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Competitive Market Research

Herschel

e Avoiding mass marketing to maintain a
sense of elusiveness

e Effective social media marketing,
particularly on Instagram

e Brand told a story - “With an increasingly
mediated, staged, transient world where
people crave experiences, we think this gives
rise to the desire for authenticity, and you
need to render authenticity. They’re making
deliberate choices by rendering their
backpacks in a certain way.’

For Buhi: Since the brand is elusive, Buhi can do
the opposite and be more engaging with it’s
followers and community.

Fiallraven:

° USP - durable and long lasting
fabric (G-1000 material)

° Innovative designs

° Instagram - hiking/trekking based
video/image posts target to their
outdoor community

° Youtube - advice on
camping/trekking and
weatherproofing

For Buhi - Buhi can also identify a travel
community they want to speak to.

Eastpak:

1st bag brand to offer lifetime warranty
Built to resist

Uses social media management tool -
Engagor

Influencer marketing partner -
Collabory

Instagram - product centric image
based posts

Youtube - Product centric demo videos
Pinterest - product centric

For Buhi - We can have our products feature a bit
more prominently in each post.






Targeting

New/Refined Target Market

Primary Target Market:

Women: 25-45 year old working professionals
Affluent travel aficionados

Visual content preference - Instagram and Pinterest
Downtime social media surfing

Conscious consumers

60% of budget allocated

Secondary Target Market:

Men: 30-50 year old working professionals

Travel heavy occupations: sales, advertising, marketing, IT.
Professional + functional

Image conscious

Trend followers and influencer conscious

Business oriented social media platforms - Twitter and
LinkedIn

40% of budget allocated




Strategy & Goal

While different types of content are important on social media, the two tactics involved and shared in this presentation will
latch on to influencer strategy. The reason for this is that influencers have a lot of reach and there is potential to co-create
and collaborate with the right ones that fit the brands personality. The influencer element can also increase genuine
engagement as there is a human connection element that the brand is spoken through. It would be great if Buhi will be
recalled not just as a product but a legitimate brand experience.

Goal:
To increase awareness of Buhi on social media platforms through driving engagement
among the primary and secondary target markets.

Objectives (SMART):

Increase new followers across Buhi’s social media platforms by 30% in three
months

Leverage influencer marketing to increase engagement by 20% in six months

Increase sales of Buhi bags due to social media referrals by 15% or $50,000 in three
months

Increase CTR by 2% through paid advertising/promotions in three months




Tactics 1: Backpack Bloopers

Tactic details

Target audience: Weekend Warriors or
adventurers that are interested in camping and
the outdoors.

Mechanics:

We will tap into 5 influencers, one per month to
post about Buhi bags and encourage people to
participate and go an all expense paid 3 day
“glamping” trip with them, plus 2 of their
friends. This will be rolled out of Facebook and
Instagram.

The participants will have to submit backpack
or camping bloopers and tag Buhi Bags or share
the story of their worst camping trip with proof.

The winners will get to pick which glamping site
they want to to. There will be activities such as
forest hikes, barbeques, and campfire
storytelling. The influencer with them will
capture snippets of their time together and will
be shared on Youtube after as branded content.

Influencer example:

&

angelaliggs HEZZH B0 -

887posts 406k followers 379 following

ANGELA | hiking + travel ¢

@ ife is always better outside <

# co-founder: @allaboutadventures

* collabs ~ hello@angelaliggs.com
BLOG, GEAR + FAQ

angelaliggs.com/links

Followed by god.akshay

Follower Submission:

I, e o

St s
@ British Columbia w Profile

View More on Instagram

oad W
6,773 likes
angelaliggs  We know that camping isn’t always the best experience. Send your


https://dobbernationloves.com/travel-resorts/glamping-ontario/

Influencers we can tap:

o (platform to roll out)

heynadine & + Follow
East Africa

heynadine & MY GOAL FOR 20211S
TO GET BETTER AT PHOTOGRAPHY.

Been reminiscing of our last
international trip we took last year to
Africa. It was such a joy to experience
s0 many safaris and see so many.
animals in their natural habitats.

It was also a joy getting to play around
with new photography styles, namely
wildlife. Made me want to try with other
photography styles. To try and improve
and also just experiment. Usually
@mattofstie is the one behind the
camera lately, but maybe we'll switch
things up and play around a bit more.

Got any favourite photographers or

oQv N

@ Liked by maddiem94 and 2,843 others

(®)

heynadine

° 1,633 posts
° 94k followers
° 1,054 following

Nadine Sykora | Travel Vlogger
Digital Creator

Caption example or guide: We know that camping isn’t always the best experience. Send your
“backpacking bloopers” over on to @BuhiBags and they’ll turn it around. Get a chance to go
glamping with us and a friend you want to bring along! We are so excited about this! Follow
@BuhiBags and stay tuned for more details! #ExploreWithBuhi #BuhiBackpack

taylormichaelburk @ « Follow
& Peccarernip it thestatancnarrow
Bitan Columie

refinedmoment « Follow
Saint-Eustache, Quebec

®©

taylormichaelburk & The past little

& uhile rve been on a road trp from the
west coast to the Rockies to reconnect
with family, friends and explore the
region with a deeper appreciation than
ever. The fine folks at
@thestraitandnarrow were kind enough
to lend me their decked out sprinter
van for the trip! Il be sharing more
about the journey on their account if
you'd like to see more.

refinedmoment The best photo bomb
award goes to me for stealing this
instagram picnic setup from some insta
babes. | ate all the cheese and drank all
the wine &

©

87w

@

e martinlangelier Dead. © They are a new canned gin cocktail

company from Vancouver Island that
has been quickly gaining a lot of
popularity!

Their brand focuses on and embodies
the outdoor adventure lifestyle, it's
been the perfect partnership.

oQv W

$ Liked by alexstrohl and 4,005 others

w joelmulbah This caption hasme ¢,
dead &

oQvy N

1 i i
\\ o Liked by ticomx and 991 others

refinedmoment

Taylormichaelburk

1,649 posts
38k followers

513 followin

° 1,865 posts
392k followers
° 1,295 following

MONTREAL

Taylor Burk
Photographer

Photographer



https://www.instagram.com/refinedmoment/followers/
https://www.instagram.com/refinedmoment/following/
https://www.instagram.com/taylormichaelburk/followers/
https://www.instagram.com/taylormichaelburk/following/
https://www.instagram.com/heynadine/followers/
https://www.instagram.com/heynadine/following/

° Explanation/Rationale/Strategy

Buhi Bags wants to be associated with awesome outdoor
experiences or adventure. This is done through sending camping
“fails” and Buhi will turn it around to a better one. This will be done
through influencer marketing to spread awareness.

° Tactic Objectives (goals for the tactic)

= To associate Buhi with great backpacking experience and
adventure

- For the brand to be a product but a lifestyle

- To increase engagement with the backpack community
substantially

° Tactic Measurement (how you will measure & evaluate the
tactic)

Metrics will be mainly engagement and sentiment:

- Did the campaign have a positive feedback?
- Was there increase in engagement, comments and

reaction? (experience
- Were there a lot of entries or those wanting to participate recorded and
in the experience? share later on
- For the participants: how would they rate their experience? YouTube)

Any feedback to make it better?
- Was the campaign a success to do it all over again the year
dfter?



Tactics 2: Bag Full of Memories

The Tactic details
Target Audience: Travel dficionados and or those with wanderlust.

Mechanics:

Buhi will reach out to travel influencers and ask if they have future travel plans.
Buhi will then sponsor a 15% percent of their travel plans for them to make
branded content. In addition to that, Buhi will give the influencer 2 luggages. 1
bag will be for their personal purpose and the 2nd one for them to stuff the
bags with goodies for a follower from the stipend of $1000 Buhi gave just for
that.

The influencer will then announce where they will travel to and ask their
followers why they would love to travel to that country. Followers will then
have to post their answers tagging #BuhiTravelPls so it can serve as UGC
(user generated content too)

We will tap an 3 influencer, with 1 every 2 months executing the campaign.
They will use their Instagram and Facebook platforms to spread awareness.

Once they come back from their trip, they will surprise their follower with
a”’Bag Full of Memories.” The follower will have the option to either to meet the
influencer to collect the luggage or have the luggage sent to them, but they will
have to record the opening or unboxing and post it on social media.

BONUS CSR: an influencer could also chose to give or donate the money from
Buhi or luggage of goodies to an NGO of their wish.

T 25,
‘ s o (Da; jennexplores . Follow

Fa o

*f @ ijennexplores

Hi guys! | just came back from
Japan! | loved the experience,
and was able to bring back lots of
treats with my @BuhiBag
luggage. | want to share a few
souvenirs with one of my
followers. Post a story of why
you'd want to visit Japan and tag
me and @BuhuBag!

#ExploreWithBuhi
#TravelMore

= 0QY

Liked by bernardobortolotto and

<
2,307 others
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Influencers we can tap:

o (platform to roll out)

david_maman « Follow
Marrakesh, Morroco

e david_maman | took this picture 5
minutes into my first walk around
Marrakesh, and it ended up being one
of my favourite picture of the entire
trip. Can't wait to explore with my
camera again... what is your next
destination??! Fas

#moroccovacations#moroccodeluxe#m
orocco_vacations#wonderlustmorocco
#visitmorroco#exploremoroccos#simply
morocco#moroccolivestravelmoroccos#
inmarrakesh#backpackwithme#passion
passport#speechlessplaces#beautifuld
estinations#travel#morocco#marrakec
h

Qv W

@ Liked by lynnepion and 4,749 others

david_maman

497 posts
54.8k followers

2.655 following

David Maman
Traveller & photographer from Montreal
I1+] 59 countries visited

Announcement caption of IG influencer 1: Hi guys! | just came back from Japan! I loved the

experience and was able to bring back lots of treats with my @BuhiBag luggage. | want to share a
few souvenirs with one of my followers. Post a story of why you’d want to visit Japan and tag me
and @BuhiBag!

@ hopscotchtheglobe & - Follow
s hopscotchtheglobe @ Let's start today
off feeling good.

What's something you're excited about

in your life right now?

What's something you did in the past
year that you're proud of?

What something you do to turn a bad
day into a good one that you would
highly recommend someone else try?

Share below!
1d

“Th  gabyituartelima Proud to be >
sharing my love for nature

oQv A
() Liked by leyyvz and 668 others

DAY AGO

hopscotchtheglobe

2,249 posts
60k followers

1.802 following

Kristen (Sage)
Digital Creator= Wellness, Adventure
Travel & Alternative Living

@ jessofmed - Follow
Senso-Ji Temple, Asakusa, Japan

&'\‘; jessofmed Missing traveling in Japan @@
: @tatsuphotos //

It's been a while since | last posted
(I've been qite active on the stories
though), and I really enjoyed the break |
had and ready to come back.

This may come as shock to those who
have known me in my early high
school/uni days but I've just £ Edited
loving spending time alone this
quarantine. Here are few things those
people will understand that | do:

1. A good album, tv show/anime,
novel/webcomics can keep your

attention far longer than any parties,

oQv W

(@ Liked by chef_elias_salazar and
3,531 others

©]

jessofmed

° 1,939 posts
162k followers

721 following

JessME ® travel & style

Digital Creator d MD | Travel | Lifestyle &
low-maint travelbug making memories on
a budget with day job % #Toronto based
1+1


https://www.instagram.com/david_maman/followers/
https://www.instagram.com/david_maman/following/
https://www.instagram.com/hopscotchtheglobe/followers/
https://www.instagram.com/hopscotchtheglobe/following/
https://www.instagram.com/jessofmed/followers/
https://www.instagram.com/jessofmed/following/
https://www.instagram.com/explore/tags/toronto/

e  Explanation/Rationale/Strategy

For this campaign we are particularly targeting those who would travel
but could not at the moment, so we'll bring some travel goodies to them.
The community of Buhi bags are those who love to travel and make
memories. Travel is a luxury that a few can afford, since it takes time,
money and sometimes opportunity. Buhi wants its audience to be able to
at least get a bit of travel memories through their bags

e Tactic Objectives (goals for the tactic)

- To be able to associate Buhi to travel and become top of mind to consumers
- To increase brand engagement through influencer marketing combined with
giveaways and bring joy to some members of the Buhi community

- To have a good brand reputation by giving back and being generous to its
customers

e Tactic Measurement (how you will measure & evaluate the tactic)

- There will be social listening present throughout the whole
campaign.

- Buhi would monitor the number of likes of the content created by
the influencer, the comments

- The number of participants would also be measured

- Based on the reception of the campaign, Buhi will see if it's worth
repeating again.




References:

Herschel:
https://www.referralcandy.com/blog/herschel-marketing-strat
egy/
https://financialpost.com/executive/c-suite/how-vancouvers-ac
hingly-hip-herschel-supply-co-backpack-became-so-ubiguitous

Fjallraven:
https://casualgeographical.com/fiallraven-expensive/

Eastpak:
https://mc-advisory.nl/case-study-how-engagor-helps-eastpak-
achieve-their-ultimate-social-media-goals/
https://www.collabary.com/blog/eastpak-always-campaign-coll
abary-case-study/

Glamping sites:
https://dotravel.com/uploads/articles/83/what-is-glamping-vs-
camping.jpg

Canadian travel bloggers:
https://theculturetrip.com/north-america/canada/articles/cana
dian-travel-bloggers-you-need-to-follow,



https://www.referralcandy.com/blog/herschel-marketing-strategy/
https://www.referralcandy.com/blog/herschel-marketing-strategy/
https://financialpost.com/executive/c-suite/how-vancouvers-achingly-hip-herschel-supply-co-backpack-became-so-ubiquitous
https://financialpost.com/executive/c-suite/how-vancouvers-achingly-hip-herschel-supply-co-backpack-became-so-ubiquitous
https://casualgeographical.com/fjallraven-expensive/
https://mc-advisory.nl/case-study-how-engagor-helps-eastpak-achieve-their-ultimate-social-media-goals/
https://mc-advisory.nl/case-study-how-engagor-helps-eastpak-achieve-their-ultimate-social-media-goals/
https://www.collabary.com/blog/eastpak-always-campaign-collabary-case-study/
https://www.collabary.com/blog/eastpak-always-campaign-collabary-case-study/
https://dotravel.com/uploads/articles/83/what-is-glamping-vs-camping.jpg
https://dotravel.com/uploads/articles/83/what-is-glamping-vs-camping.jpg
https://theculturetrip.com/north-america/canada/articles/canadian-travel-bloggers-you-need-to-follow/
https://theculturetrip.com/north-america/canada/articles/canadian-travel-bloggers-you-need-to-follow/

