
Design Projects

M A R K E T I N G  C R E A T I V E
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E M A I L S  -  L E A D S  W E LC O M E  S E R I E S  -  T E S T

EMAIL 1 (  DAY 1)  - 
LETTER FROM MIKE

EMAI L 2 (DAY 3) -  
MEAL FOCUS

EMAI L 3 (DAY 6) -  
LETTER FROM MEGAN (CX)

EMAI L 4 (DAY 10) - 
NUTRITIONAL FOCUS

EMAI L 5 (DAY 15) -  
TESTIMONIALS

EMAI L 6 (DAY 21) -  
BENEF ITS OF FRESHLY
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E M A I L S  -  2 0 1 9  N e w  Ye a r ’s  R e s o l u t i o n  C a m p a i g n
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E M A I L S  -  W E E K LY  N E W  M E A L  -   F R E S H LY  FA C T O R  H I G H L I G H T S
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E M A I L S  -  2 0 1 8  M e a l  M a d n e s s  C a m p a i g n
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2 0 1 8 - 3 0  D AY S  3 0  WAY S  N E W  Y E A R S  R E S O L U T I O N  C A M PA I G N  ( E M A I L )
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2 0 1 8 - 3 0  D AY S  3 0  WAY S  N E W  Y E A R S  R E S O L U T I O N  C A M PA I G N  ( S O C I A L  P O S T )
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2 0 1 8 - 3 0  D AY S  3 0  WAY S  N E W  Y E A R S  R E S O L U T I O N  C A M PA I G N  ( I N - B O X  I N S E RT )

H OW  F R E S H LY  WO R K S

Choose your weekly meals 
from our rotating menu of 

delicious, all-natural dishes.

PICK YOUR FOOD WE COOK AND DELIVER

All our meals are developed 
by chefs and nutritionists, 

cooked to order, and sent to 
you fresh—never frozen.

YOU HEAT ‘EM UP

Whether it’s breakfast, lunch, or 
dinner, each meal heats up in 

3 minutes or less, or about the 
time it takes to set the table. 

REPEAT

Find a new favorite 
every week. With a menu of 
30+ options, changing up 
your weekly meals is easy.

Try Freshly now and we’ll share a month of tips, 
tricks, and suggested meals for jump-starting an 

easy, sustainable lifestyle that works for you. 

HURRY! GET YOUR FIRST 6 MEALS FOR ONLY $39 WITH CODE: GETFRESHLY ON FRESHLY.COM

R E Q U I R E D  B L E E D  -  9 ”  x  5 . 8 7 5 ”↑

↑

↑

↑

R E C O M M E N D E D  M A R G I N  Z O N E  -  8 . 5 ”  x  5 . 3 7 5 ”

C u t

S A F E  A R E A

INDESIGN EXPORT INSTRUCTIONS

a. Add your insert  ID (or leave the insert  ID placeholder text  i f 
you haven’ t  received one) Adjust  text  color to match your cre-
at ive.  I t  needs to be clear ly v is ib le color on background. Do not 
change font s ize or posi t ion.

a.  Save these instruct ions and then delete th is layer

b.  Select  f i le -> “package” 

c.  Add the 2 PDF pr int  presets shared with you by SLM. In In-
design: Fi le > Adobe PDF Preset > Def ine. . .  > Load > SLM PDF 
Preset

d.  Use the crop mark one as part  of  the package, then export  a 
second PDF with Clean into the package folder.

e.  Compress the resul t ing package folder and upload to dropbox 
or wetransfer.

Emai l  download l ink to:  angela@sharelocalmedia.com 

1. Check al l  l inked assets are CMYK
2. We recommend using 300 DPI or 
higher images.
3.  We recommend avoiding using over-
lay layers in indesign. I t ’s  recommend-
ed to apply i t  to the image in Photoshop 
direct ly to the l inked image in advance 
to avoid any pr int ing issues.

↑

↑ ↑

↑

Start the new year 
with fresh prepared 
meals that make it 
easy to eat better.

6 MEALS 
FOR 

ONLY $39
Use code: GETFRESHLY 

Free shipping on every order.

($59 value)

100% recyclable 
packaging
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O U T O F  H O M E

TOP CARDS -  COPY OPTIONS

3SIDE CARDS

2

TOP TRAIN CARDS

SIDE TRAIN CARDS
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O U T O F  H O M E

6

MOCKUP IN TRAIN

TOP TRAIN CARDS

M
otor C

ab

M
ichelangelo
30” x 30”

M
ichelangelo
30” x 30”

11” x 46.5”11” x 46.5”CTA MAP 11” x 46.5” CTA COPYCTA COPY11” x 46.5”11” x 46.5”CTA COPY CTA MAP

22” x 21”

11” x 46.5”11” x 46.5”11” x 46.5”11” x 46.5”11” x 46.5”11” x 46.5” CTA MAP CTA COPYCTA COPY CTA COPY

22” x 21”

Front M
ichelangelo's placem

ent m
ay be adjusted (as far back as the m

iddle) to accom
m

odate any security cam
eras on the car

IL, C
hicago - Brand Train Layout 

5000 SERIES RAIL CAR
Traditional M

edia
ISSUED: Septem

ber 16, 2014
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B A N N E R S
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P H O T O G R PA H Y
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P H O T O G R PA H Y

Chicken Parm

Turkey Meatballs with Linguine

Teriyaki Samon Cakes

FRESHLY - CURRENT FOOD PHOTOGRAPHY
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P H O T O G R PA H Y  -  O N  S I T E  C A R O U S E L  I M A G E S

REQUIRED CAROUSEL IMAGES

OVERHEAD PRODUCT SHOT HUMAN ELEMENTCLOSE UP “TASTY” SHOT

PACKAGING- STYLED IN TRAY

Note: This is a basic, lightly styled, minimally propped product shot.
Only need silverware, linen, and water glass—no placemats for these.

Note: This shot can be at the angle deemed most appropriate for the 
dish. Food needs to be styled in a way that hands make it into the 
crop. Closeups of food on fork also work.

Note: This needs to highlight all the delicious aspects of the 
meal—texture, cheese pull, shininess, etc. Additional propping and 
garnishes can be introduced. 

Note: If shooting a meal in a 2-compartment tray, proteins should 
always be on the right. White seamless background for tray shots.
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P H O T O G R PA H Y  -  F O O D  “ H A C K S ”

T E R I YA K I  S A L M O N  C A K E S  -  L E T T U C E  W R A P S

S LOW- C O O K E D  B E E F  C H I L I  -  N AC H O S ,  S T U F F E D  P E P P E E R S

T H R E E  B E A N  C H I L I  -  A D D - O N S

B U F FA LO  C H I C K E N 
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P H O T O G R PA H Y  -  S U M M E R  TA B L E S C A P E  S H O O T  ( F R E S H LY  +  S U M M E R  A D D  O N S ) 

B L AC K  B E A N  B U R G E R  -  L E T T U C E  W R A P S C H I C K E N  P E S TO  +  S U M M E R  D R I N K

B U F FA LO  C H I C K E N 
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P H O T O G R PA H Y  -  O N  S I T E  C A R O U S E L  I M A G E S

REQUIRED CAROUSEL IMAGES

OVERHEAD PRODUCT SHOT HUMAN ELEMENTCLOSE UP “TASTY” SHOT

PACKAGING- STYLED IN TRAY

Note: This is a basic, lightly styled, minimally propped product shot.
Only need silverware, linen, and water glass—no placemats for these.

Note: This shot can be at the angle deemed most appropriate for the 
dish. Food needs to be styled in a way that hands make it into the 
crop. Closeups of food on fork also work.

Note: This needs to highlight all the delicious aspects of the 
meal—texture, cheese pull, shininess, etc. Additional propping and 
garnishes can be introduced. 

Note: If shooting a meal in a 2-compartment tray, proteins should 
always be on the right. White seamless background for tray shots.



18

D I R E C T  M A I L

PHOENIX OFFER TEST - FRONT

®

FREE SHIPPING INCLUDED

Use code: XXXXXX

GET $40 OFF
YOUR FIRST TWO WEEKS

1st order: $20 off • 2nd order: $20 off

Delicious meals in minutes. Cooked by chefs, delivered to you.

®

Offer for new customers only. Ends 8/1/19.

Pick meals that 
match your needs  

from a menu of 30+ 
all-natural dishes.

YOU CHOOSE WE COOK & DELIVER

Your meals are  
cooked to order and  
sent to you fresh.

YOU HEAT ‘EM UP

Every meal is  
fully cooked and  
ready to eat in  

3 minutes.

REPEAT

It’s easy to update 
orders, find new faves, 

or even skip a week.

HURRY! GET $40 OFF YOUR FIRST TWO WEEKS AT FRESHLY.COM | USE CODE: XXXXXX

HIGH PROTEINCARB CONSCIOUS LESS THAN 500 CAL VEGETARIANPALEO FRIENDLY

PHOENIX OFFER TEST - BACK

DIRECT MAIL SOLO PHASE 11 - REFERENCE- V2
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D I R E C T  M A I L

®

®

NO-STRESS DINNERS,  
DELIVERED FRESH.

Hurry! Go to FRESHLY.COM to get  
free shipping and $40 OFF your first  

two weeks. Use code XXXXX 

OFFER  
DETAILS INSIDE

Worrying about what’s for dinner is a thing of the  
past. Our promise is to bring you fresh, prepared  

meals so eating healthier is easier than ever.  
 

Michael Wystrach 
F R E S H LY C O-F O U N D E R & C E O

6 MEALS 
FOR 

ONLY $39 
FOR TWO WEEKS

Use code: XXXXX

Deliciously healthy meals.
Cooked by chefs, delivered to you.

OFFER 
DETAILS 
INSIDE

1st order: 6 for $39 ($59.99)
2nd order: 6 for $39 ($59.99)

18_10_D
M

_Trifold W
irefram

es_Prom
o.indd   1

9/10/18   4:37 PM

INSIDE LEFT
INSIDE M

IDDLE
INSIDE RIGHT

NO REFINED SUGAR

WHY COOK WHEN WE 
CAN COOK FOR YOU?
Our chef-cooked meals are 
designed with nutrition in mind. 
They’re delivered fresh weekly 
and ready to eat in 3 minutes.

WE TAKE THE  
GUESSWORK OUT  
OF EATING HEALTHY.
Whether you’re carb conscious, 
paleo friendly, or looking for 
portion control, our menu has 
something for you.

CHOOSE  FROM A MENU OF  30+ ME ALS

MADE FROM
 100%

 ALL-NATURAL IN
GREDIENTS

NO PRESERVATIVES

6 MEALS 
FOR 

ONLY $39 
FOR TWO WEEKS

Use code: XXXXX

1st order: 6 for $39 ($59.99)
2nd order: 6 for $39 ($59.99)

FRESHLY.COM
Offer ends 1/2/19.

18_10_D
M

_Trifold W
irefram

es_Prom
o.indd   2

9/10/18   4:37 PM
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S O C I A L  M E D I A
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ACTIVE PLATFORMS: CONTENT
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ACROSS PLATFORMS: FOLLOWERS

● Instagram: 107,790
● Facebook: 320,413
● Twitter: 3,170
● Pinterest: 2,659
● YouTube: 263
● Total: 434.23K
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ACTIVE PLATFORMS: COMMUNITY

● Instagram
○ DMs (Social)
○ Proactive Community Engagement (Social)

● Facebook
○ Comments (CX)

● Private Messages (CX)
● Comments (CX) Twitter

○ Mentions & DMs (CX)
○ Proactive Community Engagement (Social)

● Pinterest 
○ Weekly Re-pin to maintain (Social)
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THE EVOLUTION: AESTHETIC

February 2017 February 2019

vs.
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THE EVOLUTION: CONTENT

New Meals/Meals Comedic TestLifestyle

THE EVOLUTION: CONTENT

New Meals/Meals Comedic TestLifestyle

THE EVOLUTION: CONTENT

Freshly Factor Freshly Lifestyle FactorFreshly News

THE EVOLUTION: CONTENT

Most Successful Content Type: #Mealprep & Stacked Meals
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THE EVOLUTION: TONE
vs.2017 2019
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THE EVOLUTION: OVERVIEW ● Gradual shift of social channels 
from strict acquisition tools into 
brand building platforms
○ Tone of voice
○ Content Diversification & 

Testing Content
↠ Influencer Campaigns
↠ User-Generated Content
↠ Instagram Stories
↠ Test Posts

● Aesthetic shift to combat 2018’s 
algorithm changes and Facebook 
fiasco 

● Boosting Strategy 
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STRATEGY: GENERAL

● Top Priority: Instagram
● Posting Cadence:

○ IG: 4-6 posts per week
○ IG Stories: 2-3 times per week
○ FB: 3-5 posts per week

● Content Calendar
● Grid ratio of in-house/reposted content 

fluctuates—most content is UGC/IGC
● Current Instagram Audience: 65% female, 35% 

male—almost 75% between the ages of 25-44

Goal of organic social is to drive the Freshly story & persona 
through compelling & engaging content—meals, lifestyle, Freshly 

Factor, value props—with distinct aesthetic & voice.
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KPIS & PERFORMANCE
● Weekly Analytics

○ Top Posts
○ Platform Measurement:

↠ Instagram: almost every number
↠ Facebook: most numbers
↠ Twitter, Pinterest, YouTube: the basics

● Monthly & Quarterly Reporting
○ Annual Report 

● Quarterly KPIs per channel & overall
○ Determining KPIs: projections based on previous 

year
● How we define success:

○ Consistent growth of specific analytics (i.e. 
average engagements, overall reach)

○ Per channel: Engagement in relation to reach 
○ Overall: Followers & Total Reach/Impressions
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2018 TOP POSTS
Instagram:

Facebook:
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ENGAGING THE #FRESHLYFAM

Meal Madness Voting & Answer Oriented Instagram Stories
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INFLUENCERS ● Platform: AspireIQ
● Capability to run 4 different campaigns 

at one time
● Partnering with about 100-150 

influencers a month (new/long-term)
○ Current Campaign: Nationwide 

Launch (Launched in Dec. 2018)
↠ 352 Posts Total / 9.4M 

Potential Impressions / Media 
Value $36.8K

● Multi-purpose: brand awareness, 
acquisition, content creation

● Reposted content that performs 
successfully, influences in-house 
creation

● Narrowed down influencer “genres” to 
use
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INFLUENCERS CONTENT
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CONTENT CREATED IN-HOUSE
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FINDINGS 
● Content/aesthetic that audiences prefer:

○ Packaging & #Mealprep Stacks
○ “Cheat Meal” style food
○ Rustic-chic, realistic, attainable 

aesthetic
○ UGC/IGC

● Positive response to blog content
● Audience is eager to engage with 

polls/questions
● Increase in engagement/video views with 

packaging & meal prep focused video 
content
○ Shot vertically


