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Recommendations

- Seek Organic Searches instead of 

Local to rank higher

- Blog posts can expand and appeal to 

larger audiences

- Promote consistency throughout their 

different platforms in terms of posts

- Show a combination of all products, 

not just favoriting the Chocolate Bars



Memo 1

The “Goal” of the current website is to make consumers purchase their products

→ Continuously displaying bullet points compared to their competition

Hu Kitchen Chocolate Bars     Hu Kitchen Crackers



Memo 1

Competitors
- Unreal Snacks
- Simple Mills
- KIND

**User Experience of the Hu Kitchen website is 
well-done compared to its competitors’ websites, 
but it is not the best out there**



Memo 1

Expanding Hu Kitchen Products

*NEW* Bundle Baskets
- Holidays: Halloween, Hanukkah, Christmas, Valentine’s Day, Easter, 

4th of July
- Occasions: birthdays, weddings, anniversaries, get well soon, 

sympathy, congratulations, graduations, baby and bridal showers



Memo 1
Early Funnel Content Blog/Post Topics That Could Be Covered And Will 
Resonate With A B2C Audience

1. Sweets You Can Gift To Someone Who Watches Their Weight
2. Chocolate Your Significant Other Wants To Receive
3. Wrappers You Will Never Be Embarrassed About Others Seeing On The Beach
4. Chocolate Your Resort Body Will Love
5. Who Is Ready To Say Goodbye To The Crash From Sweets In Vending Machines
6. Who Wants Something Sweet After Dinner Without Feeling Guilty
7. Sweet And Salty Snacks Which Can Be Found In Your Favorite Coffee Shop
8. Cookies, Crackers, And Chocolate That Are Now Part Of Your Hotel And 
Restaurant Experience
9. Who Would Not Like Healthy Chocolate, Cookies, And Crackers In Your Mini-Bar
10. The Three Most Important C’s In Life That Are Now Healthy: Chocolate, 
Cookies, And Crackers



Memo 2/3

WordStream Analysis



Memo 2/3 - Blog Article Using WordStream Analysis

“Hu Kitchen was started as an allergy-friendly, paleo, kosher, gluten-free, 
and healthier alternative eatery in an elite part of New York City....not based 
on a diet but more nutritious ingredients for a healthier lifestyle. Dark 
chocolate bars typically have a high caloric and cane sugar content or are 
made with artificial sweeteners. In contrast, Hu Kitchen chocolate is made 
with coconut sugar and all raw and organic ingredients. Hu Kitchen 
products are preferred over the competitors in the snack industry, where 
guilt-free eating can take place...Those who follow the keto, paleo, or other 
diets, or have diabetes or other health conditions, will feel safe and 
satisfied purchasing and eating Hu Kitchen products.”



Memo 2/3
The main keywords for “hukitchen.com”:

hu - 33.36%
hu kitchen - 19.92%
hu chocolate - 17.05%
hu kitchen chocolate - 3.54%
hu' - 2.46%

“Hukitchen” ranks organically for 425 keywords, including 
hu kitchen, hu kitchen delivery, hu chocolate bar, and more.

Organic traffic “Hukitchen” gets from Google Search: 
“Hukitchen” gets 123k in organic visits, which has changed by 
414.8% in the last year

(Review Bolt)



Memo 2/3

- Improve Twitter 
with more 
consistent posting

- Does not have a 
TikTok account



Memo 3 - Social Posting Calendar



Memo 3

Branding And Community Development 
Outreach Proposal

*****EVENTS*****

★ Press Outreach and HARO
★ The Hu Gems and Hunks Ambassador 

Program
★ Hu Kitchen Kozy Karts
★ Hu-mble Project
★ Sponsorships
★ Hu-mans of TikTok
★ HU X STARBUCKS



Memo 3

- Improve their LinkedIn page 
with more consistent posting 
and advertising of their new 
products

- Should repost their other 
social media posts to 
LinkedIn and link their pages 
that way



Memo 3

LinkedIn
Did You Know? 
Caption: Hu Kitchen products are now 
available nationwide in over 3,500 retail 
locations! We are thrilled to join Mondelēz 
International’s family of iconic brands and 
excited that our “Get Back To HUman” concept 
can reach brand new audiences across the 
country.



Memo 3

Facebook (Meta)
Will You Accept This Rose? 
Caption: Claire said “YES!” so you should, 
too!
Hashtags: #HuKitchen #BachelorNation 
#HuHunks



Memo 3

Instagram
Vacation Pic 
Caption: Worried about snacking on 
vacation? Hu Kitchen has you covered! 
Our chocolate is the perfect healthy snack 
to bring on the go and fuel you the right 
way! 
Hashtags: #HuKitchen #HealthySnacking



Memo 3

Facebook (Meta)
Happy Holidays from the Hu Team! 
Caption: “All I want for Christmas is Hu!” 
Hashtags: #HuKitchen #HuHolidays 
#NewYearNewHu



Memo 4 - Ad Copy



Memo 4 - Ad Copy



Memo 4 - Custom Audience
Acxiom, TP000037, Brand Propensities: Luxury Shoppers, Adults 
interested in luxury items such as clothes, jewelry, perfume, cars who 
were recently seen at Neiman Marcus, Barneys New York, Shreve & Co, 
Hermes, Wilkes Bashford, Bulgari etc, Modeled based on household 
specific location data.

○ Demographics
■ Gender: Women
■ Age: Middle-Aged
■ Location: NY
■ Job Status: Employed
■ Marital Status: Single and Married
■ Children: 2
■ Race: White

○ Buying Propensities
■ Lives on the Upper East Side, NY
■ Has a Platinum American Express credit card
■ Employs a car-and-driver
■ Shops at Whole Foods
■ NFL and NHL Box Ticket Holder



Memo 4
- Plan: 530K clicks for $2.5M with a $6.7K average daily budget 

(Google Ads)
- Impressions: 8.6M
- CTR: 6.2%
- Avg. CPC: $4.63

- Plan: 530K clicks for $2.5M and a $99 max. CPC (Google Ads)
- Impressions: 8.6M
- Daily Budget: $9.1K
- CTR: 6.2%
- Avg. CPC: $4.65

- “Hukitchen.com” (Spyfu)
- Organic Keywords: 4,361
- Est Monthly SEO Clicks: 33, 478
- Est Monthly SEO Click Change: -3,254
- 91% Organic Traffic - Since March 2018
- Paid Keywords: 586
- Est Monthly PPC Clicks: 3,497
- Est Monthly Google Ads Budget: $2,666
- Hukitchen.com - Competitors

- Monthly Ad Budget: $1.92K
- Monthly Paid Clicks: 1.86K
- Monthly Paid Keywords: 48



Memo 4

Social Budget Details

Annual advertising budget is estimated to be 10% of annual 
revenue. 25% of that is estimated to be in paid media 
(Search and Social).



Memo 4

  (Spyfu)



Memo 4

2004-Present - Web Search

(Google Trends)



Conclusion and Wrap-up

- Key Final Recommendations:

- Seek Organic Searches instead of Local to rank higher

- Blog posts can expand and appeal to larger audiences

- Promote consistency throughout their different platforms in terms of posts

- Show a combination of all products, not just favoriting the Chocolate Bars

- Questions?




