
Partnership Review: 2016!



Agenda	  
1.  Who	  is	  Treehugger	  

2.  SFI	  and	  Treehugger	  partnership	  
3.  How	  Treehugger	  can	  work	  for	  you!	  
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Who	  is	  Treehugger.com?	  	  
Treehugger	  is	  the	  leading	  
media	  outlet	  dedicated	  to	  
driving	  sustainability	  
mainstream.	  ParBal	  to	  a	  
modern	  aestheBc,	  we	  strive	  
to	  be	  a	  one-‐stop	  shop	  for	  
green	  news,	  solu:ons,	  and	  
product	  informa:on.	  
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Treehugger	  by	  the	  numbers	  
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3M	  
Unique	  Visitors	  Monthly	  

8M	  
Page	  Views	  Monthly	  

250	  
New	  pieces	  of	  content	  each	  month	  

86,164	  
Hours	  spent	  on	  TH.com	  in	  April	  2016	  

=	   9.84	  
Years	  spent	  on	  TH.com	  



Strong	  following	  of	  thought	  leaders,	  
influencers,	  and	  SFI	  consumers	  	  
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We	  reach	  millions	  more	  via	  social	  media	  
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560K	  
Facebook	  Followers	  

	  

345K	  
TwiYer	  Followers	  

	  

=	  

=	  

4	  million	  
People	  Reached	  Each	  Month	  on	  Facebook	  

3.5	  million	  
People	  Reached	  Each	  Month	  on	  TwiYer	  



Followers	  you	  might	  know	  
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Our	  top	  5K	  
followers	  reach	  
398M	  people	  
worldwide	  



Treehugger	  is	  part	  of	  the	  Narra:ve	  Content	  Group,	  
publisher	  of	  top	  performing	  content	  sites	  
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Narra:ve	  also	  creates	  and	  distributes	  content	  for	  
many	  of	  the	  world’s	  leading	  brands	  
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Our partnership!



Overview	  
Consumers	  are	  a	  cri:cally	  important	  
audience	  for	  SFI.	  	  
	  
Establishing	  a	  high	  level	  of	  awareness	  
and	  posi:ve	  percep:on	  for	  SFI	  has	  a	  
direct	  influence	  on	  purchasing	  
decisions.	  In	  turn,	  it	  is	  important	  to	  
SFI’s	  industry	  partners	  in	  the	  markeBng	  
and	  selling	  of	  their	  products.	  
	  
SFI’s	  partnership	  with	  Treehugger.com	  
provides	  a	  unique	  and	  effec:ve	  
pla^orm	  for	  consumer	  
communica:on.	  
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Program	  Objec:ve	  and	  Strategies	  

Objec:ves	  
•  Educate	  consumers	  on	  the	  need	  for	  sustainable	  forestry.	  
•  Build	  awareness	  of	  the	  Sustainable	  Forrestry	  IniBaBve.	  	  
•  Further	  SFI’s	  posiBon	  as	  a	  leader	  in	  sustainability	  and	  forest	  
land	  management.	  	  

Tac:cs	  

•  Reach	  consumer	  opinion	  leaders	  through	  a	  mix	  of	  editorial	  
and	  sponsored	  content	  on	  Treehugger.com	  and	  its	  social	  
media.	  

•  Create	  educaBonal	  content	  intended	  to	  be	  shared	  via	  social	  
media.	  As	  we’re	  reaching	  a	  young,	  technically	  savvy	  audience,	  
the	  content	  needs	  to	  be	  fun,	  engaging,	  and	  educaBonal.	  We	  
have	  to	  find	  reasons	  for	  users	  to	  want	  to	  share	  the	  content	  
with	  their	  friends.	  

•  Highlight	  recognizable	  SFI	  partners	  to	  provide	  instant	  brand	  
credibility.	  	  	  
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Program	  Components	  

•  Content	  ProducBon	  
o  20	  arBcles	  with	  images	  
o  5	  videos	  
o  5	  infographics	  	  
o  Content	  produced	  is	  owned	  by	  SFI	  and	  can	  be	  used	  beyond	  

Treehugger	  
	  
•  OpportuniBes	  to	  feature	  SFI	  content	  on	  Treehugger,	  MNN,	  

and	  other	  NarraBve	  properBes	  as	  editorially	  appropriate	  	  
	  
•  18.5%	  of	  all	  promoBonal	  and	  content	  markeBng	  units	  

•  NarraBve’s	  counsel	  in	  markeBng	  and	  strategic	  acBviBes	  
beyond	  Treehugger	  program	  as	  appropriate	  
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SFI	  Performance	  2015	  

120K	  
Page	  Views	  

4,019	  	  
Social	  Shares	  

950K	  
Max	  Twi\er	  Reach	  Weekly	  

2:35	  
Time	  on	  page	  

2M+	  
Facebook	  Accounts	  Reached	  

31	  
Social	  Pushes	  

3.6M	  
Twi\er	  Accounts	  Reached	  

37M	  	  
Ad	  impressions	  

	  

5,126hrs.	  
Engaged	  with	  SFI	  Content	  
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Time	  on	  site	  +82%	  greater	  
than	  treehugger.com	  

average	  	  
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Treehugger	  and	  SFI	  Traffic	  Con:nues	  to	  Grow	  in	  
2016	  –	  Up	  10%	  last	  4	  months	  for	  TH	  and	  50%	  for	  SFI	  
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2016	  is	  	  87%	  of	  the	  way	  to	  exceeding	  2015	  in	  less	  
than	  50%	  of	  the	  Bme	  



Content	  Highlight	  –	  Timely	  content	  

Views	   Ave	  Time	  Spent	   Hours	  Spent	  

1,000	   2:33	   43	  

Social	  Ac:ons	  	   Social	  Amplifica:on	  

195	   39,000	  
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Views	   Ave	  Time	  Spent	   Hours	  Spent	  

18,901	   2:06	   616	  

Social	  Ac:ons	  	   Social	  Amplifica:on	  

439	   87,800	  

Content	  Highlights	  –	  Engaging	  message	  posi:oning	  	  



Views	   Ave	  Time	  Spent	   Hours	  Spent	  

3,953	   2:58	   195	  

Social	  Ac:ons	  	   Social	  Amplifica:on	  

350	   70,000	  
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Content	  Highlights	  –	  Aspira:onal	  social	  hits	  



Views	   Ave	  Time	  Spent	   Hours	  Spent	  

1,615	   2:20	   23	  

Social	  Ac:ons	  	   Social	  Amplifica:on	  

39	   7,400	  
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Content	  Highlights	  –	  Unique	  takes	  on	  off-‐beat	  topics	  



Views	   Ave	  Time	  Spent	   Hours	  Spent	  

731	   1:56	   23	  

Social	  Ac:ons	  	   Social	  Amplifica:on	  

61	   12,200	  
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Content	  Highlights	  –	  Editorial	  exposure	  



Views	   Ave	  Time	  Spent	   Hours	  Spent	  

Social	  Ac:ons	  	   Social	  Amplifica:on	  
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Content	  Highlights	  –	  Content	  amplifica:on	  	  
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Content	  Highlights	  	  -‐	  PR	  and	  Amplifica:on	  



How we can do the same for you!



Three	  Op:ons	  to	  start	  your	  engagement	  -‐	  	  
Custom	  engagements	  available	  too	  
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