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Come Together, Right Now,
Over Food.

Let's face it: America has been immersed in socioeconomic and 
political issues since its inception. Due to the current election, 

many Americans have been targeted because of race, gender, 
and social status. At United We Eat, we promote equality for all 

by symbolizing our differences through food. 



SInnovative 
Top-notch desserts 

Diverse selection of desserts
Feel-good campaign 

Embraces America's multi- 
faceted cultural landscape 

STRENGTHS

SWOT

ANALYSIS



WHigh standard of content 
Potentially expensive billing 

Tough to enforce quality 
control 

Must acquire crowdfund 
capital 

WEAKNESSES

SWOT

ANALYSIS



OEncourages cultural growth 
Encourages diversity 

Utilizes digital marketing 
platforms 

OPPORTUNITIES

SWOT

ANALYSIS



TBroad 
High Cost 

Multiple Competitors  
Inability to scale efficiently  

(aside from digital footprints)

THREATS

SWOT

ANALYSIS



POSITIONING

STATEMENT

Home Sweet Home is a 
campaign that aims to increase 
cultural acceptance by 
showcasing representative 
desserts from across the world 
coming together in one plate. 
Home Sweet Home is 
authentic, fun, tasteful and 
inspiring. 



WE ARE
creating a PSA using America’s gastronomic 
culture, specifically multicultural desserts, to 
symbolize the many different ethnicities and 
walks of life which thrive together in the USA. 

By utilizing all desserts eaten and accepted by 
all types of Americans, we are hoping to prove 

to ourselves and other nations that our 
country can tastefully come together. 

CAMPAIGN

MANIFESTO



CREATIVE 
BRIEF

Background: 
In the last few years, America has experienced a large amount of 
distress due to both social and political issues such as police 
brutality, racial and sexual discrimination, wage gaps, and a 
violent resurgence in anti-minority culture which arose from the 
most recent election.   

Objective: 
Our campaign hopes to promote equality and equal opportunities 
in the U.S. and mend our reputation, too. 



CREATIVE 
BRIEF
Media Component: 
We would like to advertise our campaign through video media, 
magazine ads and social media. Examples include Facebook, 
Twitter, Instagram, YouTube, Billboards and posters. Also, we 
would like to target new generation media sites such as Vox, 
Buzz Feed, etc. as a way to expand the reach of our message to a 
younger audience over time. 47% of Millennials eat dessert at 
least once a week, and this goes along our 18-34 year old 
targeted audiences. 

We will strategically release our media at various times of the 
year coinciding with cultural holidays. 



CREATIVE 
BRIEF
Currently Think: 
Americans believe that our nation is heading towards a 
downward spiral. Discrimination of all types is at an all time high 
and  fiscal, political, and other social issues are turning citizens 
against each other. 

Compelling Idea: 
We’re promoting equality through “sweetness” so that everyone 
considers America their home. Concurrently, we are expanding 
on a well known slogan that fits our campaign and ideals of 
collaboration and acceptance. 



CREATIVE 
BRIEF
Will Think: 
Consumers will begin to think with a more open mind. They will 
see that as Americans, we are all in this together and we need to 
accept each other no matter what the circumstances are. By 
seeing the cohesiveness of the different types of desserts 
together and the joy it brings to people, viewers will realize that 
multicultural preferences are what make this country great. 

Tone/Approach: 
Emotional, fun, exciting, playful, accepting, empathetic, neutral, 
ubiquitous, understanding 



COME TOGETHER, RIGHT 

NOW, OVER FOOD.

BIG IDEA



47% of our 
population eats 
dessert
Non-conflicting
#Foodie 
generation
Target 
demographic 
highly active on 
social

SWEET, 
SWEET 

VICTORY

BIG IDEA



Print 
Media 
Visual



Bus 
Kiosk 
Media 
Visual



Billboard Media Visual



Social 
Media

Instagram



Social 
Media

Snapchat



Social 
Media

Twitter



COMMERCIAL 
STRATEGY

Our commercial, “The United Plates of America,” aims to 
show how desserts that are representative of different 

countries can bring all types of people together. By using 
dessert to make light of the much bigger issue of needing 

unity in our country, it creates a way for Americans to 
reflect upon their actions and realize that everyone 

deserves equality. This commercial lightheartedly plays 
on our emotions, our satiety, and our primal need to yearn 

for a group dynamic. 



STORYBOARD



Media Rollout Plan (2017)

July

Social TV Print Outdoor Events

September

November Januarary

December March

May

July

New 
Campaign



Budget 
Breakdown

Total of 20 million dollars. Focusing on TV 
and social media  

National TV: 7M with 4M in specials, 2M in 
prime and 1M in late night & early morning'

Social Media: 6M, which is 30% of total 
budget; invest heavily on Instagram and 

Snapchat, preferably making the rest 
“earned” advertising

Print: 1M; not much because our target 
demographic don’t read much

Outdoor: 2M; various transportation sites
Events: 2M; close group events to keep 

everything under budget
Video Production: 2M; it won’t be an 

expensive production; in-studio; new talent



CONCLUSION

THIS LAND IS YOUR LAND, THIS LAND IS MY LAND.



http://www.livescience.com/28945-american-culture.html 

https://www.interexchange.org/articles/career-training-usa/10-things-to-know-about-u-s-culture/ 

https://www.bbcgoodfood.com/recipes/category/cuisines 

https://www.internationalstudent.com/study-political-science/ 

https://www.slowfoodusa.org/ 

http://travel.cnn.com/explorations/eat/best-usa-travel/top-50-american-foods-513946/ 
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