


MNN was Founded in 2009 as a Single 

Website, Focused on a Single Topic

CONTENT ON THE INTERNET REMAINED DESIGNED FOR SCIENTISTS, 
EXPERTS, AND ACTIVISTS 

AS INTEREST IN SUSTAINABILITY BEGAN TO EXPAND ACROSS A 
VARIETY OF MAINSTREAM AUDIENCES...



IN RESPONSE, MNN.COM LAUNCHED IN 2009 WITH CONTENT 

DESIGNED FOR THE BROADER AUDIENCE – ENGAGING, EASY TO 

UNDERSTAND, AND NON-POLITICAL



Now We’re Number #1
Mother Nature Network is the #1 

environmental news and information 

platform in the USA reaching 120 million 
“responsible influencers” a year across 2 websites 
– MNN.com & treehugger.com

10MM
monthly unique visitors

33MM
monthly page views

1.3M
fans

651K
followers

1.1M
followers



MNN.com has had 5 consecutive years of 

exponential growth

+16%
visits from

previous year

+22%
page views from 

previous year
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Established Unique Sponsorship Model That 

Has Attracted World’s Top Brands

– No traditional advertising sold

– 100% SOV by content category

– Terms from 12-36 months

– Innovative sponsor content marketing space



Original Content Became A Key Driver Of Success – With a 

Staff of Top Journalists Creating 1000+ Features Each 

Month Across All Formats

SISTINE CHAPEL GETS LED’s

How the Internet is Changing 

the Way We Speak

CAN HONEYSUCKLE EXTRACT 

BEAT THE FLU?



This Editorial Quality and Expertise Led to Sponsors 

Engaging MNN For Their Content Production Needs







(IN DEVELOPMENT) (IN DEVELOPMENT)



We are, at present, in the midst of a historic transformation for brands and companies everywhere — and it centers on 
content.

Nine out of ten organizations are now marketing with content – that is, going beyond the traditional sales pitches and 
instead enhancing brands by publishing (or passing along) relevant information, ideas, and entertainment that 
customers will value. The success of content marketing has radicalized the way companies communicate. The content 
marketing revolution signals more than a mere marketing fad. It marks an important new chapter in the history of 
business communications.

Content, it seems, has miraculously given brands a greater purpose.

Brands are no longer merely peddling products; they’re producing, unearthing, and distributing information.

While agencies excel at creating big brand campaigns that combine TV, print, radio, outdoor – you 
name it – marketers increasingly want the kind of content that media companies produce. 

"When it comes to writing up a lot of stories, a lot of content, there's no one better to do that than 
publishers. Very few agencies are set up to do that and very few advertisers are set up to do that."

MNN’s Combination of Experience and Capabilities Provide it With A 

Unique Ability and Position in the New Content Marketing 

Landscape



The search has been for a content brand that might succeed 
in digital form that is as broad and inclusive and deep and 
horizontal as great American magazine titles used to be.

Enter Mother Nature Network. It’s helpful. It’s feel-good. It’s 
reaffirming. It centralizes a set of attitudes that defines and 
celebrates the mainstream. 

Has Mother Nature found key to Web success?



SFI 
and 
TreeHugger



Overview

Consumers are a critically important audience for SFI. 

Establishing a high level of awareness and positive perception for SFI has 

a direct influence on purchasing decisions. In turn, it is important to SFI’s 

industry partners in the marketing and selling of their products.

SFI’s new partnership with TreeHugger.com provides a unique and 

effective platform for consumer communication: 

• A leading sustainability website for more than 10 years

• Large and loyal audience

• Demographic / psychographic profile matches SFI’s consumer target

• Innovative program offering non traditional opportunities beyond standard

advertising and PR

• Ability to leverage social media and viral content drivers

• Opportunity to promote SFI, members, partners, and products

• Owned and managed by Mother Nature Network (MNN), the world’s most

visited resource for news and information related to sustainability



TH reaches a young, affluent, educated and 
politically active audience
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By the numbers …

TreeHugger Audience vs Web In General

50% between 25-44
27% 25-34

17% 35-44

49% w/ college degree 20%

20% w/ graduate degree 40%

76% politically active 13%

income >100K 8%

Even split between men / women 



Program Objective and Strategies

Objectives

• Educate consumers on the need for sustainable forestry.

• Build awareness of the Sustainable Forrest Initiative.

• Further SFI’s position as a leader in sustainability and forest land

management.

Tactics

• Reach consumer opinion leaders through a mix of editorial and

sponsored content on TreeHugger.com and its social media.

• Create educational 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 educational. 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.



Published Content



Published Content



Promotional Placements



Promotional Placements in Page



Landowner to Brandowner (video)

https://www.youtube.com/watch?v=j55I1sYdLHA

https://www.youtube.com/watch?v=j55I1sYdLHA
https://www.youtube.com/watch?v=j55I1sYdLHA


Social Media

We distribute your content across 
our social outlets.  

And it gets picked up by other 
opinion leaders. Reaching as many 
as 212K Twitter feeds per post. 



More Social Media: Reaching Thousands More 
Through Facebook, Tumblr, Pinterest, and G+

With more than 2 million followers across the 
MNN network – we’re amplifying content and 
presenting to the right audience.




