BRICKFISH® CASE STUDY - THE NORTH FACE®

Challenge

The North Face looked to the Brickfish network to
promote its 40-year anniversary and the launch
of their new e-commerce store. The goal of the
campaign was to raise awareness and purchase
intent among young, outdoor enthusiasts,

ages 18-40.
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Results

In just 60 days, the campaign generated over
2,600 photo entries from consumers, which were
then virally shared on over 1,600 URLs across the
Internet, resulting in more than 500,000 total
consumer engagements. Each campaign
participant engaged 15-16 times and spent

an average of 14.7 minutes with the

brand’s campaign.

- Tony Nguyen
Interactive Mtg. Coordinator
The North Face

Rex, Winner and Brand Evangelist . . *
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Campaign
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Campaign is launched on
Brickfish.com® and through email
and print advertising campaigns.

Over 2,600 consumers
submit their “outdoor
adventure” photos.

Consumers share the campaign and
their photos with their social networks.

The campaign reaches
over 1,600 URLs and
spreads across the
country, generating o
over 500,000 consumer i
engagements. T
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