_Social Media

2019 brainstorm & go-forward process



Organic Social Plan on a Page

Short Term

1.

Grow Instagram as a source for inspiration, where our brand comes to life: inspire moms with unique content, collaborations, ideas and UGC. Look for visually
compelling ways to show off our product detail and offerings that activates mom to tag her friends b/c she’s so excited about what she sees. Implement
Instagram Stories/Lives as a means of pushing promotions and increasing engagement.

2. Grow Facebook as a community page - for mom to connect with us, our fans and her friends, to celebrate childhood, and learn more about our brand/product
offering. Look for genuine, authentic ways to ask questions, encourage comments and shares and celebrate/validate her choices as a Mom. Keep a pulse on
customer feedback.

3. UGC: Increase use of UGCon social channels per week; look for quality, happy photos thatadd emotion and personality. Leverage bloggers/influencers when
possible. Incorporate into site and emails when it makes sense.

4. Maintairlll Tt\)/vitter as customer service platform, re-post content around sales, campaigns and key collection launches. Maintain_PIaydate asa
content hub.

5. Continuous optimization: Constantly test content, time, copy on platforms to move in real time with social trends; be prepared to move off one or on to
another to optimize success

6. Customer Service: Continue to respond in real-time to customer concerns, work on engaging with customers beyond when they just complain; Leverage tools
within Sprout and FB to streamline efforts and strengthen interactions.

7. Asset Design/Copy: Work through longer lead times and more collaboratively with BCS and web design to elevate the look & feel of branded content and
copy. Put the main message inthe photo to appeal to the “quick scroll” nature of the platform; brand photos so they can look consistent and be shared
successfully.

Long Term

1. Grow Pinterest as source for creative inspirationand a reference for moms on how-to’s i.e. style tips. Example: Bring to life seasonal moments with arts &
crafts ideas, recipes, clothing, and everyday activities that moms are doing with their kids as they grow.

2. Grow YouTube: Implement "how-to’ videos for style tips mom can use pre and post purchase. Look for opportunities with kid ambassadors and via campaigns

to incorporate video content on the appropriate platform. Implement video shooting of models during photoshoots.



hey. hi. hello!

OUR HISTORY

We've been making kids clothes since 1986 and now have hundreds of stores across the U.S. and Canada as well as franchises around
the world. We offerour styles at some of the top retailers online as well as at-com.

OUR BRAND

-inspires customers by creating a little world of big possibilities that mixes kid sensibility with a modern sense of style.

OUR STORY

Parenting has evolved and so have we.- is the brand parents can trust to navigate the partnership of caring for kids in
today’s world.

We're more than a clothing brand. We encourage every child’s creative and independent spirit to help them discover themselves
within the realm of their sandbox.

We design our clothes so kids can do justthat. With a modern mix-and-match sensibility and play-proof quality, our clothes foster
self-expression to let personalities shine, from first steps to first days of school to first sleepovers.



We are...

We're leaders and independent thinkers. We're a unigue voice in a crowded category.

We see the possibilities. We're confident in who we are and about the future we’re building.

We delight in delivering surprising details, moments and experiences.

We care about our customers—and we put them at the heart of all we do.

We show up as our genuine selves because we like who we are.

_—




Our...

IMAGERY

Real & relatable / Happy / Capturing personalities / Spontaneous / Sweet

VOICE

We understand life with kids is filled with possibilities and we are there for moms and dads

who aretrying to figure it out. We speak to parents like a best friend—real, easy, fun. We
include kids too, never speaking down to them. We hope our customers love everything we

make as much as we do.
but not know-it-all
but not slangy

but not silly
but not pushy
but not sappy
but not edgy



Our Audience: Sandbox Mom

Who is she?

She is defined by her thoughtful push and pull between what she wants for herself,
and what she wants for her kids. She sets limits in a way that createsa seemingly
limitless world in which her kids can explore, discover, and express themselves.

She chooses clothes that reflect her personal aesthetic, but lets her kids mix and
match to express their own style. She also looks for high-quality clothes that provide
freedom to play, particularly for her 3-5 year olds.

Demographics
Household Income: S50K-$125K

Age: 2544
Likely to have more than 1 child in HH

As a shopper

Typically shops for children’s clothing on a monthly basis
Spent $227 on children’s clothing in the past 3 months
Over the P6M, has shopped: Target (72%), Walmart (63%), Amazon (58%), Old

Navy (52%), Kohl’s (50%)




Sandbox Mom

She’s defined by her thoughtful
Managing responsibility with practical
planning

Preserving her identity as an individual

Following her parents’ ideals

Encouraging her kids with freedom and
choice

Choosingkids clothes that reflect her
personal aesthetic

Looking for high-quality clothes she can rely
on

push and pull.

Making the most of life by living in the
moment

Shapingheridentityasa mom
Establishingherown approach

Providing her kids with guidance and support

Letting her kids mix-and-match to express
their personal style

Making sure her kids clothes provide freedom
to playand explore



What is she looking for on social media?

Tuhe

Get Friendly. A platform for parenting discussion, to engage, share, learn and connect.

*  “You'll see less public content like posts from businesses, brands, and media. And the public content you see
more will be held to the same standard — it should encourage meaningful interactions between people.” — Mark
Zuckerberg, 1/11/18

*  “92% of respondents said they check FB multiple times per day.” — Media Post

*  “92% of Moms use Facebook to share family photos and milestones and say they mainly use Facebook for
socializing and sharing.” — BabyCenter

* Posts that do best: Promos, giveaways, videos, asking simple questions

Get Inspired. Where our POV come to life through photography, influencers, UGC, and GIF

animation.
*  “Only 1% of impressions on Instagram come from the grid. 99% come from the feed.” — Eva Chen, Instagram'’s
Director of Fashion Partnerships
*  “Show what people can do with your product, rather than showing the product itself.” — buffer social

*  “For example, you’ll need to create incredible visuals, at least three times a week, to gain traction on Instagram”
* Posts that do best: UGC, lifestyle images giveaways, and lay downs
* Stories: promotions

Get Creative. How-to content: recipes, arts & crafts.
* Pinterest’s visual, made-to-share platform makes it easy for Moms to use it for inspiration — for baby planning,
recipe ideas and healthy living, playtime activities, and arts & crafts
* Top “kids” related searches: rooms, crafts, quotes, photography

Get Connected. How-to videos: Where brand voice comes to life and representation is

active.
*  “Over 1.9 Billionlogged-in users visit YouTube each month and every day people watch over a billion hours of
video and generate billions of views.” — YouTube
* Whatare people watching: tutorials, celebrity/influencer content, emotional/humor content



Trends

* Ephemeral Content—i.e. Instagram stories, Snapchat

Instagram Stories provides a great platform to test/discover the types of content
that truly speak to our audience.

The audience doesn’t expect perfection with Instagram Stories, adding a level of
authenticity and personality to

Instagram Stories 300M DAU (out of 800M DAU)
Metrics to watch: Saves, Views, Engagement Rate, Exits, Tap-Backs/Tap-Forwards
IG Stories act as a tool for traffic drivingamong the e-commerce industry

*  Micro Influencers — Building trust for brands, especially cosmetics and retail

* Social Shopping — Shoppingvia social channels is increasing revenue for e-commerce,
particularly in Instagram, Facebook, and Pinterest

* Direct Messaging — Across social channels DM-ing is increasing as a means to customer
service and retention

* Video/Live Video

You will see less video, and more fromfriends. “There will be less video. Video is
an important part of the ecosystem. It's been consistently growing. But it's more
passive in nature. There's less conversation on videos, particularly public videos.”
Adam Mosseri, Facebook VP in charge of newsfeed (2018/01/133/

Instagram video posts are now on auto-play. Using videos gives you a slight leg
up in grabbing those who are browsing their feed.

Live Videos (Instagram) benefits from placement

Increase mobile usage has lead to increase in video consumption via implementation of
tools such as IGTV and YouTube

e Social TVis on the rise

Instagram Live

J.CREW

J. Crew offers exclusive
deals through their
Instagram Live videos.
Users must click through
the Instagram link, which
only lasts throughout the
duration of the live video.

Taco Bell uses ephemeral
content on Snapchat to
promote new product
launches and to develop
stories surrounding the
customer experience of
visiting the restaurant.



What's working for

gymboree &

gymboree *GIVEAWAY* You could win
two pairs of Minnetonka booties,
including an exclusive Gymboree metallic
pairt To enter, follow @gymboree &
@minnetonkamoce & comment below
with how you'd style your

booties.

Contest ends 8/15/18. One winner will be
chosen randomly and contacted via DM.

o

janeinphilly My daughter won't do
dresses so leggings and skinny jeans
for her

katewojdan My 18 mo daughter has
a pretty classic toddler style, lots of
natural colors like navy cream, and
soft pinks. These fun shoes would
really jazz up her looks! I'l even post

oQuo A

2,724 likes

E-score:4.73%
Likes: 2724
Comments: 891
Giveaway

gymboree ©

gymboree It's all about kindness and our
litte friend's new Gymboree style.
#madeyousmile ull @katiebettendorf

Load more comments
krogers717 The new styles are
terrible! | have shopped at Gymboree
for years but unless something
changes, I'm done!

Kaylie_madison_ How cute s she! &
bella_onk This new stuff is amazing
"

statemom4 | shopped at Gymboree
for my children and now grand

children. But that is ending now with
the new changes.
cassieh4 SHE is ADORABLE and this
outfit is S0 cute on her &2 % love the
message on the shirt and think a few

O 1 r
Qg Al
2,837 likes

Likes: 2837
Comments: 183
UGC

E-score:1.65%
Likes: 1129
Comments: 19
influencer

1

MR
a

H 1M

E-score:1.10%
Likes: 2091
Comments: 40
Laydown

gymboree &

gymboree @alifedotowsky kids are all set
in their new Gymboree clothes. We can't
get enough of this sibling love.
#madeyousmile

quijannie & ww e
cuuuuuuuUttttitteeeeeee!

quijannie I'm gonna put my future
children in these!

quijannie Maybe myself n!
lizaguilar19

renee6girls That mouthe”
nectarinedream So cute I'm melting!

velasquezdayleny Omg so much
cuteness on those poctures &s &
love the outfits too!

nay_onk The cutest!
kokoskollection Little versions of

.Gn! :]

1,129 likes

Add a comment =

gymboree &

gymboree This is how we do pink in fall—
somany ways! Shop more styles like
these via the link in our bio.
#madeyousmile

sheena.castillo @strawberryprincss
24 that green jacket &

natkatcuz @gymboree do you plan
10 restock the sizes for the boots?
I've been checking everyday with
zero luck &

Khryshran Do you ship to argentina?
briannejames513 Atways so cute. |
love the new fall collections
starlings_family & & &
mummy.iaia Hello! Have you seen
my private message? &

oQam R

2,091 likes

calling
all b.bles

smilel you coulcl
be cur next mecalk

E-score:1.72%
Likes: 1937
Comments: 639
Contest

E-score:1.21%
Likes: 2350
Comments: 35
Responsive Social

gymboree &

gymboree Calling all babies! Here's a
chance to be our next model & win a
decade of free Gymboree clothes! To
enter, swing by a store & style baby in
Gymboree. Then take a pic in front of our
store photo wall. Finally, post the pic on
instagram with #smilebabysmilecontest &
your store’s special hashtag. We can't
wait to see those smiles!

NO PURCHASE NECESSARY. Void where
prohibited. Ends 9/30/18. For Official
Rules, visit
gymboree.com/smilebabysmilerules.

Load more comm

gymboree @katepruiett Although is
does not increase your chance to
win, more than one entry can be
entered. Please visit

oE 0

1,937 likes

1. Laydowns

2. Giveaways

3. Influencers

4. Girl content
5. Baby features

gymboree &

gymboree The votes are in: our toddler
winner ...

@mrsbomact With 38k votes, baby MG is
the todaler grand prize winner of our
Smile Baby Smile Contest. Thanks again
10 everyone who submitted photos and
voted for the finalists! Keep following
along to see more of MG.

mukadderozden Many many kisses
to sweet lady.

humblelivingoffour Aw
congratulations! She's precious &
gritfith0930 Congrats she's
adorable!

abi1003 @rhomisugui olha g
japinha mais fofal! Parece sua filhall!

oQud A

2,350 likes
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What's working for H&M Kids

@ hm_kids & « Follow

hm_kids Our kidswear is warm and durable
— perfect for family outings! #HMKids
#HMXME #regram @imrengursoy

Jacket: 0626046

Pants: 0551344

Basic tee: 0544290

Hat: 0616619

Jacket: 0677062

Load more comments
shirlycarvajal @zaidahernandezs
navasmary luu

navasmary P

navasmary )y5@

3,962 likes

NOVEMBER 21

Add a comment...

@ hm_kids & « Follow

hm_kids Shine on! #HMKids

Shirt dress: 0623275
Dress with a flared skirt: 0617383
Alice band with antlers: 0651600

View all 33 comments

482004 In kuwait, it cost much more
than that&s

angelface 3 wwww
olinkovelove &
patriciag29 @marycgonzalezg 4 ¥

.
©

anavladusic @magic_world_of_babyg

irl sijecam se da si pitala na slici mojih
cura za ovakve haljinice, pa evo ako

nisi vidjela vec, dobili su ih opet(is e
ella_bradvica W@ W

Alla lraduina Ca aiba alathant (@ =

4,571 likes

NOVEMBER 6

Add a comment...

QIQ N

Q €l aly N

@ hm_kids & « Follow

hm_kids These snuggly knits come in a
magical frost-grey palette and super soft
organic cotton. If only they came in our
size! -~ #HMKids

Set: 0637692001

5-pack socks: 0654597014
Load more comments
ceri.robyn Cute @& 4

charlotte_m_carr @jasmin.edinburgh ©

lionel_liam_ &

iram_a22 Thts cute

balditrel 9P VOOO®
@retakeyou

7sinz_ @we_makeup_ ¥
we_makeup_ @7sinz_ love them

mrs_simplyire & &2 & &

Qb
13,563 likes

1DAY AGO

Add a comment...

@ hm_kids @& « Follow

hm_kids These ultra cute cubs are just
adorable! & #HMKids Rib-knit hat:
0647082

Sweatshirt: 0624122

Joggers: 0624123

5-pack socks: 0654597

Hat with ears: 0651671

Long-sleeved cotton dress: 0647441
2-pack tights: 0664715

Warm-lined boots: 0624658

Load more comments
lionel_liam_ Cuties &*

she_metairie That bear outfit omg
@courfickes

cutiefylife . *

bsra.20.18 Elbiseyi bulamadim koduile

Qg
14,837 likes

OCTOBER 23

Add a comment...

1. Curated UGC — UGC that fits in their
current line set aesthetic.

2. ”Natural” Laydowns — Laydowns set in
a more natural environment that allow
for storytelling, 1 outfit only, displaying
the seasonal or line set aesthetic.

3. Emotion-evoking lifestyle shots —
lifestyle shots set in environments that
kids and families could find themselves
in, rather than studios, i.e. it needs to
feel real.
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What's working for Carter’s

Post Reactions ¥ Comments Shares

Carter's
You made it over the hump! Who is going to the park today? é&: @Danielle . v,

1806 85 43 74/ >

(Post) January 10, 2018 4:16 am

24255 Engagements

Carter's

Now that’s a cute lineup @kimdabobrown! £americasfavoritejammies

1. UGC
2. Laydowns

1,433 63 7
(Post) December 22, 2017 &6:11 am
Carter's
Oh Christmas tree, oh Christmas tree... Heart if your tree has gone upfi
@tanyabondarenko
1,227 93 65

12

(Post) December 05, 2017 9:01 am



What's working for The Children’s Place

Reactions ¥ Comments

Post

The Children's Place

Need something dressy for New Year’s Eve? Glitter is your mini diva’s best
(stylish) friena! Shop Now: http://bit.ly/2BY47rs

(Post) December 26, 2017 10:55 am

The Children's Place

LOVE is matching outfits.%e Shop Girls: http:/bit.ly/2kgwOpD | Toddler
Girls: http:/bit.ly/20ISWNO

(Post) December 18, 2017 2:42 pm

The Children's Place

A b-day outfit fit for a princess! @ HBD December babes! Shop Now:
http:/bit.ly/2iaS6uUd

e
%

/

(Post) December 01, 2017 2:12 pm

779

766

757

30

45

49

Shares
27
2958 Engagements

The Children's Place

January am - @
33 She needs these (in every color!).

Shop Now: http://bit ly/2Dg0ds2
- — i,

47

The Children's Place Girls Ripped D... The Children's
The Children’s Place The Children's F
{ $17.43 (was 534.95) §17.43 (was §3¢

@O 7% sonja Dixon, Monica Murillo and 576

g Like (D Comment /> Share @~

2956 Engagements

1. UGC
2. Laydowns

13



What’s working for Hanna Andersson & GapKids

=

=

UGC

2. Family pajamas

Studio
Older baby

14



What's not working for S

Older boy content

Fashion Strips

Contemporary styles
Can’t see the outfit

Neutral colors

Long-formvideo

YOU CAN HELP!

All text/graphic
Filler post

RACHEL ZOE
&

Long-formvideo

Neutral colors

N hseWN

“Filler” posts i.e.
quotes, etc.
Long-form Videos
Fashion strips

Older boy content
Contemporary styles
Neutral tones
Repetitive creative

15



How we stand out

Our content tapsinto cultural shiftsand is always evolving, givingmom
something fresh each season and each day.

Our imagery, animationand tone of voice capture the natural energy
and happiness of childhood, without feelingtoo precious.

We insert small moments of surprise & delight that make our channels
memorable.

Our contentis meant to inspire moms and kids, so they can unlock
their own creativity.

We don’t take ourselves too seriously, and show up with a sense of humor, in
a way that feels authenticto therealities of childhood and parenting.



Bringing it to life

Fun holidays * GIFs e Surprise & delight * Tips & tricks * Photography that
Detail/quality shots * New arrivals giveaways * DIY/Crafts/recipes mimics UGC
Cultural * Inspiration * Influencers
trends/moments * UGC highlights

* In-store photos



Inspiration: Original

@ 35.8k

Je Tt © - Follow

jerew When you're “ony going to get one
thing"..and then you see all our new
arrivals (they're in stares nowl)

howlojcrew So met ('m ke that with
target 1

. 139

sra_diazzz Yassss| Drea
mazz019 Bgizmnuc

2eina_allances Very cool!

rachinthoosky Bronal_mekky 5o rolatable
panache_gal Oh, yes.
msatc ] swear this & mel &

Jenvmckee @melissaggoo
be hiding

O Q

23,098 likes

 we could
boes if we let

glossier © « Folow

glossior Body Hero Dy Oil Wash: the

t
out there). So youe
extra clean! 47

L

youngmoi7 @jade_lauren agreed! |
LOVE how this product makes

e
not
this smells fike doggie shampoo - it does!
But keep up the gcod work xx
jade__lauren @youngmoi? omg now !
will forever think of dog

50 3¢

pynkelefant Hmmm. but does it foam?

mpoo. That s

O Q R

16267 likes

Jlow jcrew @ - T
erew Sunday Blues | Check cut our story to
See some of our favorite derim looks from

= @karissanickish

Kaytynwelr yesssss bat

macskors Nice

nitaforwildlife That patch i the final stamp
of approval. Llove !

suitablee €
Karssanickish @kaytynweir thank youl @S

Kaleydignen Dkar

chish congrats

sincereyjordanblog Necessity!
fabioliman Love it
shrtystax %

love Denim s &
-

o Q A

7,603 likes.

Jloe jerew @ +

jerew Such denim. Much wow. | New denim
arrivals are here, in more fits, premium
fabrics. and sizes than ever. #jcrewalways

kmeallister.17 Love your new model
kmcallister.17 Please make more of the
Billie jeans! I Tall please!
nicolesemling @themecartneys
z0epgill Omg &

elysamika @learaki poppy couldve been a
jerew model

gottaluvvera %
themceartneys Oh my gosh CUUUUTE

@nicolesemliing &

rtyuigdee Please offer the new 10° rise in
short soon!!1! Love jerew denim. but Tve
always felt like the 9" just wasn't high

o Q Al

8,469 likes

everlane The:
@iamcardib.

e is red bottoms,

steffywhoelse 1 missed ints
shipping. Bring it back soon

heyitsconnie &
strong
exclusiveclosets =

evapants Guys, stop

hey_christina @hisabrinaa SRR
beccahafidn @steffywh:

eliseboreham_ WW

e 1 second this!

phicats Too bad we can't get a pair ahways
waitlisted

biinklovesgreen Please open a store in
Miami

©Q

5,884 likes
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Inspiration: Optimistic

. madewell @ - Follow

madewell thanks for all the love / we're so
excited you're excited about our new
denim (!). while there are plenty of perfect
pairs to nab now, due to demand, you'll
find some styles are backordered. you can
still place an order, and though they won't
arrive riilight away, those dream jeans will
be yours as soon as they're in stock.
#denimmadewell

madewell Hi @anniesong16 - sorry to say
that we're not able to accept the return of
jeans that have been hemmed.

madewell Hey @mplunk17 - sorry to hear
that they aren't working out. Definitely
recommend taking them in-store to see if
we can fix them for you.

madewell Hi @cottoncashmerecathair -
sorry for the wait! Mind sending us a DM

(V@ Al

8,433 likes

fmmest  kkwiragrance @ « Follow

kkwfragrance KKWFRAGRANCE.COM

adriambition @laurius90 cuarcita @
sequoriakl3 I'm excited about this, but
why would I spend money on something
without yet even getting to smell it222 Why
won't this be available in a store
coach.trish @chakragirico

roseu._ MckaM 1o Tea, amMa 33 42 o1 1o
Kyns, TpAGEa 42 C1 NPoAaM GL6pexa.
sophiacaggianoxx @sequoriak13 because
she made it she's just over charging
because she “made it" and allot to people
will buy it without smelling it because it
has her name on it

sequoriakl3 @sophiacaggianoxx oh yeah
definitely they will it's crazy

(V@ A

89,400 views

19



stelladot © +

jillybnds.

ljmanatt Hol
shibejane

nittecn? e ninht

2595 likes

everlane © +

everlane This has ‘you' written all over it
Underwear before anyone else.
Comment below and tag a friend to win a
kit for you and them

Obinniee @kyy
michmichich

dr

gOidenpOppy Glis
dmaani @
boldcursive @en

sambeaststone

lucykaylad
lucykaylad

nell_beck

©a A

10,247 likes

0 Q A

Inspiration: Unexpected

ultravioletkids Wishing | was somewhere
tropical, the colors, the weather, the food,
#repost @sonjarasula
ministylemag Me too!
heybabela ¥

danielavidaurre Beautiful photo!

accent3d Love it
gold_ventures

sheltered.co Annnnnnnnd my newest
blanket is THIS color | % #greatmin

wanderbaby @ulaviolethids beauttl
pieure: 20

O Q A

191 fikes

flora.forager « Following

flora.forager

gatescreates @marideeryan you shoukd
follow

roni.a.jones Absolutely stunning, love
the hunmingbird!

unvanecessary Smahisiora you it
love this nstagram
deedeesphotos @nancycy ¥

twingirl1 So gorgeausitt Positvely

@payton_tucker @saminixon Y0 4
saybrookewebster @helleitsvory @

marasuxienee tahliamarie &

10,939 likes.
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Inspiration: Generous

esteestanley How cute are these to make
for your kiddos!l! fkidstreats #kidsfood
laclosetdesign Cutet

kellysawyer You made these???? Can you
come over?

esteestanley @kellysawyer I'll bring you
some

idunloor ®
fineanddandyco These are adorable!
racheizoe R they for you or the kids
@esteestanley ?

immortalmask Would love your thoughts
on my photos?

thearchshow sending some love from
@Thearchshow @

O Q R

131 likes,

martha.ms Visit

: i ?
Tried this Pin? Add photo or note

£ Martha Stewart Living saved to Valentine's Day Ideas

A Modern Twist C Valentine's Ideas | Martha Ste
ers inside a clear, round
inique presentatior

t on Valentine Can

Place heart-shaped cookie
multicolored candies for

3 Ways to tie a scarf

(NAMED AFTER CARBS)

Jerew © - F

jerew New Style Hack: 3 ways to tie ascarf
named after @22, Link to see more in b

clbest @suzannejoy hahaha
victoriarbarbosa @amandakayeli [ do what
Ican for the scarves ' carbs!
enricomphotography Great @jcrew

ittydwy @eh

ne.cleland

juliefromthesea Lol @joau
iphone_refurbished_bromal

aaacha hume Canll

o Q

106,505 views
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Inspiration: Real

nordstrom Welcome to Nordstrom,
#mahabis slippers. #cozy

rachael hair WWW
ninathelepp @jrudeed4 yes I love them!
deemsbelle 22

maleeena @318laur even then, hopefully
someone takes them off for you.

318laur @maleeena MY GIRL
lethalshooter @nordstrom contact info?1ee

nordstrom Hi there, @lethalshooter - let us
know if we can help! Thanks, -Brooke

yerev.anna Mahabis ©
nsalisbury9179 Love!!
brendazalewski @bryannarze 5

ladysavy The Shoes?

O Q A

10,573 likes

-
B stexandalexacom - Follow

alexandalexacom ‘Tve never won the
lottery. but limagine it kind of feels like
being handed your three-day-old baby for
the first time and hearing the words

& “Congratulations. you are a mother.” &
Kortni of @born.from.my.heart shares her
beautiful and inspiring adoption story, how
she's evolved 35 3 #mother and the best
thing about embarking on this journey.
Read our interview through the link in bio.

alexandalexacom #alexandalexa #coolkids
#trendy._tots fashionkidsworld #igkiddies
#AW17 #Newln Schildrenswear #kidswear

#kidfashion #lururykidsclothing
#instagram_kids #fashionkids #kidsfashion
#kidstyle #kidsinspirations

101 likes.
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499 likes
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Bringing it to life on Facebook & Instagram n l@'

* WEEKLY

* 4 marketingimages:
* 3 lifestyles shot
* 1laydown
e 2-3 branding images:
* UGC(2)
* Influencers (1)
* Craft/recipe (seasonal)
* >1 post will be a contest or giveaway

* 1-2 promotional posts (Facebook-only or IG Stories)

* SEASONAL

» Campaign: telling a seasonal story (inc. fresh photography, behind-the-scenes photos or video (specifically in
|G Stories), specialty sweeps, etc.)

* One co-branded partner giveaway per campaign

* Use non-models selected from an open Instagram contest to project a more real and unexpected brand (i.e.
something similar to the Smile Baby Smile Contest)

23



Themed Days & Holidays Strategy

Use themed days and Holidays to build the social skeleton

What are themed days and holldayat-?
* Themeddays,i.e. #StyleSaturday, #MatchingMondays, etc.

* Holidaysi.e.Christmas, National Pie Day, etc.

Themed Days & Holidays are a great place to implement:
1. Curated UGC—-UGCthatshowcases thecurrentline set as well as the day.

2. “Natural” Laydowns— Laydowns setin a more natural environment that allow for storytelling.
 Featurel outfit with the use of minimal props and creative backgrounds displaying the
seasonal orline set aesthetic.

3. Emotion-evokinglifestyle shots —lifestyle shots setin environments that kids and families could
find themselvesin, rather than studios, needs to feel real.



UGC Strategy

Use UGC to build brand trust and show style suggestions by real life customers

»
o gymboree
>

What UGC does for social & the brand?

* Creates humanization in the brand

* Provides proof of authenticity in quality and style to the customer
e  Builds opportunity for conversation

e  Puts customer front an center as our priority

* Gives opportunity for more callout to content collection

UGC Search:
Good quality, kids who look “happy” & “sweet,” clear product view,
bright & colorful, and family photos

Types of UGC: OQVY : "

3 Liked by anightowldlog and 1,470 others
° f b * 1
UGC rom H ea rt eat gymboree We're dashing through December, can you believe
thera's 6 days until Christmas? Stil need gifts? Head 10 ctores or
° UGC from Follower Base s the link in our bio to $hop more styles like these

* UGC from 1:1 Influencer Partnerships
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Instagram Stories Strategy

Use Instagram Stories as a platform to drive traffic to website, promote sales, show BTS, and build community

Story Themes
1. Product: Promotions, Sneak Peeks, UGC Feature round ups

2. Partnerships: Influencer Takeovers, Brand/Influencer Partnerships, Contest/Giveaways
3. Behind the scenes: Video/Photo Shoots, In-office content creation, Store walkthroughs
4. Community: Engaging call out requests

Main goals: Engagement and sales

C==)

WARM
WEATHER
GETAWAY

LOOKS ARE
HERE!
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Pinterest Strategy (Long Term)

Use Pinterest as a review and inspiration tool for Moms
o il O

Happy Holidays
O e

Opportunities

1. Lifestyle Inspiration: Il should be a place when moms
can come and find inspiration for them and their kids that is
realistic and achievable, i.e. crafts and recipes. (Engagement)

Your Pins More ideas

2. How-To’s: Fashion tips and style suggestions help to make a
busy mom’s life a little easier. Mom’s come to Pinterest to
know how to style their kids in a stylish, affordable, easy way,
both pre- and post-purchase. (Engagement)

3. Influencer collaborations: Mom bloggers not only bring an
authentic voice, but also much more reach. Their style
suggestions are more likely to be trusted. (Growth)

4. Pinterest shopping: Pinterest offers up tools, similar to
Instagram, that creates immediate shopping — useful for style

tips and laydowns. (Sales Driver)




YouTube Strategy (Long Term)

Use YouTube as an engagement and community builder, as well as a sales driver.

YouTube is a leading search engine after Google.

Opportunities

1.

How-to’s: Fashion tips and style suggestions help to make a busy mom’s life a little easier. How-to
videos give step by step instructions that busy moms want. (Engagement)

Kid ambassadors: Kid influencers who have the means of sharing their style and have a existing
audience (Engagement/Growth)

Videos from shoots: blooper reels, quick interviews with models, playful montages of kids
(Engagement/Sales Driver)

Mommy Influencers: With an existing audience and style insights, they bring a trusted voice to our
clothing (Engagement/Growth/Sales)



Post Drivers

What we have seen across industry:

Shift to a story-tellingvs. product focused mindset, anchored in seasonal stories
Focus on quality of posts (including copy & high qualityimagery) over quantity
Focus on content that generates comments and shares as well as conversation between people

TRAFFIC = drive customers to .com
» Lifestyle, laydowns, behind-the-scenes, promotions; any post with CTA driving to website

ENGAGEMENT = start a conversation with followers
* Giveaways, contests, sweepstakes
e UGC posts encouraging followers to share their own photos
* Crafts and recipe posts that ask readers for their take
* Any post whose copy invites conversation

ACQUISITION = gain new followers
* Partner giveaways or sweepstakes
* Tag-a-friend giveaways
* Influencer photos



Annualized Growth Rate

Pulse on fan acquisition & interest from customers in
engaging with our brand

EngagementScore

Scoring how meaningful our content is; placing more
value on harder earned engagements (shares,
comments) vs. (likes) divided by total possible fans

Traffic to

Total # of visits sent to|

Annualized Growth Rate

Pulse on fan acquisition & interest from customers in
engaging with our brand

Engagement Score

Scoring how meaningful our content is; placing more
value on harder earned engagements (shares,
comments) vs. (likes) divided by total possible fans

.com

Traffic to .com
Total # of visits sent t

Social Media Dashboard — 2018 Results

February March April May June July August | September | October | November
6.83% 8.34% 4.58% 3.00% 1.87% 3.38% 4.16% 2.54% 2.8% 14.5%
0.2% 0.5% 0.2% 0.1% 0.1% 0.2% 0.2% 0.1% 0.1% 1.1%
4,440 7.355 3,312 3,250 4,153 3,871 3,659 3,135 5,641 21,207

February March April June July August October | November
45.5% 46.6% 41.0% 30.4% 10.4% 6.1% 33.1% 55.61% 64.8% 63.7%
0.61% 0.80% 0.53% 0.39% 0.61% 0.74% 0.6% 0.6% 0.7% 1.3%
2,129 2,941 1,639 1,649 1,713 1,550 2,301 2,100 2,876 10,003

*Source: Sprout Social
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2019 Success Metrics

Engagement (e-score)
* A weighted number that looks at reactions, comments, and shares

* Maintain an average of a .6% e-score on FB and .9% e-score on IG; aim for
growth in e-score from beginningto end of year

Annualized Growth Rate

 MoM fan/follower growth
e Grow Facebook by 10% YOY, Instagram by 50%

Traffic
« Traffic driven to . cOM

* 325K visits; FB = 200k, 1G = 125k



Process / Resources

 |deal seasonal cadence (starting with BTS collection):
* Social team lays out campaign cadence + goals
* Social team builds out calendar skeleton
* Prior to that season’s shoot, social team requests specific shots from second shooter

* Onceimages are ready, social team outlines posts for the season and makes requests
(animations, laydowns, etc.) from web design team

* Weekly cadence:
* Monday:socialteam creates preliminary weekly lineup

* T-Th: social team works with BCS to create week’s action items, team makes edits,
copy team generates copy

* Thursday: presentedited lineup + copy at Creative Review
* By Friday EOD: social team schedules posts for the next week



