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CASE STUDY

02Influencer Campaign
Hollister, Inc.

The brief

• 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

Deliverables

Campaign Strategy

Campaign Style Guide

UGC Videos / Cards

Instagram Stickers

Landing Page

Emails

Social Assets

Live Virtual Event



84

S
T

U
D

IO
N

O
R

T
H

 ©
2

0
2

3

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

1. Search, paid social, web banner ad on UOAA 
association website

2. Promote UOAA’s annual 5K

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

Campaign Initiatives  Tactics

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

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

1. Instagram influencer campaign
2. PR article content on Hollister.com
3. 3-part email series 
4. Affirmation cards
5. Physical and digital Stoma stickers
6. Instagram sticker pack
7. Influencer stories (social videos)
8. Landing page

1. Virtual Cooking Class with Nude Dude Food

KPIs

1. Influencer campaign on Instagram• Website visits
• Email opens & CTR
• Organic & paid social impressions/CTR/clicks
• Followers increase
• Influencer video 

imps/views/shares/engagements
• Instagram sticker views & usage
• Affirmation card views/shares/creates
• Instagram stories views/shares/engagements

• Cooking show registrations
• Cooking show views/engagements

• Paid search impressions/CTR/clicks
• Organic & paid social impressions/CTR/clicks
• Website visits
• Banner clicks
• 5K registrations/runs

Business Goals

10 Days, Thousands of Voices: Campaign Strategy
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Awareness Engagement Conversion Loyalty

10 Days, Thousands of Voices: Campaign Journey Map

ü Cooking show registrations
ü Cooking show views/engagements

ü Paid search impressions/CTR/clicks
ü Paid social impressions/CTR/clicks
ü Organic social impressions/CTR/clicks
ü Website visits
ü Banner clicks

ü Website visits
ü Email opens & CTR
ü Influencer video 

imps/views/shares/engagements
ü Instagram stickers views & usage
ü Affirmation card views/shares/creates
ü Instagram stories 

views/shares/engagements

ü Website visits
ü Affirmation card booklet downloads
ü Organic social impressions/CTR/clicks
ü Influencer video 

imps/views/shares/engagements
ü Instagram stickers views & usage
ü Instagram stories 

views/shares/engagements

Email #1

Word of Mouth

Paid Social User-Generated 
Affirmation Card

Paid Search

UOAA 5K Run

Email #2

Affirmation 
Cards 

Landing Page

Virtual “Live” 
Cooking Show

Email #3

Organic Social

Instagram
Stickers

Influencer 
Instagram 

Stories 
(1/Day/10Days)

User-Generated 
Instagram Story

Hollister.com

Organic Social

Affirmation Card 
PDF Booklet

Instagram
Sticker

Extensions

User-Generated 
Instagram Story

Influencer 
VideoA
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Campaign Brand Style Guide 
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10 Influencers. 10 Days.
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Instagram stories and stickers (user-generated content)
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Affirmation cards: “My ostomy makes it possible to say…”
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Awareness Engagement Conversion Loyalty

10 Days, Thousands of Voices: Campaign Journey
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Campaign extension (global)
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10-Day Results!

1 Million+
Views of Social Stickers

27K+
Influencer Video Views

390
Virtual Cooking Class Registrations

1 Million+
Total Ad Impressions

500
More Social Followers 

Across PlatformsUp 608% 
from YP

11,000+
clicks

Influencer Marketing Award
BrandSmart Awards 2021




