Social Strategy Channel for:




the Brand: Who & What is Smith Optics?




The Account:
Instagram




' smithoptics

SMITH

SMITH Optics & ;

% 7 Biggest Skeleton Bay in 5 years)
youtu.be/OINN8SukmYE

Siith's Presence on Tnstagram

+175k Followers
A@ge of 8 posts per month
| - +Engagement rate less than 1% for posts
° +Features highlighted stories (misleading)

- 2 +No direct link to website
1 o \ +No introduction to who company is
2 +Shop tab is available to browse product




Content on Social Media

@ smithoptics & « Follow

@ smithoptics & Get ready to turn the

corner. Winter Collection is live at the
link in our bio.

56w
‘ olivercarlin What about the 10
Mag?

55w 1like Reply

1 nate.enfield Sad to see the 10/7
go.

55w 1like Reply

@ yo_comevelez | have sent you

several emails to the customer

service address but you never
answered them

©Qdg A

7,499 views

Add a comment.

emirn)  SMithoptics & « Follow
X The Grand Tetons

<mimn)  SMithoptics & The FIFTY Episode 14
Middle Teton, Wyoming is live!
Link in bio!

The FIFTY is a project following
@codytownsend as he attempts to
climb and ski all fifty of the lines and
mountains chronicled in the book,
"The 50 Classic Ski Descents of North
America." The series documents
Townsend's journey's, travels,
challenges and each line and
mountain listed in the book.

1d

0 neilprovo § ©

5h 1like Reply

——  View replies (1)

C Qg A
1,134 likes

Add a comment




-well established company, large
following

-infroduced widely used
technology to sports industry
-well designed, reliable product
-modern, eye catching posts
-uses athletes to market product
-includes both video & images in
poSts

-posts vary in content

-no user generated content

-bad reports of customer service
-focused more on men than
woman

-no direct link to website on
Instagram page

-posts are inconsistent, lack of
-lack of targeting used, no hashtags
-lack of interaction

weaknesses

-more interaction with users
including customer service
-expand market to focus on female
market & user generated content
-include easier access to website
-post content consistently

-Use targeted hashtags

-track other channels to respond &
fag @smithoptics in product posts

-more frequently posts & user
Interaction

-user generated content used on
Instagram stories

-direct link to website on Instagram
-variety of ages and genders
shown

-more emation shown in images,

more provoking for viewers




The Competition:
Anon Optics & Dragon Alliance




Competition: Anon Optics

anonoptics 2 —
brand & athlete advocates = O

@ anonoptics
?69 Jackson Hole Mountain Resort
M% ol v S . joshua_s_fisher This is sick... ) '

Featuring Magna-Tech® guick len g chorizzo Yea! @yoderyoder ™

b S - fO"OWQH POft COHM/ se  skisontherun Rad shot! ] & -
= browse product =<

‘ ﬁ jonathangubler Best googles ive
- v ever owned!!!!

..... = 0

1,360 likes

anonoptics @yoderyoder knows, it's all about life's
simple pleasures, like fast laps with friends. P:

. \ ~. X @wadeaminute #AnonOptics
—— e like count +

_ % athlete merioned §

, ausmzs fagged

L

@Q@‘




(ompetition: Dragon Allance

< dragonalliance

< dragonalliance

@ e USEY Generated codfert/ @ - variety of a%e/ @ ssonsnce
wulti gender / L, provoking emotion / -
pyexpression + realistic W, “Mluge crowd inferaction

use of emojis/ A
fem‘uﬁ@ an aflete /RN
gives direct link fo prog N
2 0) V N

1,027 likes
dragonalliance @keegan_hosefros flaunting the
NFX2, in the apt Kl

i : @Mike_dawsey
Shop the NFX2 at Dragonalliance.com




The Audience:
smith's current & target
Instagram audience




Curvent Audience

et Ryan.

Age: 34 years old
Family: married, no kids yet
Location: Denver, Colorado
Income: 130k per year
Education: Bachelors Degree
Lifestyle: active, avid skier &
outdoor enthusiast
Days on Slopes: 40+ per season
Technology: heavy social media
usage for research & entertainment




Target Audierce

o/

feet Active Abbey




to be an outdoor enthusiast She is an avid skier

meet A(’,ﬁve Abbeg' Abbey Is extremely active and considers herself

Age: 34 years old
Family: married, no kids yet

Location: Denver, Colorado
Income:; 95k per year
Education: Bachelors Degree
Career; Nutritionist

in the winter and trall runner in the summer -
frequently posting her adventures to Instagram.
Abbey is happily married, with one dog and no
kids yet, but hopefully inthe future. Her and her
husband spend most weekends exploring
everything the Rocky Mountains have 1o offer.

-needs gear that can keep up & Is reliable
-prefers 1o spend more for high quality product
-prefers brands that specify in one product
-doesn't want to be misled by low quality,
generic product

-checks Instagram several times per day
-follows brands & outdoor advocates and athletes
-follows for entertainment, inspiration, & research

-prefers brands who past consistently both stories & posts

-prefers mix of videos and photographs as content



The Goals:

smith's goals for Instagram




Connecting SWOT to Audience Seqment

smithoptics What do we know?
2,004 175K 1,450
SMITH ' i Strengths:
\s SR -selling a widely known, reliable product
e -already use modern, eye catching images / videos
y;uﬁ.ﬁﬁ%iﬁhi‘;ﬂi‘rii‘fam -use athletes to market product
et 2N o ik fo website /
shop cal email anmq Men Ou Page Weaknesses:
) Vamw Of upes O{f confent -N0 User generated content
b -lack of focus on woman
-posts are inconsistent (average posts 8 per month)
-lack of interaction (average engagement rate <1%)
&= -lack of targeting (1-2 branded hashtags used only)
-not directing traffic to website

-poor customer Senvice FGD(GSGHBUOH



Business Goal:
Increase sale percentage of women's goggles

Smart Goals:
1. Increase female followers by 20% over the next 6 months.
Stage: Awareness

2. Increase engagement rate of Instagram posts by 3% for each post, for
the next 6 months.
Stage: Awareness + Interest & Consideration + Advocacy & Loyalty

3. Increase use of the hashtag #smithoptics, by 3% each month, for the
next 6 months, as a way to increase user generated content
Stage: Advocacy & Loyalty

— -

“ chelsea_daoust
13




How do we know that our SMART goals are working?

KPIs Measured:

Increase in sales for women's goggles

Increase in female followers

Total engagement rate percentage

Increase in use of hashtag percentage

Monitor referral traffic from Instagram to Website
Monitor reach rate

Top posts




The Plaw
Strategies & Tactics to achieve
smith's Instagram goals




miths Tustagram Content

- dragonalliance # The world looks a
S lot better from this angle.

@dennisranalter s\

dragonalliance # Save some freshies
for the rest of us, @dennisranatler

(@ Credit: @maxglatz

JQST 3 o |

e

\

@ anonoptics #% Dreaming of summer /r = : 7 . dragonalliance # Treat your eyes. g
pow in the southern hemisphere. ; ' N ; The PXV & X2 goggles feature our
Who's with us? @krinster earning s R LUMALENS technology engineered to

turns in the backcountry of Bariloche, improve and optimize visibility!
Argentina. P: @elliot_wr #AnonOptics




Swiths Tustagram Stories

wultiple stories
posted at once

usex generated
covdevl reshared
by Dragon

slide up to see more braud ta 3 ged &
on this product! mentione

488
@dragonalliance

R eyt ssoscmmm—




5wm‘k’$ Wser Geverated Content

4

Why User Generated Content?

1, shows interaction with audience

2. promotes recommendation of brand

3. helps to build strong, loyal relationship with customers

4, makes loyal customers feel appreciated

5. easy marketing of Smith brand

6. allows Smith to have "reviews' of product on Instagram
(otherwise not available!)

é




Suiths Instagram Posts - Time of Day

"SMITH

1.5k
1.0k
0.5k

0

& SMITH Optics

femiontes ]PW{ POﬂl ]lIWle -
mitimal interaction

10/02/2019 1:32 PM

262 Total Interactions
262 Likes

0 Comments

10/02 10/03 10/03 10/03 10/04
4:00 PM 12:00AM  8:00 AM 4:00 PM 12:00

@ DRAGON
/dragonalliance

e double t

. / thaw Smith

2k 09/30/2019 8:16 AM

477 Total Interactions

P 470 Likes

1k 7 Comments

0@

09/30 09/30
8:00 AM 4:00 PM

§am E«m‘ time/
¢ inferaction

10/01 10/01 10/0
12:00 AM 8:00 AM 4:




Swith's Conversations - Targeting

#sSnow

#skiing

#winter
#mountain
#backcountry
#snowboard
#outdoorwomen

#mountainlife

#womenwhoexplore

#womenwhoshred

#getoutstayout

#choosemountains
#goggletan
#mountainvibes
#powday

#apresski



@ elenahight ® - Follow
\' Top Of The World

=

Liked by predicting_sickdays, torahbright and
5,424 others

elenahight @smithoptics Enhancing the view from
the top with the all new #

Einra mogou lenses

uith’s Audience Tngagement & Development

TOP POSTS
#chromopop

i

Qv W
140 likes

dklivingston Pretty hyped on the new #Chromopop
sun lens from @smithoptics #squad #SeeMoreDetail
cjarvs #apexx

scottycham Sick

TOP POSTS
#smithiox

patrice.beriault - Follow
Ulverton, Quebec

2

Qv N
41 likes

patrice.beriault Great day at the office! Glad | have
my Smith IfOX! -27+C | 40km/h winds | 30cm
snowfall and 20 horses enjoying the day as | am.

50 many conversations for Smith fo engage in!

A\




Suith’s Paid Media

.3 '-‘vs : 2 ';‘1
RN

MORE MILES
MORE SMILES

INCREASE ¥ OUR RANGE WITH TO LAST, ‘ ke 4 e e AW _
e et L * CALIWOOL
i COLLECTION

] S et
i e f‘h} A TH BENEFIT]
-~ ,-;_Asﬁﬁ £ " THREADS WITH BENE

Sae More ? ee More See Maore ?

subtle advertisements examples on Lnstagram stories




smithoptics -} @G85  anono ptics
2,004 175K 1,450 1,717 51.9K 769
Message 2w v
SMITH Optics @
, , , Featuring Ma gna-Tech® quick lens chan ge
4 % Biggest Skeleton Bay in 5 years! "O dlre(l;l’ h"k ‘l’o WQbﬂ*l'e / ::g g mNsAkanl- ¢ ; t;:p:!.

youtu. be/OINN89uk
treyschanz aoutdoors
more

Smith's Tnstagram & Usabilty Focus
v

10 shop icons used for easy access to website /
o description o what they sell / who they are

o

easy access to website /

. ; It B
: N/ T
¥ “%':_ | - "ﬁ "z_ 1 \

Guick caphon describing what they sell (£
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The Cowclusion
putting It all together for Smith




el 51ith's Instagram Kecap

SMITH Optics

+175k Followers
+Average of 8 posts per month
+L.ow Engagement Rate on posts
~ +No engagement on conversations with audience
+Focus targets men + minimal hashtags used
+Main Competitors: Anon Optics & Dragon Alliance
+No shop icon used or direct website given
+No paid marketing used




Conclusion

Goal 1;
Increase female followers by
20% over 6 months

-changing content of posts to feature more female athletes and enthusiasts
-target female audience through hashtags & by getting in targeted conversations
-use paid media 1o target audience segment to create awareness of brand
-focus on usability of page and each post

Goal 2:
Increase engagement rate by
3% per post over 6 months

-Use of targeted hashtags to draw attention 10 posts

-focusing on audience development by engaging in posts

-changing content of posts - create more relatable and engaging content
-focusing on time of day, consistently posting, and posting on page + Stories

Goal 3:
Increase use of hashtag

#smithoptics by 3% each
month, over next 6 months

-promoting use of hashtag #smithoptics

-posting fan of the week by sending swag to fan

-engaging with user generated content by commenting or liking posts
-resharing user generated content on stories + tagging user
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