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Thanksgiving
in a nutshell

For those who don't know, Thanksgiving is a holiday
celebrated in the United States for eating good food
and giving thanks.
In this report, we are going to dive into the content
surrounding Thanksgiving and uncover how the top 5
brands in this space are taking advantage of this
content.
Thanksgiving dates back to 1621, and 399 years later
we have much more to be thankful for, so let's get
started!

About
Thought
Leaders

ThoughtLeaders offers both brands and creators, a
powerful marketing intelligence tool and branded
content ad network rolled into one. Our sponsorship
intelligence platform collates data scraped from 10
million content pieces every day to analyze the evergrowing world of branded content, and find the best
thought leaders to represent your brand.

Visit thoughtleaders.io to learn more.

About
Sponsorship
Intelligence

Sponsorship intelligence is the power that fuels our
company. We are data junkies, and luckily we have
access to a lot of it: we're tracking 45k+ brands and
50k+ content creators.
All that data means we can show you what brand is
sponsoring where, give you an overview of their
entire content strategy and even show you which
creators have performed best for each campaign.
All this information allows you to avoid testing
channels that don't work, and learn from your
competitors successes and failures.

Top 5 brands
HelloFresh
Thrive Market
Blue Apron
Ibotta
Four Sigmatic

First YouTube sponsorship
When did each of these brands start sponsoring
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First mentions of Thanksgiving
When did these brands first sponsor Thanksgiving content
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The Growth of Thanksgiving

The top 100 creators who have mentioned Thanksgiving
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What does this tell us?
As you can see above, Thanksgiving content has grown by 8,000% over the past 10
years and is particularly strong in the Lifestyle and Gaming categories covering 43%
of the mentions. The dominance of lifestyle is not surprising since that often
includes food content, and Thanksgiving recipes are a particularly strong part of this
trend.
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Just from these top 100 creators, we can see an audience of a whopping 98M
people with a total of 19k mentions of our keywords. Clearly, Thanksgiving content
reaches a lot of people.
Now we want to dive deeper into each brand's strategy to see how each of them has
taken advantage of this content trend...

HelloFresh x Good Mythical Mornings
Already the brand's best performing Thanksgiving video!
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Nearly at 1,5M views, this first time sponsorship at 30 seconds followed by an amazing 2minute integration is a great example of how far personalized content can go.

What can you learn from this?
Make the messaging personal
HelloFresh has been in the game for 6 years and has tested many types of
content and you can learn from their current strategy.
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When sponsoring a video personal content is the most transparent way to
portray your brand. It comes across not only as honest but relatable and that's
where you will see the conversions.

SDRAWA YMAERTS

Seasonal vs Annual sponsorships
Blue Apron's Thanksgiving sponsorships
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At 118 mentions of Thanksgiving content and growing in the food and lifestyle category
23% of Blue Apron's total sponsorships are catered towards thanksgiving. That is roughly
$900k estimated sponsorship spend over the years.

What can you learn from this?
Consistency is key
Results will come after you are consistent, your first test breaks the ice and you
need to be consistent with your sponsors. If you take too long of a break you risk
putting your progress in reverse.
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Leader of vegan content
Thrive Market loves vegan content
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When compared against other brands Thrive Market is around 30% ahead of fellow
food brands in vegan content. One channel mentioning the brand and vegan content
384 times! Check out one of their recent integrations with the channel Cheap Lazy
Vegan's here, 44 seconds in. It is great to see how brands and creators are making
inclusive content for all eyes and ears in the market.

What can you learn from this?
Make your content inclusive
2020 calls for a very diverse audience. Encourage the creator to use your brand
in an inclusive manner to make sure to appeal to a specific audience type and
this can open up a lot of doors.
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In the example above, you see a vegan Thanksgiving special with Thrive Market:
adapt to the changes around you and jump on new trends to reach audiences
that you might not already be talking to.
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Long-term quality relationships

Four Sigmatic uses Thanksgiving content to focus on creator relationships
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Four Sigmatic's relationship with Dr Dray is a 2-year sponsorship and a total
of 498 mentions. With 57,491 average views per video, this means 29M
people have been exposed to Four Sigmatic on this channel since the
beginning of this relationship.
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Unique offering from the creator partnership
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Make the audience feel important, this is want you want them to see. Why do they
want this? It's because Tim Ferris recommends it! It invites the audience to a Tim
Ferris special, making them feel exclusive and premium.

What can you learn from this?
Quality creators are worth the investment
Investing in quality creators is like planting a seed. You have to invest a good
amount in the beginning but do it right and you will reap from the produce. You
look at creators like Tim Ferris above, his followers are loyal and follow his way
of life, your conversations with this approach will prove its worth.
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Most mentions of Thanksgiving content
Ibotta is the most thankful
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With 539 mentions of Thanksgiving keywords, Ibotta is the winner of the brand taking
advantage of this content. I mean check out that seasonal growth overtime especially this
year, it has seen a 20% increase in 3 years. Mostly in the category of Technology covering
60% of their mentions.
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A dedicated Thanksgiving landing page

There might not be such thing as free lunch but there is such
thing as free Thanksgiving thanks to Ibotta.
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What can you learn from this?
Customize your landing page
You found a channel that works, change it up a bit to 'fit the times'. In the
example with Ibotta a little effort can go far as it appeals to the NOW and that
makes the audience more inclined to buy the offer as is it is relevant to what
they are most likely looking to buy at that moment.
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Conclusions

So which approach works best for you when it
comes to Holiday content?
You need to understand your brand, competitors,
and the creators that cater to your world. Our
advice is to work on one area at a time, test new
ideas over the course of the year, and build a firm
strategy in time for the holiday season.
If you want assistance with your strategy and to
learn how Sponsorship Intelligence can help you
avoid costly mistakes, contact us and we'd be happy
to help!

We wish you all a
happy Thanksgiving.
Enjoy the holiday
however you are
celebrating and stay
safe!

Want to
learn more?

Sign up to our newsletter to be the
first to hear about new reports

Follow us on Linkedin for regular
brand insights

Book a demo today to see
Sponsorship Intelligence in action!

Thanks for reading!

GET IN TOUCH:
INFO@THOUGHTLEADERS.IO

