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Prepared for Content Marketing / Social Media Strategy Sprint

1. Target Persona

Maya Chen, 26, is a health-conscious creative professional and part-
time yoga instructor who treats food as part of a broader lifestyle 
system. She lives near campus and the studio where she works, moves 
through her days quickly, and makes purchase decisions based on 
convenience, visual appeal, and whether a brand aligns with her ethics.

What matters most to her is living in a way that feels intentional: eating 
food that supports her body, reducing harm to animals, choosing 
brands with sustainable practices, and surrounding herself with spaces 
that feel calm, modern, and community-oriented.

Primary daily goal

To stay energized and centered through a packed day without 
compromising her values or routine.

Key pain point

She wants healthy, plant-based options that feel easy and satisfying, but 
she often has limited time and little patience for brands that feel bland, 
preachy, or performative.

How she uses social media

She uses Instagram, TikTok, and YouTube Shorts to discover cafés, save 
food spots, learn about wellness, share pieces of her identity, and find 
brands that fit into her real daily life. She responds best to short-form 
content, aesthetic visuals, creator-style storytelling, and 
recommendations that feel authentic rather than scripted.

Lifestyle

Vegan, active, socially conscious

Work + life stage

Young professional / student-
adjacent

Values

Wellness, sustainability, 
accessibility, community

Buying triggers

Convenience, visual craving, 
ethical fit, mood

Why she chooses a café

It must be fast, photogenic, and 
values-aligned.

What keeps her loyal

Consistency, atmosphere, and feeling 
seen by the brand.

What GreenBite represents 
to her

A healthy reset point in the middle of 
a busy day.

2. Brand Personality and Voice



Welcoming Fresh Grounded

GreenBite should feel open, friendly, 
and low-pressure—a place people can 
walk into without needing to already 
identify with vegan culture.

The brand should feel visually alive, 
current, and energizing, with food 
and café content that looks vibrant 
rather than niche or restrictive.

Its sustainability message should feel 
real and lived-in, not self-righteous. 
GreenBite should come across as a 
café with principles, not a lecture hall.

Voice and tone

On social media, GreenBite should sound casual, upbeat, and culturally aware without chasing every trend. 
The voice should be friendly enough for everyday food decisions, thoughtful enough to support its 
sustainability focus, and confident enough to make plant-based eating feel desirable rather than defensive. It 
should write like a modern neighborhood café that understands both lifestyle content and real human 
routines.

What the brand should avoid

GreenBite should avoid sounding preachy, overly activist, overly polished, or too corporate. It should also 
avoid language that makes veganism feel exclusive, morally superior, or inaccessible to curious newcomers.

3. Social Media Mix

Zone Role in strategy Platform + why Content / strategic fit

Social Community Build belonging, 
dialogue, and local 
identity around the café.

Instagram Stories, Instagram 
comments, and Facebook because 
they support conversation, quick 
reactions, polls, and repeat local 
interaction.

Polls, customer spotlights, game-
night clips, reposted customer 
stories, and comment prompts. This 
fits Maya because she wants brands 
that feel human and community-
based, not transactional.

Social Publishing Create consistency, 
reinforce brand values, 
and educate without 
overwhelming.

Instagram feed and Facebook posts 
because they allow repeatable 
branded visuals, captions, and 
shareable tips.

Ingredient highlights, menu 
reveals, sustainability practices, 
creator collaborations, and mini 
educational posts. This fits the 
persona because she saves useful 
content and checks whether a 
brand aligns with her lifestyle.

Social 
Entertainment

Generate attention, 
craving, and 
shareability.

TikTok, Instagram Reels, and 
YouTube Shorts because short-form 
video is strongest for discovery, 
mood, and food visuals.

Fast-cut drink builds, plating 
videos, behind-the-scenes café 
moments, and playful customer 
features. This works because 
everyday café choices are 
emotional and visually driven.

Social Commerce Encourage reviews, 
visits, and offer-based 
action.

Instagram Stories and Google review 
prompts linked through social 
because quick calls to action work 
best close to purchase decisions.

Limited-time combos, loyalty 
reminders, review prompts, and 
event sign-ups. This fits the brand 
because it converts curiosity into 
real visits without becoming pushy.

4. Brand Experience Design



Appeal to the senses

GreenBite’s content should lean into natural light, leafy greens, warm wood tones, clean white dishes, steam 
from coffee, textured breakfast plates, and close-up food shots that make meals feel fresh and nourishing. 
Video should emphasize movement—pouring drinks, slicing ingredients, plating bowls, and people gathering 
in the café.

Create emotional impact

The audience should feel relaxed, restored, inspired, and subtly proud of the choices they are making. The 
café should feel like a bright pause in the day: a place where convenience and conscience can coexist.

Encourage action

The content should invite people to save posts, tag a friend, comment on a poll, stop by after class or work, try 
a featured menu item, or share their own GreenBite moment. The action should always feel easy and socially 
natural.

Stimulate thought and curiosity

GreenBite should help people think differently about plant-based food by making it feel flavorful, accessible, 
and relevant to everyday life. Rather than pushing ideology, the content should gently teach that vegan food 
can support health, community, and sustainability while still being satisfying and fun.

5. Brand Voice in Action

Weekday post

Platform: Instagram feed / Reel

Caption: Midweek reset, but make it delicious. Our roasted veggie breakfast bowl is packed with color, fiber, 
and flavor—built for busy mornings when you want something that actually keeps up with you. Bonus: it is 
made with locally sourced produce whenever possible, so your quick lunch can still reflect what you care 
about. Save this for your next GreenBite run.

Why it fits: This post is useful, visually driven, and lightly educational. It matches weekday behavior by helping the 
audience make a practical decision while reinforcing the café’s sustainability message.

Weekend post

Platform: Instagram Stories / TikTok

Caption: Weekend energy check: brunch, matcha, or both? We have the playlist on, the coffee flowing, and 
the tables ready. Pull up with a friend, grab your favorite order, and tag us in your GreenBite moment for a 
chance to be featured next week.

Why it fits: This post is social, lively, and participatory. It uses the café atmosphere as the product and encourages 
customers to turn their visit into shareable content.



6. Activation Idea

Campaign: #MyGreenPause

GreenBite asks customers to share a photo or short video of their favorite “green pause”—a small moment in 
their day when they reset with a drink, meal, study break, conversation, or quiet solo café visit. Participants 
tag GreenBite and use #MyGreenPause for the chance to be featured on the café’s page and entered into a 
monthly drawing for a free lunch or coffee combo.

Why people would join

The campaign is easy, expressive, and identity-friendly. It lets people share not just what they ordered, but the 
kind of life they are building around wellness, routine, and intentional choices. It is socially rewarding 
because it highlights real people and lets them be seen.

What the brand gains / what the audience gains

GreenBite gains user-generated content, stronger community signals, greater reach through tagged posts, and 
more proof that the café belongs in customers’ daily lives. The audience gains visibility, small rewards, and a 
feeling that their routine and values are part of a shared local culture.

7. Strategy Insight

This strategy works because every element supports the same core idea: GreenBite is not just selling vegan 
food; it is offering a modern, values-aligned lifestyle touchpoint for busy people who want healthy choices 
without friction. The persona clarifies who the brand is speaking to. The brand voice makes those values feel 
approachable rather than rigid. The social media mix balances community, visibility, entertainment, and 
conversion. The experience design turns food content into a sensory and emotional environment. The sample 
posts and activation idea then translate the strategy into communication people could realistically respond to. 
Together, these choices would help GreenBite grow by building both short-term action and long-term loyalty.

Strategic principle: make plant-based choice feel easy, attractive, social, and repeatable.


