Social media creative
that works for food &
beverage brands

Overview
Social media is a place where content is king. All of the targeted advertising
is really only as effective as your creative execution. In fact, according to a
Nielsen Catalina Solutions study of 500 campaigns across all media platforms,
creative accounted for 49% of sales contribution from advertising.

In social media advertising, quality creative is especially
important. Users scroll through their feed at high speeds, zooming
through 300 feet of posts per day on average. If you want your
brand and message to make an impact, you have to stand out with
thumb-stopping content. Based on our experience working with
some outstanding up and coming food and beverage companies,
here’s what we found works to not only make an impact but more
importantly drive sales.

Native Advertising

Back in 2010, Twitter rolled out a new way of advertising on social media with the promoted
tweet. Before that native advertising didn’t exist on social networks. Now it’s everywhere and
marketers are using it with a high degree of success. Because these ads function just any other
post, there’s an opportunity for brands to make genuine connections with their target audience.

Native advertising matches
the form and function of the
content within a network
or channel

Know Your Audience

In order to create native advertising that
makes those connections, it’s important
to start with a deep understanding of the
target audience.
Build an audience persona that details an
ideal customer. Go beyond demographics to
outline the person’s values, interests, and
frustrations. When you understand how your
food or beverage connects with their values or
helps them solve a frustration, you can develop
creative that peaks their interest and grabs
their attention.

Understand Best Practices
and Limitations
Different native advertising opportunities on social networks have parameters that you’ll need to
consider when developing creative. When you’re making video for the newsfeed on Facebook or
Instagram, assume that users will have the sound turned off. Consider adding stylized captions to
communicate without audio. Vertical video works best in stories and the newsfeed. Videos that
are developed with a 4:5 aspect ratio for in-feed and 9:16 aspect ratio for stories maximize the
space available on the user’s smartphone. During the creative development process it is important

to shoot your content with the end use in mind. For example, once video
is shot in a horizontal manner it is tough to create a vertical video in post
production. Shooting many variations ahead of time will allow for a wide
range of end assets to be produced for each specific platform.

Of course it’s not all about videos. Images need to look great
and take full advantage of filters, carousels, and collages
to stand out. Taking advantage of these different formats
is proven to positively impact brand recognition as well as
purchase intent, ultimately driving trial.

The Secret to Success

There’s a formula that will make your food or beverage pop on
social media sites in native advertising channels.
First, you need creative that pops and breaks through the clutter to capture
attention. Second, you have to immediately make a connection
between the audience and your product. Going back to
the audience persona, determine the values that your
product shares with her or the frustrations that
your product helps alleviate. Because social media
networks allow you to target audiences based on
interests and behaviors, you can even use different
product attributes and messages to different
segments of your target. This is also a great way
to test any assumptions you made about your
persona’s interests or how these align with your
product’s key attributes.

Breaking Through the Clutter

When using images, you have a potential advantage to stand out among user-generated
photography. Remember that people are attracted to seeing other people, so use close-ups of
faces. At the same time, make your food or beverage the hero. Showing people consuming the
product, as long as it’s appealing, can be very effective for increasing favorability and purchase
intent. Whenever you can, show the product itself rather than the logo.
When creating videos you need to consider how these are being consumed. Don’t bury the lead. A
best practice is to use a reverse story arch. Begin with the resolution or punchline and then work
backwards. Make sure to introduce the brand early and often. Again, here’s where high quality can
stop someone in their tracks as they’re whipping through their feed or catching up on stories.

Making a Connection

In order to make a connection you need to focus on a single attribute or story that your
target persona will latch on to. This is a native advertising placement so you’ll have
more luck if the content you’re promoting doesn’t come across as an ad. You want it
to be entertaining and relevant to the user’s lifestyle. Make your product the hero and
show how it solves a specific problem/issue that your audience faces.
An example of this is the video we created for Karma Wellness Water. It was an introduction so we
needed to find a way to communicate the brand’s story while connecting with our target audience.
After a hero shot to establish the product, we quickly started telling a somewhat complex story
about how Karma delivers probiotics better than kombuchas. Our audience persona cares

deeply about their health and believes probiotics provide important health benefits. Karma
Wellness Water has a unique delivery system to ensure the probiotics won’t be diluted (push cap
technology) and we found an interesting and entertaining way to tell the story. See for
yourself here.

The best way to drive awareness,
favorability, and purchase intent is by
developing a combination of different
creative types. An integrated approach
should include pieces that highlight
the brand and specific brand attributes
along with pieces that use lifestyle,
entertainment, and humor to
build engagement.
One of the best (and worst) things about native advertising is that users can interact with your
brand in all of the same ways they do with friends, family, and influencers. They can comment,
share, and add others into the conversation. This is an awesome opportunity to connect with
the target audience. You should establish the brand voice and tone. Document the brand’s
personality and list the appropriate responses for common comments and questions. Engage
when appropriate, the users will appreciate your attention to their interactions. Make sure to stay
consistent and helpful. This is another opportunity to be fun and humorous to build
brand favorability.

Conclusion
As targeting through digital channels and specifically social media networks has become more
sophisticated the emphasis on creative has declined. The creative execution is the most important
element for driving brand awareness, favorability, and purchase intent. Social media advertising
makes it easy to test and learn what works. Set up A/B tests to experiment with different ways
to break through the clutter and connect with your audience. The goal is to learn over time and
continue to hone in on the most effective creative to grow your business.
At Mason Digital, we’ve successfully partnered with food and beverage companies to develop
impactful social media creative that increases brand favorability and purchase intent.

If you’d like to learn more about how we can be your strategic partner,
Contact us!

