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When Consumers Report

Mommy blogging your way to success

By Stephanie Azzarone

[ [ anyone out there still doubts the power of the
mommy blogger, consider this quote from The
W8 New York Times, which called this demographic
“ome of the most vocal, quickest-to-blog, strongest-to-
band-together-and-form-one-opinion-like-the-Borg col-
lectives out there.”

The publication was referencing the gale force storm
that broke last fall when McNeil Consumer Health-
care, maker of pain reliever Motrin (and a subsidiary of
Johnson & Johnson), posted an ad on the Motrin web-
site about “baby wearing"—carrying a child in a baby
carrier, such as a sling or a wrap. A number of moms
were deeply offended by the ad’s implication that they
wear their babies to be “fashionable™ and by the voice-
over saying that “in theory” carrying your baby around
in this way is a good idea and that “supposedly” it's a
real bonding experience,

The moms blogged and Twittered their thoughts,
which of course were read by other moms, many of

on your own. Mems blog about what they know and
what they are passionate about—and they know toys,
which means they can talk about your product or your
store knowledgeably and passionately. When you con-
tact a mom blogger, you're not just reaching one mom
with your message, you're simultaneously connecting
with the hundreds, thousands or even millions of other
moms that rely on her advice.

Our advice? Understand the importance of commu-
nicating with mommy bloggers, and how to do it prop-
erly, to assure that they are your best friend and not—
as in J&J's case— your worst enemy.

At Child's Play, we have worked intensively and suc-
cessfully with mom bloggers for the past several years,
through proprietary programs such as Web Mom Di-
rectory, a compendinm of mom-focused blogs, web-
sites, podeasts, e-zines and newsletters; Team Mom,
our own network of mommy bloggers who regularly
review our clients’ products; and the Bloggers Brunch,
a special co-op event featuring exhibitors of products

“Blogging is increasingly how this generation of moms
communicates. [They] blog about what they know and what
they are passionate about—and they know toys, which means
they talk about your products and your stores knowledgeably
and passionately.”

whom also reacted negatively to the ad. Next thing
anyone knew, bloggers were demanding that the ad
be cancelled and calling for boycotts of the product.
Within 48 hours the ad had been pulled and an online
apology issued by the brand’s marketing execulive.

The lesson here for toy manufacturers, toy retailers
and every other company targeting the mom market:
Mommy bloggers have tremendous influence and im-
pact not only online, but far beyond.

Friend or ‘frenemy’

Blogging is increasingly how this generation of moms
communicates. Studies repeatedly show that moms
trust what mom bloggers have to say. Bottom line:
These bloggers can promote your products or services
more credibly than you can

Mother knows best

influential mommy blogs

for kids and moms. This year, we are launching an ad-
ditional level of services, in which we'll track and re-
spond to product mentions on behalf of clients, not on
review pages, but within mom-to-mom communica-
tions in social media. As a result of our experience, we
can share a number of points that can help your com-
pany communicate most effectively with this highly
desirable audience.

e Selection. Identify your target mom bloggers
carefully. Some moms blog only about persondl expe-
riences; such blogs are inappropriate for a business
piteh, and if you do pitch them a product or service,
they're not going to like it (and may well let you and
their readers know publicly). If a product review is
what you're looking for, identify bloggers who review
products.,
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¢ Motivation. Trash the old perception that these
women have nothing beiter to do, and therefore blog.
In many if not all cases, the moms behind the most suc-
cessful blogs are former marketing professionals who
see blogging as a means not only to create and partic-
ipate in parenting communities while they raise their
children, but to develop additional business opportu-
nities for themselves. Keep that in mind when you ask
them to give your product or store visibility; ask your-
self, what's in it for them?

* Approach. Do nol communicate with mommy
bloggers as if they are traditional press. Opt for “short
and sweet”: Maintain a friendly tone and send only
the most important facts (versus reams of unessen-
tial press releases). Providing a link to a webpage that
contains additional information and images of your
product or store is always appreciated,

* Expectations. Mom bloggers are an incredibly en-
thusiastic group. If they like you and your product,
they’ll do a wonderful job spreading the word. We have
seen not just mentions of our clients but, regularly,
lengthy reviews including features and benefits, photos
and even videos of their children playing with our cli-
ents’ toys, links back to clients’ websites, and more.
You can get far more visibility in a blog than in a typ-
ical traditional-media story.

¢ Evaluation. Unlike, say, traditional advertising,
evaluation of blog results involves more than just num-
bers. While it's generally better to be covered by a blog
that reaches 2 million moms than one that reaches
2,000, there are few out there the size of the former and
far more of the latter. It's essential tg recognize that
even the smaller blogs are to be valued for their spe-
cifie focus and very loyal audiences. How your product
is positioned in a blog post, the scope of the coverage,
the degree of comments from visitors to the blog, and
where that blog lands on the search engines—all of
these factors are key in evaluating impact and value.
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