Kristen Cosner

@kristenschronicles

Hollister, Inc.

Influencer Campaign

The brief

CASE STUDY

Deliverables

» Build brand awareness and shift brand perception of a 100-year-old brand towards a
younger audience demographic

» Align to brand purpose: “Making life more rewarding and dignified for people who use
our products and services.”

The solve

« Enable Human-to-Human connection with other ostomates and the Hollister brand
» Partner with 10 influential ostomates to inspire brand confidence

* Give end-user ostomates a space to share positive stories,
building community

Campaign Strategy
Campaign Style Guide
UGC Videos / Cards
Instagram Stickers
Landing Page

Emails

Social Assets

Live Virtual Event
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10 Days, Thousands of Voices: Campaign Strategy

Business Goals

Primary Objective

Build brand awareness
with ostomy end-users
through social media and
community engagement

Secondary Objective
Shift brand perception
from the “old people
brand” to a brand that
connects with and builds
confidence with the
younger consumer

84

Campaign Initiatives

Social media and
community engagement to
help build awareness,
retention, and connect
Hollister with end-users
and the larger ostomy
community

Live virtual activities on
Ostomy Awareness Day,
October 3, 2020

Take advantage of
sponsorship activities with
UOAA (United Ostomy
Associations of America)

Tactics KPIs
» Website visits
2 PR artdle content on rollate com B BOCR
3. 3-part email series * Organic &.pald social impressions/CTR/clicks
4. Affirmation cards * Followers increase
5. Physical and digital Stoma stickers * Influencer video
6. Instagram sticker pack imps/views/shares/engagements
7. Influencer stories (social videos) * Instagram sticker views & usage
8. Landing page « Affirmation card views/shares/creates

* Instagram stories views/shares/engagements

. Virtual Cooking Class with Nude Dude Food

+  Cooking show registrations
+  Cooking show views/engagements

Search, paid social, web banner ad on UOAA
association website
Promote UOAA’s annual 5K

»  Paid search impressions/CTR/clicks

*  Organic & paid social impressions/CTR/clicks

. Website visits
. Banner clicks
»  5Kregistrations/runs
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10 Days, Thousands of Voices: Campaign Journey Map
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Campaign Brand Style Guide

MESSAGING SOCIAL STICKER PROMOTIONS

#10DAYS1000VOICES  ERERREmmsinossss,
#0STOMATEVOICES  "Z=Besse  meames

CAMPAIGN LANDING PAGE: 2 Get g ke, shareetle ‘ “” \
HOLLISTER COM/OSTOMVAWARENESS ~ ssomomics N

HOLLISTER.COM/0OS TOMATEVOICES

Creating a stickers highiight on the Hollster accourt page wil enable Viewers
10 go back to the stickers usage Stories guide after 24 hours.

using that of Instagram. To
create Facebook-8pecific promations, SIMPly switch out the tem “Instagram”
for “Facebook” Intertace.

X Hollister. $X Hollister.

VISUAL IDENTITY: ARTIFACTS PAID PROMOTIONS
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£X Hollister. 2% Hollister

EMAIL AND WEBPAGE BANNERS

'EMAIL BANNERS:
% = =
g [
‘
NOTE:

Photography for banners Includes a human presence to batter align
With the overarching Holister brand. Photographry for voices cards

e n and
‘shareabiity with a larger and broader audience.
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Every Ostomate Has a Voica Worth Hearing

& Hollister:

$%& Hollister:
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10 Influencers. 10 Days.

o hollister_incorporated + Follow eee

AKX

hollister_incorporated Kristen #10days1000voices

Kristen of @kristenschronicles shares her story about living with
a permanent ileostomy and how she continues to feel inspired.

“Don’t be afraid to ask for help...Your ostomy is only one part of
who you are as a person...It does not define who you are.”

Share your story and voice about living with an ostomy in the
comments!
#10Days1000Voices #OstomateVoices
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Instagram stories and stickers (user-generated content)

NO CoLow

One of my biggest supporters % ; STILL ROLLIN

? my momma "
. Thanks for sending my

#worldostomyday

sticker @ostomingle

FOR ANYTHING
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Affirmation cards:

" MY LIFE FREE OF

1 1 : £- 4% 7\ .
n I I( )I ] 1STC] (D BASKET ~ ¥ WHERETOBUY €9 US - ENGLISH ~ SIGN UP OR LOGIN

SEARCH

PRODUCTS OSTOMY CARE CONTINENCE CARE CRITICAL CARE SECURE START SERVICES ABOUT
Hollister Incorporated, Current Statement Related to COVID-19 Pandemic Read more
Ostomy Affirmations

Every Ostomate Has a Voice Worth Hearing

We asked the ostomy community to complete the sentence: "My ostomy makes it possible for me to say...".
We turned their answers into a series of life-affirming social cards that you can download and share below.

Wa have &M O o ASH AN s alAasa Mar £l reent - -~ L o r hving it ~ a fillaet | " ety
We have also compiled these cards, along with other helpful resources, into a guide for living life to the fullest with an ostomy.

Read advice and inspiration from ostomates

3% Mol % 1ol pxs
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DREAM JOB
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CHRONIC PAIN. ol ablz fo do beforc)

“My ostomy makes it possible to say...”

£% Hollister:

I MADE IT TO SE€

MY DAUGHTER'S
FIRST BIRTHDAY.

B

#Ostomate\Voices

% Hollister.
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TENI DAY'S

10 Days, Thousands of Voices: Campaign Journey

Engagement

World Ostomy Day is October 2, 2021

Every Ostomate Has a Voice Worth Hearing

ﬁ Hollister.
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SILVER TELLY FOR PUBLIC INTEREST/AWARENESS

LIVING MY
BEST LIFE!
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10-Day Results!

1 Million+ 27K+ 390

Views of Social Stickers

OSTOMY
“STORY-

w—#2

INFLUENCER
MARKETING
AWARD

| ] + .
1 M|"|0n_ 5_00 Influencer Marketing Award
Total Ad Impressions More Social Followers BrandSmart Awards 2021
Up 608% . 11,000+ Across Platforms
from YP clicks z
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