makes the drinks, taste tests led by Chrissy and
Maya, with reactions

Why It Works:
Refreshes a proven content format without
reinventing it
Seamlessly integrates influencer personalities into
existing brand strategy
Expands reach while keeping content consistent with
Nitro Bar’s identity
Strengthens relatability through humor, honesty,
and real reactions

Fat Sunday Interview Takeover
April 28, 1986 Price $1.50



The Nitro Bar becomes an
organic part of the Fat Sunday

routine, either as the first stop of
the day or as part of the pre-Fat
Sunday ritual at home. Whether
Chrissy and Maya are brewing
Nitro Bar beans before heading
out or grabbing coffee in-store

before walking the city, the
brand is positioned as a habitual,

not promotional, presence.

Content Execution:
Morning “getting ready for Fat Sunday” videos
featuring Nitro Bar coffee
In-store vlogs kicking off the Sunday adventure
Share the at-home brewing process, paired with outfit
planning and getting ready for the day
Natural product mentions are woven into the ritual
Bring The Nitro Bar founder, Audrey, along on the Fat
Sunday tour 

Why It Works:
Embeds the brand into a lifestyle, increasing
emotional attachment
Encourages both café visits and at-home consumption
Positions The Nitro Bar as the coffee associated with
Sundays, and the Fat Sunday series
Feels authentic and repeatable, not one-off sponsored
content

Starting the fat sundayritual with the nitro bar
May 14, 1984 Price $1.50



This project highlights how rhode, OUAI, and The
Nitro Bar succeed on social media through shared

strategies like founder storytelling, lifestyle
content, product education, consistent aesthetics,
and clever humor. What sets The Nitro Bar apart
is its ability to go further, using interview-style
content, inviting consumers into brand decisions,
and creating viral “chokehold” moments that drive

demand. Building on these strengths, the Fat
Sunday partnership with Chrissy and Maya extends

The Nitro Bar’s most effective tactics into an
existing ritual, allowing the brand to reinforce its

position as a lifestyle brand people want to be
part of.

CONCLUSION



Thank you for the
opportunity to
complete this project
and explore the
Resident Post Creative
Strategist role at VaynerMedia. I
appreciate the chance to be considered for
the residency and to bring my passion for
social media, cultural insight, and creative
strategy to the team. I hope you enjoyed my
project, it was a pleasure to work on! I
hope to hear from you soon. -AW


