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Executive Summary 
 
Marketing Research 
 
Our marketing research gave us insights to use TV and social media to effectively reach our 
target market. These insights allowed us to select quality sources with high reach to our target 
market to help all aspects of our campaign be successful.  
 
Creative Strategy 
 
Our creative strategy looks to break our campaign into two sections were the first section will 
look to use cognitive strategy and try to inform consumers about the product and brand. The 
second part of the campaign will look to lead consumers to make a purchase on Fossil.com. The 
types of appeals used throughout our campaign are emotional appeals and generic messaging 
strategies.  
 
Mediums Used  
 

●​ Facebook Ads 
●​ YouTube Ads 
●​ Google AdWords/Search Ads 
●​ Pop-Up Shops (Chicago, Los Angeles, Manhattan) 
●​ TV (ESPN, TBS, Hulu) 

 
Potential Reach and Revenue: 
 

●​ Overall reach of nearly 10 million people 
●​ Over 6 million dollars in profit if the campaign performs at its lowest level 
●​ ROI of entire campaign is 1.28 if the campaign performs at its lowest level 

 
Budget and Media Plan: 
 

●​ Facebook Ads (July 1st - Sep. 1) & (Oct. 1 - Dec. 31) - $500,000 
●​ YouTube Ads (July 8th - Dec. 31) - $500,000 
●​ Google AdWords (July 1st - Sep. 1) & (Oct. 1 - Dec. 31) - $323,000 
●​ TV: ESPN & TBS (July 1st - July 7th) - $2,000,000 
●​ Hulu (July 8th - Dec 31st) - $636,800 
●​ Pop-Up Shops (July 17th - July 21st) - $40,200 
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Marketing Research 
 
Primary Research - Google Forms Survey Results 
Owner Segment 
 
​ The primary research was conducted using a one-time survey method, that was 
distributed via social media profiles to try and reach a wide span of people in the shortest amount 
of time possible. There were a total of 81 responses. It was made sure to meet the specifications 
of the target market, so all answers are directly related to thoughts by males or females ages 
18-35. The survey also broke down respondents into two categories, those that already owned a 
smartwatch and those who did not. The following survey questions consist of those who have 
already purchased smartwatch.  
 

●​ Do you own a smartwatch? - (Table 20) 
●​ How often do you wear your smartwatch? - (Table 21) 
●​ What do you consider most when looking for a smartwatch? 
●​ Select three words that come to mind when you think of smartwatches. 
●​ Smartwatches make people's lives easier. Please select one of the following: 
●​ Smartwatches make people look ________. Please fill in the blank. 
●​ Would you purchase a product based on current trends? 
●​ How important is price when making a purchasing decision? 
●​ What is your annual income? 
●​ How much did you spend on your smartwatch? 
●​ How old are you? - (Table 21) 
●​ What is your sex? 
●​ What is your ethnicity?  
●​ What is the highest level of education have you completed?(Table 24) 

 
 
Non-Owner Segment 
 

The following survey results consist of those who have not purchased a smartwatch. 91% 
of our respondents were females ages 18-35 and the other 9% were male ages 18-35 in the 
non-owner segment of the survey. The questions below were used to better assess our target 
demographic. 
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How often do you wear a watch?(Table 20) 
What features would be most useful in a smartwatch? 

●​ Navigation 
●​ Sports 
●​ Wellness/medical health 
●​ Personal assistant/ notifications 
●​ Brand 
●​ Design 
●​ Feature/Trends 
●​ Reviews 

What three words come to mind when thinking of smartwatches? 
 How do smartwatches make people look?  
Would you purchase a product based off current trends? 
How important is price when making a purchase decision? 
What is your annual income? 
How much are you willing to spend on a smartwatch? (Table 22) 
Ethnicity  
Education (Table 23) 
 
 
Secondary Research - Statista.com 
 
​ We found it necessary to evaluate another source for secondary data, which is why the 
next few graphics will be from Statista.com. 
 
What Smartwatches are Actually Used For - (Simmons 2014, Table 17) 

●​ Based on a survey of 5,000+ U.S. consumers who are 18+ (9% own a smartwatch), 54% 
identified that they use the notifications and text feature daily 

●​ 45% of the consumers identified that they use the activity tracking feature daily 
●​ 31% of the consumers identified that the use the news updates feature 

 
Apple Dominates the Smartwatch Market - (Simmons 2014, Table 18) 

●​ Estimated worldwide smartwatch shipments for quarter 2 in 2017 projects that Apple 
dominates the market with 3.4 million shipments 

●​ Samsung is in second, but very far behind with 0.8 million shipments in quarter 2 
●​ Fossil is far down on the list with 0.3 million shipments in quarter 2 
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Secondary Research - Simmons OneView 
​  
​ A majority of the secondary research looks to analyze data that is received from either 
Simmons OneView or “Statista.com”. The intention of the secondary research was to find quality 
data that creates not only backing, but grounding for the primary research conducted and the 
following sections such as our media selections, marketing strategy, or even our creative strategy. 
Using this secondary research in combination with the primary research will help us create a 
better final product.  
 
Cable TV Services Viewed in Last 7 Days (Cable Table 1) - (Simmons 2014, Table 1) 
 
Male: 

●​ 31.3% of males 18-34 said they had watched ESPN in the last 7 days 
●​ Weighted projection would be 10,813,000  

 
Cable TV - Time Spent Viewing in Last 7 Days-(Simmons, Table 2) 
 
Male:  

●​ 8.4% of males age 18-34 answered that they watch ESPN 3 to 5 hours in the last 7 days 
(Simmons 2014, Table 2) 

●​ 7.1% of males age 18-34 answered that they watch ESPN 1 to 3 hours in the last 7 days 
(Simmons 2014, Table 2) 

●​ Weighted projection for males age 18-34 who answered they watch ESPN anywhere from 
1 to 5 hours in the last 7 days is 5,329,000 (Simmons 2014, Table 2) 

 
 Cable TV Programs - Last 7 Days Full Attention -ESPN & TBS- (Simmons, Table 3) 
 
Male:  

●​ 10.1% of males age 18-34 answered that they give their full attention to ESPN’s program 
Sportscenter over the last 7 days (Simmons 2014, Table 3) 

●​ Weighted projection for this is 3,488,000 (Simmons 2014, Table 3) 
●​ 8.0% of males age 18-34 answered that they give their full attention to ESPN’s program 

Monday Night Football over the last 7 days (Simmons 2014, Table 3) 
●​ Weighted projection for this is 2,761,000 (Simmons 2014, Table 3) 

 
14.6% of Male Respondents age 18-34 and 20.1% Female Respondents said they watched TBS 
in the last seven days  
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​ Total Weighted Projection of 15,544,000 

Lifestyle Statements/Behavior 
 
Attitudes/opinions about shopping (Simmons 2014, Table 4) 
Male: 

●​ 42.7% agree that they visit a variety of stores when they shop. 
○​ Weighted against 14,724,000 population 

●​ 40.3% agree that they will buy products from stores that don’t specialize in those 
products because of price. 

○​ Weighted against 13,900,000 population 
●​ 41.9% agree they are willing to shop at new stores 

○​ Weighted against 14,457,000 population 
●​ 29.5%  prefer to shop at specialty stores because employees are knowledgeable of the 

product. 
○​ Weighted against 10,184,000 population 

●​ 34.1% often use the internet to help plan their shopping trip 
○​ Weighted against 11,766,000 population 

●​ 22.8% prefer shopping at specialty stores because they tend to carry the best brands 
○​ Weighted against 7,865,000 population 

●​ 33.2% say price isn’t the most important factor, it is getting exactly what they want. 
○​ Weighted against 11,456,000 population 

●​ 21.5% prefer shopping at specialty stores because they tend to carry more brands 
○​ Weighted against 7,428,000 population 

●​ 39.1% tend to hold out on buying things they want until they go on sale. 
○​ Weighted against 13,498,000 population 

●​ 26.8 % want the brand they like regardless of price. 
○​ Weighted against 9,252,000 population 

Female: 
●​ 55.8%  agree that they visit a variety of stores when they shop. 

○​ Weighted against 19,043,000 population 
●​ 45.0%  agree that they will buy products from stores that don’t specialize in those 

products because of price 
○​ Weighted against 15,360,000 population 

●​ 56.1% agree they are willing to shop at new stores 
○​ Weighted against 19,140,000 population 

●​ 30.8%  prefer to shop at specialty stores because employees are knowledgeable of the 
product. 

○​ Weighted against 10,493,000 population 
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●​ 40.4% often use the internet to help plan their shopping trip 
○​ Weighted against 13,790,000 population 

●​ 17.5%  prefer shopping at specialty stores because they tend to carry the best brands. 
○​ Weighted against 5,999,000 population 

●​ 21.8% say price isn’t the most important factor, it is getting exactly what they want. 
○​ Weighted against 7,449,000 population 

●​ 16.3% prefer shopping at specialty stores because they tend to carry more brands. 
○​ Weighted against 5,565,000 population 

●​ 51.6%  tend to hold out on buying things they want until they go on sale. 
○​ Weighted against 17,614,000 population 

●​ 28.3% want the brand they like regardless of price. 
○​ Weighted against 9,655,000 population 

 
Attitudes/opinions about technology (Simmons 2014, Table 5) 
Male: 

●​ 54.4% agree that they like to get as much information as possible about an electronic item 
as possible. 

○​ Weighted population size 18,763,000 
●​ 36.6% agree that they love to buy new gadgets and appliances. 

○​ Weighted population size 12,609,000 
●​ 37.6% agree that their computer is their primary source of fun and entertainment. 

○​ Weighted population size 12,978,000 
●​ 44.2% agree they like to buy technology products which easily connect to connect to 

products they already have. 
○​ Weighted population size 15,261,000 

●​ 32.4% agree they like to have a lot of gadgets. 
○​ Weighted population 11,165,000 

●​ 56.1% agree they always shop for the best deal in electronic equipment. 
○​ Weighted population 19,362,000 

Female: 
●​ 58.4% agree that they like to get as much information as possible about an electronic item 

as possible. 
○​ Weighted population 19,945,000 

●​ 32.8% agree that they love to buy new gadgets and appliances. 
○​ Weighted population 11,190,000 

●​ 40.0% agree that their computer is their primary source of fun and entertainment. 
○​ Weighted population 13,648,000 

●​ 46.5%agree they like to buy technology products which easily connect to connect to 
products they already have. 
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○​ Weighted population 15,883,000 
●​ 24.7%  agree they like to have a lot of gadgets. 

○​ Weighted population 8,414,000 
●​ 66.3% agree they always shop for the best deal in electronic equipment. 

○​ Weighted population 22,635,000 
 
Shopping behavior (Simmons 2014, Table 6) 
Male: 

●​ 45% agree they shop around a lot to take advantage of specials or bargains 
○​ Weighted population 15,512,000 

●​ 23.6% agree they do not buy unknown brands merely to save money. 
○​ Weighted population 8,144,000 

●​ 28% agree they always look for the brand name on the package. 
○​ Weighted population 9,675,000 

●​ 19.8% agree they try to keep abreast of changes in style and fashion. 
○​ Weighted population 6,837,000 

●​ 13.6% agree they buy from from companies that sell directly to the consumer, 
distributors, or representatives who work directly from their homes. 

○​ Weighted population 4,708,000 
Female: 

●​ 60.2% agree they shop around a lot to take advantage of specials or bargains 
○​ Weighted population 34,124,000 

●​ 26.1% agree they do not buy unknown brands merely to save money. 
○​ Weighted population 8,917,000 

●​ 25.8%  agree they always look for the brand name on the package. 
○​ Weighted population 8,819,000 

●​ 30.5% agree they try to keep abreast of changes in style and fashion. 
○​ Weighted population 10,397,000 

●​ 16.1% agree they buy from from companies that sell directly to the consumer, 
distributors, or representatives who work directly from their homes. 

○​ Weighted population 5,508,000 
 
Internet 
Banner ads lead to purchase (Simmons 2014, Table 7) 
Male: 

●​ 2% of banner ads somewhat often lead to a purchase. 
○​ Weighted population 703,000 

●​ 7% of banner ads do not every often lead to a purchase. 
○​ Weighted population 2,399,000 
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●​ 69.1% of banner ads do not lead to a purchase. 
○​ Weighted population 23,841,000 

 
Female: 

●​ 2.6% of banner ads somewhat often lead to a purchase. 
○​ Weighted population 869,000 

●​ 8.1% of banner ads do not every often lead to a purchase. 
○​ Weighted population 2,768,000 

●​ 69.5% of banner ads do not lead to a purchase. 
○​ Weighted population 23,689,000 

 
Email ads lead to purchase (Simmons 2014,  Table 8) 
Male:  

●​ 3.3% very often 
○​ Weighted population 1,141,000 

●​ 2.6% often 
○​ Weighted population 899,000 

●​ 6% somewhat often 
○​ Weighted population 2,060,000 

●​ 10% not very often 
○​ Weighted population 3,467,000 

●​ 60.7% not at all 
○​ Weighted population 20,937,000 

 
Female: 

●​ 5.1% very often 
○​ Weighted population 1,731,000 

●​ 3.8% often 
○​ Weighted population 1,281,000 

●​ 9.6% somewhat often 
○​ Weighted population 3,280,000 

●​ 11.5% not very often 
○​ Weighted population3 ,906,000 

●​ 56.9% not at all 
○​ Weighted population 19,415,000 

 
Floating ads lead to purchase (Simmons 2014, Table 9) 
Male: 

●​ 5% not very often 
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○​ Weighted population 1,731,000 
●​ 70.9% not at all 

○​ Weighted population 24,456,000 
 
Female: 

●​ 6.5% not very often 
○​ Weighted population 2,227,000 

●​ 73.2% not at all 
○​ Weighted population 24,968,000 

 
Pop-up or pop-under ads lead to purchase (Simmons 2014, Table 10) 
Male: 

●​ 4% not very often 
○​ Weighted population 1,368,000 

●​ 73.1% not at all 
○​ Weighted population 25,221,000 

Female: 
●​ 1.4% somewhat often 

○​ Weighted population 480,000 
●​ 5.2% not very often 

○​ Weighted population 1,781,000 
●​ 74..4% not at all 

○​ Weighted population 25,382,000 
 
Sponsored websites lead to purchase (Simmons 2014, table 11) 
Male: 

●​ 5.4% somewhat often 
○​ Weighted population 1,857,000 

●​ 7.6% not very often 
○​ Weighted population 2,630,000 

●​ 64.1% not at all 
○​ Weighted population 22,127,000 

Female: 
●​ 2.6% often 

○​ Weighted population 896,000 
●​ 5.9% somewhat often 

○​ Weighted population 2,016,000 
●​ 9.8% not very often 

○​ Weighted population 3,333,000 

 



Running Head: Fossil Project 
 

11 

●​ 63.3% not at all 
○​ Weighted population 21,580,000 

 
Weblink lead to purchase (Simmons 2014, table 12)  
Male: 

●​ 4.6% somewhat often 
○​ Weighted population 1,596,000 

●​ 9.3% not very often 
○​ Weighted population 3,199,000 

●​ 62.9% not at all 
○​ Weighted population 21,723,000 

Female: 
●​ 2.3% often 

○​ Weighted population 792,000 
●​ 7% somewhat often 

○​ Weighted population 2,379,000 
●​ 10.1% not very often 

○​ Weighted population 3,457,000 
●​ 63% not at all 

○​ Weighted population 21,472,000 
 
Internet use at Home (Simmons 2014, Table 13) 
Male: 

●​ 78.3% yes 
○​ Weighted population 27,016,000 

●​ 13.3% no  
○​ Weighted population 4,590,000 

●​ 8.4% not sure 
○​ Weighted population 2,907,000 

Female: 
●​ 82.4% yes 

○​ Weighted population 28,112,000 
●​ 11.0% no 

○​ Weighted population 3,765,000 
●​ 6.5% not sure 

○​ Weighted population 2,228,000 
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Internet use at work (Simmons 2014, Table 14) 
Male: 

●​ 40.7% yes 
○​ Weighted population 14,062,000 

●​ 31.5% no 
○​ Weighted population 10,872,000 

●​ 27.8% not sure 
○​ 9,580,000 

Female: 
●​ 38.5% yes 

○​ Weighted population 13,131,000 
●​ 32.1% no 

○​ Weighted population 10,949,000 
●​ 29.4% not sure 

○​ Weighted population 10,023,000 
Social Media 
Those who use it (Simmons 2014, Table 15) 
Male: 

●​ 67.7% yes 
○​ Weighted population 23,367,000 

Female: 
●​ 78.6% yes 

○​ Weighted population 26,805,000 
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Marketing Strategy - SWOT Matrix: 
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 Strengths and Weaknesses of our competitors 
 

Apple  
Strengths: 

●​ Largest market share for smartwatches(Table 18) 
●​ Leader in smartphone industry 
●​ Internationally recognized company 
●​ Mass production capabilities 
●​ Modern style/trend/design 
●​ Cellular capabilities (Apple Watch) 
●​ Durable products with good battery life 
●​ Massive amounts of brand loyalty and value 
●​ Interchangeable bands and customizable faces 
●​ Latest technology 
●​ Able to invest heavily in R&D for new products/features/designs 
●​ Innovative culture and HQ 
●​ Profit Margin 

 
Weaknesses:  

●​ Closed design - not able to integrate with other applications or software 
●​ High prices 
●​ Sales may depend on sales of other products 
●​ Watch variety is slim 
●​ Rely on sales of consumer electronics 
●​ Saturated market for consumer electronics 

 
 

Fitbit  
Strengths: 

●​ Nimble 
●​ First mover advantage 
●​ Great technology and value 
●​ Platform openness 
●​ Broad device portfolio 
●​ Corp wellness/Affiliate channel 
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Weaknesses: 
●​ Lack of fitness/health credibility 
●​ Style 

Garmin  
Strengths:  

●​ Barriers of market entry 
●​ Experienced business units 
●​ Domestic market 
●​ Skilled workforce 
●​ Monetary assistance provided 
●​ Reduced labor costs 

Weaknesses: 
●​ Competitive market 
●​ Brand portfolio 

 

Samsung  
Strengths: 

●​ Leader in smartwatch industry - Samsung Gear 
●​ Leader in smartphone industry  
●​ Profit Margin  
●​ Up-to-date technology and design 
●​ Mass production capabilities 
●​ Massive amounts of brand loyalty and value  
●​ Wide variety of products 
●​ Internationally known brand 
●​ Interchangeable bands and faces 
●​ Moderate Prices 

 
Weaknesses: 

●​ Saturated market for consumer electronics 
●​ May be seen as the lesser compared to luxury brands (Apple) 
●​ Do not use their own operating software, rely on another company 
●​ Rely on sales of consumer electronics 
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Xiaomi  
Strengths: 

●​ New company to the market, have gained tremendous traction in some developing 
countries 

●​ Demonstrated the capability to generate revenue and has a high profit margin 
●​ Able to integrate their smartwatches with their brand of smartphones or other products 
●​ High end design and features, for the price of lower end product 
●​ Massive business and financial backing by professionals and investors 
●​ Have capability to expand to new markets 
●​ Up-to-date technology and design 
●​ Manufacturing capabilities to meet demand 

 
Weaknesses: 

●​ Saturated market for consumer electronics 
●​ Face heavy competition when they expand 
●​ Have not been around for long, yet to establish Apple or Samsung level of brand loyalty 

or value 
●​ Yet to establish a  direct competitor for Apple Watch and Samsung Gear, direct 

competitor of Fitbit 
●​ No significant market share in most major world markets 

 
Strategic Summary Chart 
 

Finding Action 

31.3% of males 18-34 said they had watched ESPN 
in the last 7 days (Simmons 2014, Table 1) 

We are going to run ads on ESPN for a week 
to improve brand awareness of Fossil.  

“Thirty second video ads on Hulu generate a 61% 
increase in top-of-mind awareness and a 22% 
increase in purchase intent versus “linear TV” ads.” 
(Lincoln J, 2015) 
32 million users watch Hulu with ads (Smith, 2017) 

We will have ads on Hulu that will run 
throughout the entire campaign. This will 
increase front-of-mind awareness towards 
the Fossil brand and increase sales.  

Only 7.3% of women use magazine sites, compared 
to 30.1% of women that use tv show websites. 
(Simmons 2014, table 25) 

Rather than using magazines, we will invest 
more in TV ads because consumers purchase 
items more frequently off the internet when 
they see the ad via TV instead of magazines.  
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A majority of both males and females age 18-35 
use social media. Males-67.7%. Females-78.6%. 
(Simmons 2014, table 22) 

The ads we have created will be used mainly 
on social media sites. 

66.9% of women in our target 18-34 have 
purchased online, by phone, or by mail in the last 3 
months 
54.2% of men in our target 18-34 have purchased 
online, by phone, or by mail in the last 3 months 
(Simmons 2014, Table 32) 

Create banner ads to display on our website. 

Fossil Group has a 52/100 (100 being a word that is 
searched often over the interval) interest as of 
November 11th (Google Trends, 2017) 

Create google AdWords for the terms “Fossil 
group”, Smartwatches, Wearable Technology 
and this can lead us to a high ROI. 

According to Simmons Table 16 in our marketing 
research 10.1% of males and 39% of females ages 
18-34 are defined as status strivers. Status strivers 
keep up with the latest trends and desire to have fun 
while shopping. 

Create pop-up shops that will only be 
available at specific times/places to bring 
elements of exclusivity, unique experiences 
and fun to the brand. 

 
ROI  
 
ROI of Social Media: 
 
Facebook Ads: 
Estimated max reach of 340,000/Daily x 4.11% (Irvine, 2017) = 13,974 people 
4.11% of people may click on a Facebook Ad - in this case leading to the webpage to make a 
purchase 
13,974 people x $265 (avg. cost) = $3,703,110 = Projected Revenue 
Ad Spend for Facebook Ad - $500,000 broken into two parts (See Media Plan in Appendix A) 
ROI = $3,703,110 - $250,000 / $250,000 = 13.81 
 
Youtube Ads: 
180,000 viewers  x 4.3%(Hartsell, 2014) =  7740 impressions 
4.3% of viewers may click on a Youtube Ad - in this case leading to the webpage to make a 
purchase 
7740 x $265 avg cost of product = $2,051,100 Revenue 
(2,051,100 - 250,000)/250,000 = 7.2044 
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ROI = 7.20 
 
ROI of Google AdWords - Search Ads:  
Google handles 2 trillion searches/per year (Sullivan, 2017) 
Fossil Group has a 52/100 (100 being a word that is searched often over the interval) interest as 
of November 11th (Google Trends, 2017) 
For purposes, we will say that Fossil Brand gets 500,000 searches per year - 250,000 searches in 
6 months. This accounts for .00000025 of all searches in 6 months, suppose that there are 1 
trillion searches in 6 months.  
250,000 searches x 2.65% (Kim, 2017) = 6,625 
6,625 x $265 = Potential Revenue of $1,755,625 
Average Cost per Click on Google Adwords is $1-$2 (Shewan, 2017). 
64.6% of people click on Google Ads (Kim, 2017). 
250,000 searches x 64.6% = 161,500 
Total Cost = 161,500 x $2 (Shewan, 2017) = $323,000 
 
ROI: $1,755,625 - $323,000 / $323,000 = 4.44 
 
ROI of Pop-Ups: 
 
Manhattan Pop-Up: 
1,643,734 people live in Manhattan (2015). 
Pop-Up Shop Cost - $85/per hour 
One Week - $3,400 (8 Hr/day - 5 days) 
Design Cost - $10,000 (one time setup estimate) 
If we reach .003 of people, then we would have 4,931 impressions. 
Projected Purchases= 4,931 x 3.09% (Bestor, 2017) = 152  
Projected Revenue = 152 x $265 = $40,280 
Total Cost = $13,400 
ROI = $40,280 - $13,400 / $13,400 = 2.01 
 
Chicago Pop-Up: 
3,069,909 downtown residents in Chicago 
Pop-Up Shop Cost: $85/per hour 
One Week - $3,400 (8hr/day - 5 days) 
Design Cost - $10,000 (one time setup estimate) 
If we reach .001 of people, then we would have 6,139 impressions. 
Projected Purchases = 3,069 x 3.09% (Bestor, 2017) = 189 
Projected Revenue = 189 x $265 = $50,085 
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Total Cost = $13,400 
ROI = $50,085 - $13,400 / $13,400 = 2.74 
 
Los Angeles Pop-Up: 
3,976,322 people live in Los Angeles (2015).  
Pop-Up Shop Cost: $85/per hour 
One Week - $3,400 (8hr/day - 5 days) 
Design Cost - $10,000 (one time setup estimate) 
If we reach .001 of people then we would have 3,976 impressions. 
Projected Purchases = 3,976 x 3.09% (Bestor, 2017) = 122 
Projected Revenue = 122 x $265 = $32,330 
Total Cost = $13,400 
ROI = $32,330 - $13,400 / $13,400 = 1.41 
 
ROI of Television: 
 
ROI of the TV channel TBS: 
43.87 million people view TBS in a 7 day period of time 
43.87 million viewers in a 7 day period (Nielsen Scarborough, (n.d.) x 5.52% (Mahmud, 2008)= 
2,421,624 
2,421,624 impressions 
Assume .1% of these people make a purchase 
Projected revenue= 2,421 x 265$ avg cost of product= 641,565 
Total Cost = $342,000 (Stickler, 2016) 
ROI = $641,565 - $342,000 / $342,000 = 0.88 
 
ROI of the TV channel ESPN: 
61.91 people view ESPN in a 7 day period of time(Nielsen Scarborough,(n.d.) 
61.91 million viewers in a 7 day period x 5.52%(Mahmud, 2008)= 3,417,432 impressions 
Assume .1% of these people make a purchase 
Projected revenue= 3,417 x 265$ avg cost of product= 905,505 
Total cost=  $371,793 (Steinberg, 2016) 
ROI= $905,505 - $371,793 / $371,793= 1.44 
 
ROI of Hulu: 
“Thirty second video ads on Hulu generate a 61% increase in top-of-mind awareness and a 22% 
increase in purchase intent versus “linear TV” ads.” (Lincoln J, 2015) 
32 million users watch Hulu with ads (Smith, 2017) 
32,000,000x4.3%(Hartsell, 2014)= 1,376,000 
Assume .1% of these people make a purchase 
Projected revenue= 1376 x $265= $364,640 
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Total cost= $30 per one thousand impressions (Learmonth, M, 2008)  
We would be able to reach 16,666,666  people 
Assume .02% of people intend to make a purchase 
ROI=853,333-499,999/499,999=.71 
 
 
Creative Strategy 
 
Our creative looks to use a variety of appeals across different platforms using different message 
strategies to support different customer reactions. This is meet the customer at a different part of 
their journey, for example if they have very little knowledge about the Fossil brand or Fossil Q 
Smartwatches, then we hope to give them information on the product. See message strategies for 
each medium and creative piece below: 
 
Creative #1 (Appendix A): 

●​ Cognitive Message Strategy - Generic Message 
○​ Provides product attributes to promote features to potential customers  
○​ Goal is to increase product and brand awareness 

●​ Used in Facebook Ads (July 1st - Sep. 1st) and Banner ads on Fossil.com (July 1st - Sep. 
1st) 

●​ Paired with the call-to-action on Facebook Ad of “Learn More”  
 
Creative #2 (Appendix A): 

●​ Conative Message Strategy  
○​ Intent of this ad is to lead the consumer to the Fossil Q Smartwatch page on 

Fossil.com to make a purchase 
●​ Used in Facebook Ads (July 1st - Sep 1st) and Banner Ads on Fossil.com (Oct. 1st - Dec. 

31st)  
●​ Paired with call-to-action on Facebook Ad of “Shop Now” 

 
Google AdWords #1 (Appendix A) : 

●​ Cognitive Message Strategy - Generic Message 
○​ Provides product features to potential customers 
○​ Goal is to increase product and brand awareness 

●​ Used (July 1st - Sep. 1st) 
 
Google Adwords #2: 

●​ Conative Message Strategy 

 



Running Head: Fossil Project 
 

21 

○​ Intent of this ad is to lead the consumer to the Fossil Q Smartwatch page on 
Fossil.com to make a purchase 

●​ Campaign run time (Oct. 1st - Dec. 31st) 
 
 
Alternative Marketing - Pop-Up Shops 
 
Pop-Up Shops look to bring in consumers to have unique experiences about brands or with the 
products these brands have to offer. In doing so we think Fossil should provide consumers with 
spaces in large cities with very diverse populations and with a proportion being the people in our 
target market. For example, having spaces for a few days in Chicago, Los Angeles, and 
Manhattan can reach a portion of the overall population and our target market. The experiences 
that could be included our demos on the product, stations that allow consumers to see what the 
product can be used for, and more.  
 
Media Plan (See Appendix A) 
 
Intent is to break our campaign into two main parts, but some of our content on some mediums 
will run the whole campaign or at select times. A majority of our ad spend will be via social 
media, but the most expensive ad spend will be on TV because of high cost. See Appendix A for 
more details. 
 
Commercial 
 
Appeals used include emotional appeals. We used pictures to appeal to a variety of lifestyles and 
scenarios that could pertain to our target market. The message strategies used include: 
 

●​ Affective Message Strategy 
●​ Conative Message Strategy 

 
Using these strategies we look to keep their attention throughout the advertisement using music 
and lifestyle marketing. 
 
Video Link: https://vimeo.com/245688737 
 
 
 
 
 

 

https://vimeo.com/245688737
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