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WE ARE A BRAND-SAFE, COMMUNITY-GENERATED 

EDITORIALLY-CURATED LIFESTYLE MEDIA COMPANY. 

WE INSPIRE WOMEN TO DISCOVER, CREATE, AND SHARE CONTENT 

CELEBRATING THEIR PASSIONS. OUR AWARD-WINNING EDITORIAL TEAM, 

AND OUR COMMUNITY INFLUENCERS PRODUCE RELEVANT, AUTHENTIC, 

AND ON-TREND CONTENT EVERY DAY. 







YOUR RIDE ON THE NATIVE 
MARKETING TRAIN

USE YOUR BLOG AND SOCIAL INFLUENCE TO CREATE 
SPONSORED CONTENT FOR BRANDS

DRIVE TRAFFIC TO YOUR OWN SITES BY GETTING YOUR FANS 
TO PROMOTE YOUR CONTENT 

OPEN UP YOUR EDITORIAL SPACE TO “NATIVE ADVERTISING”



USE YOUR BLOG AND SOCIAL 
INFLUENCE TO CREATE 
SPONSORED CONTENT FOR 
BRANDS





SPONSORED CONTENT
• ON YOUR BLOG

• ON PARTNER SITES (SHEKNOWS, MEDIUM)

• USING YOUR SOCIAL GRAPH (TWITTER, 

FACEBOOK, PINTEREST, INSTAGRAM, 

SNAPCHAT)

SECURING OPPORTUNITIES
• THROUGH YOUR AD NETWORK AND CONTENT 

PARTNERS

• ON YOUR OWN, PROACTIVELY

• PITCHES FROM PR 
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75%
of SheKnows Influencers 
participate in some type 
of sponsored program 



S H A R I N G  P R O D U C T  E X P E R I E N C E S  H A S  I M P A C T
influencers endorse on blogs, twitter & facebook

SheKnows & Research Narrative Influencer Study, October 2015
Q13. How often do you endorse/recommend different products and services in the following places?  

Base: Everyday Enthusiast/Experts Influencers  n=266

I N F L U E N C E R S  R E G U L A R L Y  E N D O R S E / R E C O M M E N D  P R O D U C T S  O N  T H E S E  P L A T F O R M
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I N F L U E N C E R S  S U P P O R T  B R A N D S  T H E Y  B E L I E V E  I N
matching passion to authentic endorsement

SheKnows & Research Narrative Influencer Study, October 2015

I N F L U E N C E R S  P A R T I C I P A T E  I N  S P O N S O R E D  P R O G R A M SMAJOR REASON TO PARTICIPATE IN SPONSORED PROGRAM TOP BOX

I like the brand/product, so I'd recommend it anyway 80%

The brand's values align with my own 80%

I can authentically integrate the brand/product/service without it seeming too "sales-like" 80%

My expertise is a credible fit for their brand category 70%

My readers/followers like these recommendations 64%

I get to build my own reputation by working with brands 59%

The brand makes me feel important and that my opinion matters 44%

I need the additional income 42%

I want to be the first to try new brands/products 40%

I get invited to cool, fun events that different brands sponsor 35%

They are offering me something to give away to my readers/followers 35%
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T R A N S P A R E N C Y  I S  P A R A M O U N T
to maintaining trust

SheKnows & Research Narrative Influencer Study, October 2015

WAYS INFLUENCERS REMAIN AUTHENTIC WITH PAID 
ENDORSEMENTS ALL INFLUENCERS

I acknowledge when a recommendation/post is a paid endorsement 86%

I only endorse brands/products that I actually like and believe in 78%

I focus on endorsing products that I believe will interest my followers/readers 74%

I work the recommendations into topics I already write about, so that they feel 
natural in context 72%

I don't accept paid endorsement opportunities when I don't feel good about the 
product or brand 69%

I only endorse brands that stand for something I feel good about 53%

I only endorse products that in a category that aligns with my expertise 52%

I only endorse brands that align with my persona on social media 50%

I give the product/service away to my readers/followers 31%



HOW MUCH IS YOUR WORK WORTH? 
BASELINE: COMPENSATION FOR WORK PERFORMED
• WHAT IS THE TASK? 

• SIMPLE POST? COVER AN EVENT? DEVELOP A RECIPE? CREATE A CRAFT OR DIY HOW-TO? PRODUCE A UGC VIDEO? 
PARTICIPATE IN A CUSTOM VIDEO PROGRAM? IS TRAVEL INVOLVED? 

• DO YOU HAVE SPECIAL OR UNIQUE EXPERTISE? 
• HOW MANY HOURS WILL THIS TAKE? AT A REASONABLE HOURLY RATE?

NEXT: FACTOR IN YOUR REACH
• YOUR MONTHLY PAGEVIEWS. 
• YOUR SOCIAL GRAPH, ESPECIALLY FACEBOOK, TWITTER AND PINTEREST

FINALLY: ADD RESULTS/PROJECTIONS
• QUALITY AND TIMELINESS OF YOUR WORK FOR THE SPONSOR IN THE PAST
• PREVIOUS RESULTS, INCLUDING NUMBER OF POST VIEWS, COMMENTS, EARNED SOCIAL SHARES/PINS, CLICKS TO 

SPONSOR SITE
• WHAT ARE YOU WILLING TO GUARANTEE?



WORK
+ REACH
+ RESULTS
YOUR FEE





PROPRIETARY PLATFORM

Connect with influencers, develop authentic branded content 

and conversation at scale, then access real-time performance 

data as your campaign propagates across the web.

1. Monitor and measure digital and social engagement

2. Match influencer, platform and objective

3. Proven Influencer Process delivers quality influencer content and 

guaranteed results

O U R  

L E A D I N G - E D G E  

C O M M U N I T Y ,  

C O N T E N T  &  

A N A L Y T I C S  

P L A T F O R M
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Momentum’s Impact 
Dashboard is powered by 
nearly 3MM data points 
about our influencers and 
past campaigns
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DRIVE TRAFFIC TO YOUR OWN 
SITES BY GETTING YOUR FANS 
TO PROMOTE YOUR CONTENT 



USEFUL  INFORMATIVE  INSPIRATIONAL
CREATE HIGHLY PINNABLE, VISUALLY APPEALING 
CONTENT, IMAGES OPTIMIZED FOR SHARING (VERTICAL 
FORMAT)

INVEST YOUR TIME IN BUILDING A FACEBOOK PAGE 
(VERSUS A PERSONAL PROFILE), FOR ENHANCED 
TARGETING AND PERFORMANCE REPORTING

KICK-START SOCIAL SHARING BY ACTIVELY PROMOTING 
YOUR POSTS ON SOCIAL, AND USE KEYWORDS AND 
HASHTAGS IN YOUR POSTS TO OPTIMIZE FOR DISCOVERY

PAY ATTENTION TO YOUR SITE ANALYTICS AND 
COMMENT/SHARES TO UNDERSTAND WHAT READERS 
FIND MOST ENGAGING 

DON’T FORGET THE SOCIAL MEDIA BUTTONS AND LINKS, 
ALONG WITH A CALL TO ACTION – “SHARE THIS POST” 



NORTHERN BELLE DIARIES

HOW TO REMOVE SET IN OIL 
STAINS OR GREASE STAINS

SHARED ON:

PINTEREST MORE THAN 640,000 TIMES,
FACEBOOK MORE THAN 7000 TIMES

 USEFUL
 HIGHLY VISUAL
 PINTEREST FRIENDLY 



CREATING SUPER-SHAREABLE CONTENT
• 80% ALWAYS CREATE OPTIMIZED IMAGES THAT WILL WORK WELL ON SOCIAL SITES.

• 77% FOCUS ON CONTENT THAT IS FUN FOR THEM TO CREATE.

• 70% SET OUT TO CREATE CONTENT THAT RECEIVES A LOT OF SOCIAL SHARES.

• 54% INCLUDE USEFUL TAKEAWAYS IN THE POST TO ENCOURAGE PEOPLE TO SHARE OR SAVE THE 

POST FOR FUTURE REFERENCE OR INSPIRATION.

• 50% PAY ATTENTION TO WHAT WORKED WELL IN THEIR PREVIOUSLY SUCCESSFUL POSTS TO GUIDE 

THEIR NEW CONTENT CREATION.

• 44% ALSO CONSIDER WHAT IS CURRENTLY TRENDING IN THEIR TOPICAL SPACE WHEN THEY CREATE 

NEW CONTENT.



OPEN UP YOUR EDITORIAL 
SPACE TO “NATIVE 
ADVERTISING”



NATIVE IS EFFECTIVE

NATIVE ADS ARE VIEWED 53% MORE THAN BANNER ADS. SOURCE:  DEDICATED MEDIA

32% OF CONSUMERS SAID THEY WOULD SHARE A NATIVE AD WITH 
FRIENDS AND FAMILY, VERSUS 19% FOR BANNER ADS SOURCE:  SHARETHROUGH

NATIVE ADS THAT INCLUDE RICH MEDIA BOOST CONVERSION RATES BY 
UP TO 60%. SOURCE:  SOCIAL TIMES

MOBILE NATIVE ADS IN A STREAM LIFT UNAIDED BRAND AWARENESS 
114%.  SOURCE:  YAHOO
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A SIMPLE DEFINITION:

NATIVE ADVERTISING IS AN ADVERTISING 
MESSAGE DELIVERED IN THE “NATIVE” 
(NATURAL) FORMAT OF A DIGITAL PLATFORM.



“NATIVE” ADS FOR BLOGS

• IN-LINE AD UNITS (CONTENT WELL OR SIDEBAR)

• IN-TEXT LINKS 

• CONTENT RECOMMENDATIONS



NATIVE 
EXAMPLES





MY ADVICE: 

ASK YOUR ADVERTISING PARTNERS/NETWORKS ABOUT 
NATIVE OPPORTUNITIES AND LEVEL OF SUPPORT THEY CAN 
GIVE YOU TO TAKE ADVANTAGE 



DO IT 
BECAUSE 
YOU LOVE IT!

Photo source: 
Meg Duerksen, whatever

Susan Getgood
susan.getgood@sheknows.com
@sgetgood



thank you
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