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Grubhub… AND Seamless?



Just the facts

● 75,000 restaurants

● 1,200 cities nationwide

● 9 million diners



What exactly we do



We also share awesome content



Across channels



All types of content



Including owned content



Why the content game? (Start tweeting…)  

● Two-thirds of consumers say the information provided by content marketing 
helps them make better purchase decisions

● More than half of people say they are more willing to buy another product 
from a company that provides them with content marketing

● ‘Interesting content’ is cited as one of the top 3 reasons people follow
brands on social media



“CONTENT MARKETING IS ALL 
THE MARKETING THAT’S LEFT”

- Seth Godin -

In a nutshell... 



But…



It doesn’t have to be expensive!



Play to the platform



Be present in the feed



Data-driven, owned content



Our social content mix



How content types drive the funnel: AWARENESS
● Influencer content gets ~450% more engagement than owned content
● Shared influencer content receives 18% more engagement vs. other posts



Why it works:

● Community

● Use-case

● Cost

● Scalability



How content types drive the funnel: CONVERSION

Order breakfast from 
the bodega.

Pick up your noodle bowl 
for lunch.

Skip the crowds and get 
dinner delivered.

How to eat like a 
New Yorker Tip #127

Never let mealtimes slow you down.

Shot on iPhones using 
internal team “talent”

Repurposed look + feel of Seamless OOH with social specific scenarios



Why go scrappy

● Test iterations

● Fail fast + optimize

● Stay true to the feed 



How content types drive the funnel: LOYALTY
Having fun with our community results in the month’s most engaging organic content



The rules of creating content: The 5 S’s

● Simple

● Scrappy

● Snackable

● Shareable

● Scalable



THANK YOU


