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HUNGRY?
BLAZE is the BOUTIQUE agency OF CHOICE

for lifestyle brands HUNGRY for a REAL
PIECE of the MARKETSHARE.

We reveal the RELEVANT STORY, serve with
relish to key influencers, SATIATE

consumer cravings, and SAVOR IN OUR
CLIENT WINS.

ABOUT US
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LET US SINK OUR TEETH.
Your BRAND is our BONE.

GREEDY

Good isn’t good enough.

SCRAPPY
We battle for the best ideas.

NIMBLE

Can turn on a dime.

TESTED

Deep bench of experience, from beta to launch.

GEEKY

We nerd-out on analytics.

OBSESSED

...with coming out on top.

CHARACTER



Challenge

e Raise awareness surrounding Nature’s Path’s annual Eat Well Do Good giveback
campaign and mission to address food insecurity.
e Support regional food packaging events with local media activations.

Strategy

e (Obtain national and international media coverage through multiple press release
announcements and pitch angles.
Promote one million bowls of organic food donated and highlight monetary
contributions to national and local food banks & organizations.

Coordinate partnership with commissioned ceramicist to create exclusive Eat Well

Do Good cereal bowl; activate influencers and consumer media to share the
message.

Amplify Nature’s Path’s commitment to community by connecting brand
executives with local, consumer and national media.

Results

e Generated more than 550 million media impressions

Case Study/ Nature’s Path x Eat Well Do Good

Narure’s Path Donating One Million

Bowls Worth of Food
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| DEAL OF THE WEEK

Dinnerware With a Purpose
Profits from these
handmade ceramic bowls
(865 from Earth + Element)
will benefit food banks
fighting food insecurity in
the U.S.
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Case Study/ Bushwick Kitchen

underscored

Bushwick Kitchen Launches In Walmart

Position Bushwick Kitchen as a Stores Nationwide

Disruptor in the Sauce Category BUSINESS
l!\.uhwick Kitchen Trees Knees Maple I N S I D E R

Challenge

e |ncrease visibility for Bushwick Kitchen'’s all-natural, premium honey, maple syrup | the
and sriracha line — " N4 tratengt

e Position Bushwick Kitchen as the ultimate foodie’s essential ingredient with its
unigue twists on classic pantry staples

Strategy e BUZZFeed

Obtain national and regional media coverage of the brand’s maple syrup, honey
and sriracha products through tailored pitches and press releases

Pitch brand-created recipes to food & beverage publications to generate Bushwick
Kitchen to increase awareness and how-to use CCBS AUSTIN @ .\& =
Facilitate discussions between brand representatives, media and influencers to w BUZzZZ*l MCTER

build awareness of Bushwick Kitchen’s impact on the overall category | debemensis
Secure placements on local TV stations for hyper-targeted exposure
Participate in relevant category awards to increase credibility and exposure

Distribute samples to relevant long-lead editors for holiday gift guide inclusion CHILLED . r F |
Tiﬂ'ml Thiessen

loves this pancakey
viaffle topper from

Results Bushwick Kitchen,
vihich comes in fla

e Generated more than 200 million media impressions TOWN&COUNTRY m;mg]:“‘;"




Case Study/ Mary’s Gone Crackers

|Mury:GoneCu ckers.com

Crack Through the Competitive
Cracker Market
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e Secure national and international awareness around gluten-free snack brand in D - W mowe e
the highly competitive consumer packaged goods industry pa-y B
Position the brand as the top-of-mind healthy yet delicious snack for gluten-free
and general consumers

Strategy

Promote brand news through tailored pitches and press releases that target health HEARST

and wellness, trade, and national publications '

Gain traction as a leader in the gluten-free snack category by facilitating

discussions between brand representatives, media and influencers L
Implement multi-tiered product seeding programs to build authentic brand voice ' =
Submit for gluten free awards and honors
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Transform the Thriving
Kombucha Category

Challenge

Win national and global coverage of shelf-stable, fruit-forward kombucha brand in
the quickly growing kombucha category

Position the brand as a delicious, functional, and healthy option created for the
non-kombucha drinker on-the-go

Strategy

Promote brand news through tailored pitches and press releases that target
beverage, health and wellness, consumer, and national publications

Facilitate conversations between the brand and media to grow awareness of new
launches and other product innovations

Place cans in the hands of influencers and media through product seeding
initiatives

Distribute samples at relevant health and wellness events to achieve targeted
consumer brand recognition

Submit to beverage awards and honors

Results

e Generated more than 100 million media impressions

Case Study/ KOE Kombucha
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Case Study/ Liquid I.V.

Created a compelling voice
surrounding hydration.
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e |ntroduce hydration multiplier in a delivery system that is neither a liquid nor
intravenous

e Reach millennials in moments they are most liking to be interested in usage

L Welleess

HAE . LW

Strategy & i/ B

e (reate a multi-tiered program targeting millennial media with teasers, pitches o g £ R DT ATe b s

S NV Perewivwe vl Gl

and press releases that incorporates traditional and digital media focusing on - T ' , . e e

LR 0 MO LEEO O FUoRa.,

hydration, hangover prevention and travel - i et apprva ey s

nchet of Lo Ucl provdes e sare

Maximize exposure in target markets by creating advertorial program with How oo Ges Throuth a laoworer B N e
goop, Clean Plates, Well + Good, MindBodyGreen, etc. QL & /(D e e

- y Coownd 3 Yy avwowd svdirhi e
v 'rku;'!- kv 'w» e W s lde Mo reedrinkd b - 4 . 2 b
sheacd,

| 1 H H : < A 37 IdEEere ray 8t ki beticr e \ ¢ AL '} e loa -8)‘.‘:“
Schedule multi-layered review program with influencers and media to e e o : - £ o o o R 5

rman seamies ler sand D e uilenr N\ <’ . L P )
e wrgew N v e e S . . - Al Comd vt Womos @

showcase the powder being poured into water Sl 3 ' o v .

-
Faveth <Irr.s unrl nf-:t‘nbr \"'. o\n--\nu “« (‘
NN W v e e - - BRI

Results

e Generated more than 500 million media impressions
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Launched brand.
Disrupted beverage category.

Challenge

e From point of launch, promote KeVita Sparkling Probiotic Beverages while
creating a new disruptive beverage category

Strategy

Embark probiotic education campaign supported by a branded-survey on
nutritionists’ perceptions toward probiotic consumption

Establish brand voice that connects a daily dose of KeVita to aspiring wellness
Develop targeted blogger/influencer campaign that introduces KeVita beverages to
food/beverage and health/fitness spaces

Manage key partnerships with health & nutrition VIPS including TODAY show’s Joy
Bauer, Sharon Richter, and Hungry Girl, Lisa Lillien

Create “Live Kulture” NYC event with vertices in art, fashion and music

Results

e FEarned brand awards in Forbes, Prevention, Delicious Living, Health & Fitness

e Positioned KeVita as the darling of the beverage space with multiple cover stories

e Grew brand name awareness in top-tier consumer media outlets, resulting in more
than 150 million media impressions annually

Case Study/ KeVita
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