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Insights

THINK – FEEL – DO

People love Moe’s food, but the 
emotional association is missing

FEEL – THINK – DO
Align consumer personalities with 

brand personalities to form this 
emotional connection



Strategy

Leverage Moe’s roots to build an emotional connection with customers  
through three rebellious archetypes.



Musicians Outlaws Entertainers

Timeless Defiant Eccentric

REBEL



Welcome the MOEs



Making the MOEs work for Moe’s



Social Platforms

FOCUS ON 
THE FOOD

POP CULTURE
THROUGH PRODUCT

PEOPLE, PROMOTION,
PRODUCT, & POPULAR NOW

FUN IN THE 
MOMENT



Digital Engagement: Campaign

September-December 2017

#MeetTheMOEs

• Archetype Introductions
• #MeetTheMusicians

• #MeetTheOutlaws

• #MeetTheEntertainers

• Influencers: utilize existing contracts



Digital Engagement: Buzzfeed

Reveal Your Rebel

• Archetype quiz

• Push through paid social

• Influencer assignments

• Promo code  Rockin’ Rewards



MOEs meets Event Days



Event Days: Cinco de Moe’s

• Musicians

• Focus: the Classics

• Influencers: @highdiveheart
• Pop duo from Los Angeles

• Snapchat geofilter 

• Exclusive Musician swag

MAY 5



Event Days: Free Queso Day

• Entertainers

• Focus: Treat Yo’self

• Influencers: @KevinDevineTwit
• Music festival fanatic from Brooklyn

• Snapchat geofilter

• Exclusive Entertainer swag

SEPT 21



Event Days: National Nacho Day

• Outlaws

• Focus: Dare to be Different

• Influencers: @iCrazyTeddy
• YouTube star and gamer

• Snapchat geofilter

• Exclusive Outlaw swag 06/11/2017 12:30

NOV 6



Event Days: 2/7 

• Musicians, Outlaws, and Entertainers 
come together

• Assign archetypes to 27 Club members

• All Moe’s influencers promote and pay 
tribute to the 27 Club

• Snapchat geofilter

FEB 7



Social Platforms

FOCUS ON 
THE FOOD

POP CULTURE
THROUGH PRODUCT

PEOPLE, PROMOTION,
PRODUCT, & POPULAR NOW

FUN IN THE 
MOMENT

• Direct connection 
with customers

• Event day filters
• Moe’s HQ stories: 

hype up 
archetypes and 
give sneak-peaks 
to what’s new

• Share “off-the-cuff” + 
rebel voice in tweets

• Influencers engage with 
#MeetTheMoes, 
promote their 
archetype, and build 
event day traffic

• #TBTs to highlight dead 
M.O.E. celebrities

• Connect rebel 
audience to Moe’s 
through food lens

• Entice consumers with 
beautiful product shots

• Connect menu items to 
M.O.E. archetypes and 
encourage UGC, repost 
exceptional content

• Paid reach vehicle
• Targeted audience
• Push Buzzfeed quiz 

to reveal archetype
• Inform users about 

M.O.E. archetypes 
and form a 
connection with 
their food



Budget Allocation

75%

25%

$300,000 = Paid Promotions on Social 
Media for the Meet the MOEs Campaign

$100,000 = Event Day Promotions on 
Social Media

Total Spending = $400,000



Budget: Meet the MOEs Campaign

Facebook and Instagram
• $200,000
• 720,000 Daily impressions 

Twitter
• $50,000
• 7,215,000 impressions ($50,000/$6.93(CPM) x1000)

Spotify 
• $50,000 
• 6,250,000 impressions ($50,000/$8(CPM) x1000)

4 month campaign = $300,000

66.7%

16.7%

16.7%



Budget: Event Days

Facebook and Instagram
• $14,000
• 720,000 daily impressions 

Twitter
• $7,500
• 1,082,251 Impressions ($7500/$6.93(CPM) x1000)

Snapchat
• $3500 ($5/store x 700 locations)

$25,000 per event day (x4) = $100,000

56%30%

14%



Measuring Success

• Increase 
impressions 

• Increase 
engagement 

• Increase users 
taking M.O.E. 
archetype 
personality quiz

• Increase 
Impressions

• Increase 
engagement 

• Increase use 
of M.O.E. 
hashtags by 
followers

• Increase views
• Increase 

screenshots
• Increase friends 
• Use of filters 

and user 
applying filters 
on Event Days

• Increase 
Impressions

• Conduct pre-
and post-
execution 
surveys to 
gauge playlist 
success



Looking Forward



MOEji Experience + Rockin’ Rewards




