W

BEYOND MEAT

Leveraging Influencers to
Promote a Plant-Based Diet

Food & Beverages




Beyond Meat spends the majority of their advertising dollars on the United States,
with only a $5.6K spend for the entire year of 2020 in Canada.
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In the US, Beyond Meat focuses their advertising efforts on YouTube, with a total
spend of $136K for the year 2020.
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In June, Beyond Meat started advertising on Instagram, and then has steadily spent
$13K per month on Instagram ads for the remainder of the year.
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Early in 2020, Beyond Meat partnered with influencer Liza Koshy for their YouTube
campaign, where she spoke about the environmental impacts of a plant-based diet.

BEYOND AMBASSADOR - LIZA KOSHY

FEBRUARY 11, 2020

Aforce of nature, Liza Koshy has rapidly made her mark as a mult-dimensional talent. Actress. Comedian. Singer. Dancer. TV host. Even as she wears more than one hat effortiessly she is willing to show her vuinerabilty,
and how she pr ‘on her way from Vine star to entertainment impresario. From the beginning, Koshy took each video, comedy bit, and impression to the next level. Now, she's.
going Beyond Youibe, taking on more alevate roles

What does Go Beyond m

Go Beyond means going beyond the expectation that others might set for you, but mainly you h and giving not a hundred and ten percent but two hundred, three
hundred, four hundred percent..xs much as you can do fo perform your very besL...hat's what Go Beyond means to me.

tarted on Vine, which was short six-second skits. When did you start to realize you could do more than that?
My career all whon ok kept kg o wae o K | hen ke o aon bmgei cemers sns saied ecorctng, My ver fra Yo TLbs vilso wes

s for to0 long and had too much to say. | had so m
jes inlo my videos. Its amazing to reflect on your own growih.

ut multiple versions and then seaming i ll ogether to create one storyline, ane video, on v series or one movie someday, fingers crossed.
I 5o fortunate to my own now.

Itallstarted beca 1 10 be heard and have my stories told in my own way. As the youngest of three kids, my two older siblings played with each oth *
high schooler, o et he to by picking up my phone and making f
now | have friends across the worid,

I realized that a story like mine has not really been shared before. Being from a mixed background and growing up ot between two ferns but two cultures, being Indian *
was relatable. :

. 150 ap ittake:

Click to view.

vttt 8 Liza Koshy is an official
Beyond Ambassador and : Click to view,

Environmental impactis a
huge part of the campaign,
Liza talks about how it
takes less water and C02
emissions to produce
Beyond Meat products.

L

has appeared in various

other Beyond Meat
advertisement videos
(example 1, 2).

Spend: $71K | Impressions: 3.9M
CPM: $18.20


https://www.instagram.com/lizakoshy/
https://www.youtube.com/watch?v=yHOL-vxPOpE
https://www.youtube.com/watch?v=ojRvikEkSAA
https://www.youtube.com/watch?v=vehw1rpvzO4
https://www.beyondmeat.com/go-beyond/beyond-ambassador-liza-koshy/

On Instagram, Beyond Meat worked with 6 influencers and celebrities in total, who
each shared their own story about adopting a plant-based diet.

Kevin Hart

MULTIPLE STROKES, HEART ATTACKS

Click to view

Kevin Hart talked about
the health benefits of
adopting a plant-based
diet, and how it helps
prevent heart disease.

Liza Koshy

Liza Koshy focused on the
environmental impact (less
energy, CO2 emissions,
and water) when adopting
a plant based diet.

Nikki Bella

Nikki highlighted the
convenience of Beyond
Meat products, and how
adopting a plant based

diet doesn't have to take a
lot of time or effort.

Snoop Dogg

Snoop Dogg's video
focused on the taste of
Beyond Meat products
and how he was able to

convert his family
members into eating

Beyond Meat solely by the

taste.

Chris Paul

Chris Paul talks about his
experience with
educating his kids on a
plant based diet.

Jordana Brewster

MOST IMPACTFUL THING YOU CAN D

Click to view

Jordana talks about how
she has slowly
introduced Beyond Meat
products into her
children’s lives.


https://www.instagram.com/kevinhart4real/
https://www.instagram.com/lizakoshy/
https://www.instagram.com/thenikkibella/
https://www.instagram.com/snoopdogg/
https://www.instagram.com/cp3/
https://www.instagram.com/jordanabrewster/
https://www.instagram.com/p/CAsTxrygl1y/
https://www.instagram.com/p/CBQaKNDgU4p/
https://www.instagram.com/p/CBV7acKg67h/
https://www.instagram.com/p/CBb2sGwgYNW/
https://www.instagram.com/p/CBtfs2-gzGW/
https://www.instagram.com/p/CB2-TfKAP73/

Of the six story features, Beyond Meat spent just over $26K to convert two of the stories as
sponsored feed ads. Spending on these feed ads totaled to 46% the brand’s total Instagram
ad spend in 2020.
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PLANT-BASED PRODUCTS TO MY FAMILY?

AND AT THE TIME THAT WAS MY mﬁ“ﬁ
| S a

3,003 views

. 2,406 views
beyondmeat “Making an impact to me is seeing the
future and wanting to make a difference.” Find out beyondmeat The role of food and health has never
what motivates Liza Koshy to shift to a more plant- been more top of mind. Find out what motivates
based. @SnoopDogg to shift to a more plant-based diet.
Click to view. Click to view,
Spend: $16K | Impressions: 2.4M Spend: $11K | Impressions: 1.7M

CPM: $6.59 CPM: $6.62


https://www.instagram.com/p/CA8WtwfDRI2/
https://www.instagram.com/p/CA8WwHIjdbu/

Another priority for Beyond Meat is communicating their online delivery services, which
has been especially important due to the COVID-19 pandemic.

& Follow -
W beyondmeat & - Follow k&' beyondmeat & -« Follow

CLEAR  —
THE FREEZER. |

Both advertisements
highlight their online
delivery service - “online
ordering is here” &
“...directly to your door”,
showcasing the
convenience of online

GO BEYOND® WITHOUT grocery delivery.

GOING ANYWHERE
O Q W
6 likes O Q m
beyondmeat Go Beyond without going anywhere. 322 views

Order all your favorite Beyond Meat products in bulk

beyondmeat We've made it easier than ever to stock
directly to your door.

up on all your favorite plant-based meats. Online
ordering is here!

Click to view. Click to view.

Spend: $8.3K | Impressions: 1.1M Spend: $3.8K | Impressions: 490K
CPM: $7.81 CPM: $7.76


https://www.instagram.com/p/CGQiPMAgHTg/
https://www.instagram.com/p/CGTDrBagaXk/

On Instagram, Beyond Meats primarily targets audiences located in California and Florida,
with 33% of their ad spend allocated to those two states.

Audience Location %:
Top Metro Areas:

Country Spend %
New York 14%
V| Atlanta 8%
e | Tampa Bay Area 8%
v Chicago 6%
, Los Angeles 6%
) Miami 5%
s‘v‘ Orlando 4%

— Philadelphia 4%
San Francisco Bay Area 4%
Detroit 3%

Ad Creative Type
Breakdown:

. Story Post .
Gender Breakdown unavailable for Instagram Ad Spend

Photo Post

. Video Post




On Facebook, the top campaign focused on their partnership with Hardee’s, where

Hardee’s launched the Beyond Spicy BBQ Cheeseburger.

" Beyond Meat®
LY Al

Summer just got spicy ¥{.} Taste the Beyond Spicy
BBQ Cheeseburger available at Hardee's for a limited
*+time only.
'2d a drive-thru near you.

d =
Landing page for the ad ,\rdfﬁl'de&f

was an article from the
Beyond Meat website, that

gave more information

about the partnership.

BEYONDMEAT.COM

BEYOND SPICY BBQ

CHEESEBURGER AT HARDEE'S...

Spend: $13K | Impressions: 1.7M
CPM: $7.71

“" Beyond Meat

Satisfy your Beyond Meat craving all day at Hardee's
with their new Beyond Sausage breakfast sandwiches
or Original Beyond Thickburger! #GoBeyond

<

BEYONDMEAT.COM
Go Beyond at Hardee's

Beyond Breakfast Sausage sandwiches now at Hardee's

Click to view.

Spend: $4.9K | Impressions: 644K
CPM: $7.60


https://www.facebook.com/beyondmeat/posts/3308818239175373
https://www.facebook.com/beyondmeat/posts/2859959097394625
https://www.beyondmeat.com/whats-new/beyond-spicy-bbq-cheeseburger-at-hardees/?utm_source=facebook&utm_medium=image&utm_campaign=hardees_all_20_40&utm_content=hardees_im1

On Facebook, Beyond Meats primarily targets audiences located in Florida and lllinois,
with 30% of their ad spend allocated to those two states.

Audience Location %:
Top Metro Areas:

Country Spend %
Chicago 13%
Orlando 10%
Indianapolis 9%
. New York 5%
Boston 4%
Raleigh - Durham 4%
San Francisco Bay Area 4%

Miami 3%
\ Seattle 3%
), Washington, DC 3%

Gender
Breakdown: * T

49%

$36.9K $36.1K

Ad Creative Type
Breakdown:

@ Link Post

@ Carousel Post

Status Post

@ Vvideo Post



Display advertising spend is extremely low for Beyond Meats, with a total budget of
just under $10K for the entire year of 2020.
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100% of Beyond Meat's display advertising budget was spent on amazon.com and it
came in the form of one display ad.

)
BEYOND MEAT WHOLE FOODS - pospuchoses  Doss  Alsa st Food - Geveages~  Howsohold - Prsonl Cr, Helih & Buty By Core & By~
DELICIOUS.
NUTRITIOUS. =
SUSTAINABLE. {7 BEYOND MEAT

DELICIOUS. NUTRITIOUS.
SUSTAINABLE.

Beyond Meat

Find a Whole Foods Market near you
]

Click to view.

WHOLE FOODS

MARKET

Shop now on Amazon *+

Spend: $9.5K | Impressions: 3.9M
CPM: $1.08


https://www.amazon.com/fmc/m/20190082/?aaxitk=FxHAMftr1JRHUQzloIGGmg&almBrandId=VUZHIFdob2xlIEZvb2Rz
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From the Leveraging Influencers to Promote a Plant-Based Diet Case Study:

Paid Social Focus — YouTube & the USA: 98% of Beyond Meat's advertising dollars are being allocated to the US region, in 2020
Beyond Meat only spent $5.6K for the Canadian region. In the US, Beyond Meat is focusing their advertising efforts on YouTube,
with a total spend of $136K in 2020. Instagram is another area of focus - since June, Beyond Meat has steadily spent $13K per
month on Instagram ads for the remainder of the year.

Paid Social Tactic — Use Platform-Specific Formats to Promote Campaigns: Beyond Meat partnered with several influencers
to promote their plant-based products and to talk about their experiences with plant-based diets. On YouTube, Beyond Meat
partnered with Liza Koshy and released several short video clips that focused on showing off the product in-use. On Instagram,
the company made even shorter clips turned them into stories and feed posts, this time focusing solely on the influencer and
their journey. A large difference is the inclusion of subtitles, which allows audiences who may be viewing their content on-the-go,
in public areas, or without headphones to still absorb the information.

Paid Social Tactic — Target Social Ads to Specific Locations: Beyond Meat knows where their primary audience resides and
their social ad spend targeting reflects that. With both Facebook and Instagram, there is a clear pattern of where they allocate
their budget to: their primary audience focus lies mainly in the west coast (California) and south-west region (Florida and lllinois).
Rather than spending large amounts of money and targeting the entire country, Beyond Meat is selective in where they advertise,
with some states (particularly the more northern states) receiving no advertising.

Content & Messaging — Environmental Impact, Health Benefits, & Taste: Beyond Meat's influencer campaign focused on
three topics:

° Environmental Impact: Plant based diets result in less energy, C02 emissions and water

. Health Benefits: Kevin Hart specifically talked about how a plant-based diet can prevent heart disease

° Taste: Snoop Dogg talked about how he was able to convert his family solely by the taste of the products

—a
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