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The Solo 
 Momtreat
A  4  D A Y  R E T R E A T  F O R  E V E R Y  MOM .
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LIVE

BEAUTIFUL

According to the most recent Happy Planet Index,, which aims

to measure human well-being and environmental impact,

Costa Rica is the most satisfying place to live.. Costa Rica

extends majestically from the Pacific Ocean to the Caribbean

Sea, and its distance is barely 200 miles. 

The inaugural Solo Momtreat, curated by Live Beautiful Co. will

be held in beautiful Manuel Antonio in the lap of luxury: at Villa

Punto de Vista, wihich offers intimate views of the rainforest

and the calming breeze from the Pacific Ocean, only a stone

throw away. Your brand or product will shine in this

environment and will be utilized and shared by women

everywhere. Our travel and event concepts have taken off and

the demand is high. Be a part of something simple yet

impactful: living a life that is beautiful. 

S H O W C A S E  Y O U R  B R A N D  I N  P A R A D I S E

SPONSOR
WHERE  YOUR  JOURNEY  BEGINS
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https://www.villapuntodevista.com/


ABOUT  

LIVE

BEAUTIFUL

Live Beautiful is an experience curation company dedicated to

encouraging people in all stages of life to create the kind of life

they've always wanted to live. A beautiful life isn't about a price

tag or about how many followers you gain - it's about engaging

with the world around you in positive ways, and pursuing the

experiences that set your soul on fire. It's our goal to provide

opportunities for people to live their best life while still

impacting the world around them. 

B R A N D  I N T R O D U C T I O N
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THE SOLO

MOMTREAT
The Solo Momtreat is the first of it's kind. It is a travel retreat that

focuses solely on the health and general well-being of mothers. The

event is designed to capture all elements of physical, emotional, and

spiritual well being for the hardest working group of people in the

world: mothers.  

 

Our 4 Day Retreat will include self care sessions like: sunrise yoga,

morning meditations, mini therapy sessions, healing circles, and self

care workshops. For fun, we will be kicking it off with a sunset

champagne toast in our villa (Villa Punto de Vista), a liberating

lingerie/pajama party for girl's only where we will be celebrating all

bodies, colors and sizes. There will be local tours + activities in the

plush town of  Manuel Antonio, salsa classes and music ensembles.

Finally, for self reflection, we will be having 3 speakers join us to

empower our guests to keep reaching their goals, to develop their

individuality. 

 

 

W H A T  I S  I T ?
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THE  SOLO  MOMTREAT

demographics

Percent of moms have a
social media page and follow

social brands

02
Percent of moms will

buy . their favorite

products agan

92
Spending power of the over

105 million-strong
millennial market. The first

generation to outsize the
influential-but-aging Baby

Boomers.

$200

Percent of Moms have
purchased products as a

result of promotion mention
in a blog. 65% of Moms learn

about a product of service
through social media.

74
77% of qualified attendees
at conferences and retreats

represent new customers

77
84% of Moms go online

when looking for
product/brand

recommendations

84
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78 billion



MI L LENN IA L  MOMS  SHARE  MORE  I N FO

ABOUT  PRODUCTS  AND  SERV ICES
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EACH DAY,

MORE THAN

25 MILLION

MOTHERS

WORK. 

  I N  A D D I T I O N  T O  P E R F O RM I N G  T H E I R  D U T I E S  A S  A

MO T H E R ,  W I F E  O R  HOM EM A K E R .



just how influential are  
our guests & audience?

T H E  L I V E  B E A U T I F U L  M A M A

W O R K I N G  M O M S

About 71% of moms with 

children younger than 18 

are in the labor force 

40% of all households 

with children under the 

age of 18 have the mom 

being the main source 

of income for the family, 

2/3 being single 

moms. 29% of partnered 

working moms earn 

more than their 

spouses. 65% of moms 

and dads can use flex 

and not worry about 

consequence 

D I G I T A L  W O M E N  

I N F L U E N C E R S

Millennial Moms are 

decision-influencers. 

They are more likely than 

moms overall to provide 

opinions and 

recommendations. They 

also cite themselves as 

key advisors among their 

circle of friends. More 

likely to be asked for 

opinions on purchase 

decisions. Millennial 

moms: 55% frequently 

asked for a product 

recommendation an 

average of 9.6 times per 

month (vs. 6.3 times for 

moms overall) 

D I V E R S E  +  U N I Q U E

Millennial moms are 

often a misjudged 

market 

30% are employed full- 

time and 35% are self- 

identified homemakers 

42% believe that “most 

advertising and 

marketing is not geared 

toward women like me” 

(vs. 36% of moms in 

general). We can attest 

that moms who view our 

content self identify with 

our brand and 

offerings.  

B I G  S P E N D E R

The cause is self care. 

Prioritizing ourselves for 

once. The numbers:  

92% want to buy a 

product supporting a 

cause or theme. 

93% are likely to switch 

brands. 

61% of purchased more 

cause-related products 

in the past year. Our 

audience support 

brands that support the 

Live Beautiful cause 

Women initiate 80% of home improvement purchases, 
and do most of their pre-purchase research online 

rather than in-store.
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MOMS ARE ONLY 44% OF THE WOMEN’S

MARKET, BUT THEY ACCOUNT FOR THE

LARGEST SHARE IN PURCHASES:

Moms spend more than their share in the

market place



just how influential is 
live beautiful?

T H E  L I V E  B E A U T I F U L  M A M A

M O M S  N E E D  U S

Millennial moms value 

life management 

assistance 

36% lack time/have a 

busy schedule, but 

would do it themselves if 

they could 

30% are trying to 

simplify their lives 

28% lack time/have a 

busy schedule and 

would rather not do it 

themselves 

W E  I N F L U E N C E  T H E  

' M O M  M A R K E T '

Our market comprises of 

82.5 million mothers of 

all ages in the US, from 

Baby Boomer “soccer 

moms” to the Gen X and 

Echo Boom “iMom.” In a 

poll we asked moms how 

many of them would go 

on a luxury retreat with 

other mothers, 100% said 

yes. The Moms market is 

continually self- 

renewing; approximately 

4 million babies are 

born each year, 40% are 

to first-time mothers. 

The population of US 

moms with children 

under age 18 in the 

household was 35.7 

million in 2012. 

W E  R E W A R D  

M O M S

When rewarded, moms 

will tell you more about 

themselves: 

36% will provide more 

information about 

themselves including 

purchasing behavior 

73% will answer polls or 

surveys. When rewarded: 

92% of Moms will buy 

more of their favorite 

products 

50% will visit a brand’s 

Facebook page and 

44% will “Like” content 

59% will buy other 

products a brand offers 

45% will switch from a 

competitor’s product 

40% will post a review 

26% will pin from a 

brand’s site to Pinterest 

25% will Tweet/Retweet 

content 

O U R  S O C I A L  

E T H O S  I S  C L E A R

We curate intentionally 

and share brands 

authentically. Moms 

know that the brands we 

stand behind are more 

than just an ad, and 

more of a call to action. 

74% of Moms have 

purchased products as a 

result of promotion 

mention in a blog. 65% 

of Moms learn about a 

product of service 

through social media. 

66% view social 

networks as a source of 

information. 

64% of Moms read 

online reviews before 

making a purchase. 

56% follow up on 

product 

recommendations 

received on social sites 

to learn more. 
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O U R  M O M S  A R E  S O C I A L  

S A V V Y  +  E N G A G E D

A R E  Y O U  F O R  R E A L ?

Mobile  devices  al low  mom  to :  

Be  onl ine  everywhere .  Regular ly

interact  with  brands  and

retai lers .  Engage  with  other

consumers .  Leverage  social

media  passion  and  usage .  Be

constantly  accessible .  Make

moms ’  music  mobile  as  well

 

Our  moms  value  authenticity .  They  are  real

and  so  are  we .  We  asked  moms  i f  they  would

rather  get  information  f rom  a  celebrity  mom

or  an  experienced  mom  l ike  themselves .  67  %

said  they  would  more  l ikely  turn  to  a  peer

mom .  Only  20  % of  mothers  said  that

advert isers  were  doing  a  good  job  connecting

with  mothers .  70  % said  that  marketers  are

not  focused  on  moms  in  their  advert is ing  and

30  % said  that  they  see  ads  that  offend  them .

Let 's  change  that  together ,  let  us  shine  the

best  l ight  on  your  brand  at  The  Solo

Momtreat .  

 

Remember ,  ,more  moms  fol low  brands  on

social  media  than  anyone  else .  Are  you

convincing  moms?  
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PUT YOUR 
BRAND IN 

FRONT OF AN 
ENGAGED 

AUDIENCE FOR 
4 DAYS. 

WATCH AS 
THEY SHARE, 

REVIEW & 
RECOMMEND.



45
percent of attendees 
develop an emotional 
connection with a brand 
after interacting with it at 
a conference or a retreat 

77 
percent of qualified 
attendees at retreats 
represent new customers. 

53 63
percent of attendees  plan 
to buy one or more products 
of services as a result of 
what they saw at a 
conference 

E V E R Y D A Y  G R A P H I C   |    3 8  

63% of sales and 
marketing managers 
agree or strongly agree 
that conferences assist in 
gaining/retaining market 
share. 



SPONSOR
B E  A  P A R T  O F  T H E  S O L O

M O M M Y  R E V O L U T I O N

T H E  S O L O  M O M T R E A T  S P O N S O R  L E V E L S

P A R T N E RF O U N D I N GP L A N T I N G

Where Self Care Matter
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I M P R E S S I O N  O N  A  L A R G E R  A U D I E N C E    

A C C E S S  T O  A L L  C A M P A I G N  S T A T S  

B E  A  P L A N T I N G  S P O N S O R  T O  A  R E V O L U T I O N A R Y  C O N C E P T :  A  R E T R E A T  F O R

M OM S  O N L Y  
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S P O N S O R S H I P

C O V E R S

S O C I A L  I N V E S T M E N T

INFLUENCER  +  SPEAKER

TRAVEL /LODGING  FEES

I n  l i eu  o f  speake r  f ee s ,  we  wi l l  be

prov id ing  our  speake r s  and  i n f l uence r s

w i th  compl imenta r y  t r a ve l  and  l odg ing  a t

the  So lo  Momtrea t  a t  a  comparab le  hote l

nea r  the  V i l l a  f o r  2  n igh t s

G U E S T  E X P E R I E N C E

FOOD  +  DRINK  

Compl imenta r y  f ood  and  beve rages  f o r  a l l

e ven t  gues t s  

L O O K  &  F E E L  W H I L E  R E P R E S E N T I N G
Y O U R  B R A N D

GLAM  SESS IONS  FOR

SPEAKERS

Hi r ing  o f  ha i r  and  makeup  a r t i s t s  f o r  our

speake r s  and  i n f l uence r s

A M B I E N C E

EVENT  DECOR  +  STYL ING

Pro fe s s i ona l  deco r ,  f l o r a l  and  s t y l i ng  

T E C H N O L O G Y

L IVE  STREAM  SESS IONS  +

SOCIAL  MARKET ING

Payment  wi l l  cove r  f r ee  and  pa id /exc lu s i ve

l i ve s t r eam  event s  f o r  pat ronsC O N T E N T

PHOTO  +  VIDEOGRAPHY  FEES

Fee  cove rage  f o r  event  photog raphe r  and

v ideog raphe r  f o r  the  a l l  4  days  a

E E N G A G E

INTERACT IVE  EXPERIENCES



SE LECT  AN

add on

02 transportation/ 
vehicls or buses

drink/beverage 
sponsor

outfit our guests: 
robes, travel 
slippers etc

airfare sponsor

W W W . L I V E B E A U T I F U L . C O  |  S P O N S O R  P R O P O S A L

interactive 
installation

healing 
ceremony & 

sunset dinner 
on the beach

AND  RECE I VE  SPEC IA L  PROMO

email us at livebeautful.co



WHAT  TO

DO ,NOW ?
N e x t  s t e p s . . .

SHOULD  YOU  AGREE  TO  BE  A  PART  OF  CREAT ING  A

STUNN ING  EVENT ,  AS  A  SPONSOR .  PLEASE  LET  US

KNOW  I N  WRIT TEN  FORM  AND  WE  WIL L  SEND  OVER

AN  AGREEMENT  TO  S IGN .  WE  HOPE  TO  WORK  WITH

YOU !    .



CONTACT
FOR  BUS INESS  I NQU IR I ES

(470) 265 0902 

hello@livebeautiful.co 

 

dana ferrer


