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2015 Giveaway 

• Posted on social and 
participants had to 
provide their email to be 
entered

• Sent everyone a discount 
code after for participating 

• Collected 6,000 email 
addresses

• Converted 3% of 
participants 



• Posted about a new product launch

• Told followers if they wanted first access 
to the collection, they could click 
through on the post and provide their 
email address

• Collected 4,933 email addresses and 
saw a 55% open rate on the email
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• Step 1: Just start trying 

• Step 2: Be ROI focused

• Step 3: Find trusted 3rd party 
partners 



• Track record
• What other clients are they 

working with?

• Energy and passion
• Are they excited to work with 

our brand or are they just in it 
for the sale?

• Knowledge of the Industry
• Can they teach us something 

we don’t already know
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• Build brand affinity and gain trust of fans

• Younger demographic doesn’t want to be 
sold to

• Diversify campaigns with product focused 
vs. content focused

• Content focused emails now sell just as well 
as product-focused ones







1 2 3 24 5 6



• Used social media to find 
content creators around the 
world

• Gave our content a UGC feel-
for a fraction of the price of a 
shoot with models

• UGC vastly outperformed 
expensive model shots

• Content arsenal is now 
endless 



• Used social media to find 
content creators around the 
world

• Gave our content a UGC feel-
for a fraction of the price of a 
shoot with models

• UGC vastly outperformed 
expensive model shots

Email
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Short Form

• CTA above the fold

• Minimal text

Long Form

• Must scroll to find CTA

• A lot of small text



Short Form

• CTA above the fold

• Minimal text

Long Form

• Must scroll to find CTA

• A lot of small text





33% of Web Traffic
53% Revenue
26% of Email Opens

62% of Web Traffic
42% Revenue
74% of Email Opens
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• Noticed customers would 
share a lot of travel pictures 
with their watch in the picture

• Developed The Voyager series 
as a travel inspired watch

• Our most rugged watch to 
date, and features a water 
proof case and a dual time 
zone sub dial 



• Utilize customer data to drive sales and build brand affinity

• Think like a consumer, not like a sales person 

• Exchange value for trust

• Keep brand top of mind by sharing consistent content 
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