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ConAgra Foods and The Motherhood 
 April-May 2015
Note: The Motherhood would need to review the finished video prior to finalizing the recommendation for this project. 

The Motherhood will organize, implement and manage a blogger campaign on behalf of ConAgra Foods to reach influencers, and in turn generate awareness of a newly developed video about ingredients, specifically preservatives/antioxidants through proactive communication and sharing of the video and corresponding messaging. The campaign will include:
· Virtual Briefing and Live Tweeting (with an opportunity to opt in to the blog tour)
· Blog coverage on an opt-in basis
How the Program will Work

The ConAgra Foods Blogger Team. 
The Motherhood will identify and recommend a group of 35 bloggers (plus back ups) ages 25-54 who are presumably open to discussing ingredients in products. 

The recommendation will include detailed information on the bloggers, including:

· Name
· Blog name and URL
· Unique monthly blog views
· Twitter followers 
· Facebook fans 

Client will have the opportunity to review and approve recommended bloggers, with up to one round of edits to the recommendation list, if necessary. Additional edits to the list will be incremental to the budget. With approval from the Client, The Motherhood will engage, manage and oversee their participation in a virtual briefing, with living tweeting and optional blog posts.
The Virtual Briefing and Live Tweeting. The Motherhood will work with the Client to create a 40-minute virtual briefing, with the blog team attending to hear from ConAgra Foods experts. Content will include specifics on preservatives, a screening of the video (and an overview of any other specific assets that will be shared) and key messages important to the brand. Throughout the virtual briefing, bloggers will be encouraged to share at least 5-7 tweets highlighting content of interest, using the designated program hashtag (TBD). 

Virtual briefing sessions are held on the ADOBE Connect platform, which has capabilities for sharing PowerPoint presentations, videos, a live text chat for bloggers, a separate live text chat for presenters (for behind-the-scenes communications not visible to bloggers), and multiple-choice poll questions for gathering feedback from bloggers in real time. 

Ketchum, on behalf of ConAgra Foods, will provide a presentation, videos and other collateral for the briefing session, and The Motherhood will create and customize the virtual room and provide a run of show and instructions. 

The Blog Tour (blogger opt-in). Using information from the briefing, the bloggers will each be given the opportunity to publish one blog post to share Q&A and information they have learned about preservatives used in ConAgra Foods products. Bloggers also can cross-post their blog coverage to their other social media channels, including Facebook and Twitter. 

To ensure all participating bloggers are aligned with the program’s goals, bloggers will not be required to publish posts. They will be asked if they would like to opt in for the blog after participating in the virtual briefing, and at that time, a blog post and 3-4 additional social posts would be required.  Information from the briefing session also will be compiled in an information sheet by the Client and shared with the bloggers by The Motherhood for future reference as they’re drafting blog posts.

A brief pre- and post-program survey (eight questions maximum), developed by Ketchum on behalf of ConAgra, and distributed to the bloggers by The Motherhood, will generate before-and-after data on how online influencers perceive preservatives, as well as additional topics that would be of interest related to ingredients in packaged foods. The Motherhood will analyze the results at the end of the campaign and provide a summary in the final program report.

As a standard practice, Client will not review blog posts prior to publication. Client review of blog posts requires advance notice before SOW signature and will require additional budget.
Timing. March-April
Preliminary Timeline
· 3/5: Ketchum aligns on proposal; The Motherhood sends SOW for review/signature
· 3/6: Ketchum signs and returns SOW on behalf of ConAgra Foods. Ketchum also shares PO number, final blogger parameters, program messaging, assets, hashtag, etc.; The Motherhood shares countersigned copy of SOW
· 3/12: The Motherhood shares blogger recommendation list, blogger invitation
· 3/19: Ketchum provides final approval on blogger list and invitation & shares pre and post survey questions; The Motherhood begins inviting blogger team
· 3/27: The Motherhood shares final blogger team
· 3/31: Ketchum/ConAgra finalize video with Mental Floss
· 4/1: Ketchum to share PPT presentation, videos and other collateral for the briefing session 
· 4/6: The Motherhood to share virtual briefing run of show and our moderator’s scripted comments based on approved PPT and materials
· 4/7: The Motherhood to host virtual briefing/live tweeting at 1 p.m. ET
· 4/7-4/16: Blogger content to be published (optional)
· [bookmark: _GoBack]4/23: The Motherhood provides final program report 
Disclosure. Bloggers will be compensated for participating in the program. Any blog posts that appear will include a mandatory disclosure statement about the blogger’s participation in the campaign on behalf of ConAgra Foods. Tweets and social media posts will include the hashtag #ad or #sponsored.

Cancellation Policy. In the event of any termination by Client of this statement of work (SOW) or the Agreement while any signed SOW remains uncompleted, Client agrees to pay a cancellation fee of 25% of the budget to help offset Company’s costs associated with the disruption of business. The Motherhood will invoice the full cancellation fee within 10 days of any termination of the signed SOW.

Tracking and Reporting Results. As applicable, The Motherhood will track any coverage that appears and provide a full report that includes highlights of the coverage, links to posts and traffic numbers for the blogs, Twitter and Facebook.

Budget. The budget for a social media program including a 35-blogger team, virtual briefing with live tweeting and a pre and post-program survey: $40,000. Potential out of pocket costs, including Twitter chat prizes, shipping, etc. are not included.

THE MOTHERHOOD, INC.                                     Ketchum, Inc. on behalf of ConAgra Foods 

By: ________________________                        By: __________________________
Name: Cooper Munroe        			    Name:
DATE:  ____________________                    	    DATE: _______________________
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