THE MOTHERHOOD INC. PRESENTS

A Decade in Review

Influencer marketing has evolved significantly over the past decade. What
started as one-off blogger programs that allowed brand to "dip their toe" into
a brand-new tactic has grown into an established marketing strategy used by
brands around the world. At The Motherhood, we've taken each key learning
we experienced along the way as an opportunity to grow this discipline. Here
are some of the most important industry transformations we've seen first-hand

over the last 10 years:

IN-PERSON EVENTS

BRINGING EVENTS ONLINE

As technology evolved, we brought the local community vibe to the global

arena through the internet. We expanded the the power of group events by
hosting live conversations for bloggers and their followers. The medium was
an online video stream- a state-of-the art option long before “live” options

appeared on social platforms.
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DEEPENING BRAND/INFLUENCER
RELATIONSHIPS

We changed the way consumers and brands interact. We created spaces
online through live briefings that brought both brands and bloggers around
a virtual kitchen table. Ideas flowed, insights were uncovered and brands
began to see the value first-hand of including bloggers in their integrated

marketing plans.
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TWITTER PARTIES

Twitter quickly became a force and we knew it was a perfect medium for
curating conversations on a massive scale. With Twitter parties, people
contributed to a collective conversation. With set times to be online, it
provided the structure of a live event while offering the flexibility and scale
of virtual platforms. Twitter parties uncovered meaningful and often

unexpected consumer insights.
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USER-GENERATED CONTENT
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FROM BLOGGERS TO INFLUENCERS

We pushed hard for influencer ambassadorships, and brands saw the
value. We identified brands’ most loyal fans and engaged them for long-
term, integrated partnerships. The results? Measurable sales lift, first-page

SEO rankings and significant engagement from millions of potential

consumers.
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LARGE-SCALE TAKEOVERS

INSTAGRAM AND VIDEO

Platform usage began shifting away from primarily text, and so were we.
As photo and video content trended upward, we pivoted to Instagram and

incorporated visual mediums more heavily intfo campaign strategy.
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BOOSTING CONTENT

STRATEGIC STORYTELLING

Influencers have been sharing stories since the very beginning. We saw an
opportunity to formalize this tradition, so we evolved our modern
communications toolbox to include storytelling as a discipline. Strategic
storytelling inspires connection, empathy and action, making it a powerful

tool for communicators in all disciplines.
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WHAT'S NEXT?




