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YET I  I S  A  P R E M I U M  O U T D O O R  L I F E S T Y L E  B R A N D  K N O W N  F O R  D U R A B L E  C O O L E R S ,  D R I N K A B L E ,  A N D  T R AV E L  G E A R .
T H E  C O M PA N Y  S E R V E S  O U T D O O R  E N T H U S I A S T S ,  C A M P E R S ,  T R AV E L E R S ,  F I T N E S S  LO V E R S ,  A N D  E V E R Y D AY  C O N S U M E R S

A G E S  2 0 - 5 0  W H O  VA LU E  Q UA L I T Y.  YET I  H A S  A  S T R O N G  B R A N D  P R E S E N C E  O N L I N E  B U T  C A N  F U R T H E R  G R O W
E N G A G E M E N T  T H R O U G H  E D U C AT I O N A L  A N D  L I F E S T Y L E  V I D E O  C O N T E N T.  

YET I ’ S  H E A D Q UA R T E R  O F F I C E  I S  LO C AT E D  I N  A U S T I N ,  T E X A S  .
T H E I R  TA R G E T  A U D I E C E  I N C LU D E S  A D V E N T U R E  S E E K E R S ,

W O R K I N G  P R O F E S S I O N A L S ,  A N D  FA M I L I E S  W H O  E N J OY
O U T D O O R  A C T I V I T I E S  S N D  P R A C T I C A L  P R E M I U M  P R O D U C T S .

T H E Y  A R E  N O W  O N  T H E I R  2 0  Y E A R S  O F  G I V I N G  E XC E L L E N C E ! .



Part
Two:
Develop
A Social
Media
Strategy C H O S E N  P L A T F O R M  T O  I M P R O V E  I S  Y O U T U B E

I choose YouTube because it’s great for product
demos and helps customers see products in real life
situations. 

T A R G E T  A U D I E N C E

•Ages 20-50
•Outdoor lovers, travelers, gym users 
•Mostly mobile viewers
•Interested in gear reviews and lifestyle content 



Part Three: Develop A Social Media Strategy-
Suggested Changes

C A M P A I G N  N A M E

“ Built for Real Life - YETI in Action”“ Built for Real Life - YETI in Action”“ Built for Real Life - YETI in Action”

M A I N  O B J E C T I V E

Increase productIncrease product
awareness andawareness and

drive websitedrive website
traffic usingtraffic using

YouTube videos.YouTube videos.

Increase product
awareness and

drive website
traffic using

YouTube videos.

T I M E L I N ET I M E L I N ET I M E L I N E
M O N T H  1

M O N T H  2

M O N T H  3

Launch product demo + lifestyle videos

Share customer stories + outdoor use cases 

Analyze performance + optimize content

S M A R T  G O A L S  ( 3  M O N T H S )S M A R T  G O A L S  ( 3  M O N T H S )S M A R T  G O A L S  ( 3  M O N T H S )

• + 20% YouTube subscribers
• 50,000 video reviews
• + 15% watch time and website clicks



Part Four: 
Develop A Social Media Strategy - 
Description & Reasoning Behind Campaign Choice

D U R A B L E

Analyze performance + optimize content

“ Built for Real Life - YETI in Action”“ Built for Real Life - YETI in Action”“ Built for Real Life - YETI in Action”

S U C C E S S O U T D O O R

I  W I L L  B E  U S I N G  A N A LY T I C S
BY  T R A C K I N G  V I E W S ,

WATC H I N G  T I M E ,  C L I C K S ,
A N D  S U B S C R I B E R  G R O W T H .
A N D  I M P R O V E  BY  P O S T I N G
M O R E  H I G H  P E R F O R M I N G
V I D E O S  A N D  A D J U S T I N G

V I D E O  L E N G T H S .




