
 

 

DON’T JUST SET THE TIME 

SET THE TREND 



Table of Contents 
I. Executive Summary 

II. Market and Product Analysis 

III. Competitive Analysis 

IV. SWOT Analysis 

V. Target Selection 

VI. Campaigns 

  

VII. Objectives 

 i. IMC Objectives 

 ii. Media Objectives 

VIII. Media Campaign 

IX. Media Schedule 

X.  Strategic Summary Chart 

XI.  Appendices 

 A. Social Media Audit 

 B. Budget 

 C. Creative Samples 

  1. Social Media Posts 

  2. Print Advertisements 

  3. Storyboard 

 D. Perceptual Map  

 F.  Forecast Results 

 G. References 



Executive Summary 
Fossil Group, Inc. is a retailer specializing in consumer lifestyle and fashion accessories. 
This U.S. based company, founded in 1984, sells fashionable products such as handbags, 
watches, jewelry, sunglasses and wallets. With 14,500 employees, the company distrib-
utes its products to department stores, specialty retailers, and independent distributers 
in over 150 countries worldwide.  

In 2016, Fossil introduced a line of  wearable technology called Fossil Q. The purpose of  
this line was to create products that embrace fashion, technology, and fitness all in one. 
Our integrated marketing campaign will focus on the Hybrid smartwatch and the 
Touchscreen smartwatch. Both watches connect to your phone, are customizable, and 
have unique technological features. 

With a $5 million budget, and the current brand awareness of  the Fossil brand, we plan 
on growing the awareness of  the Hybrid and Touchscreen smartwatches through vari-
ous media channels. We aim to target individuals aged 18-34 that fall within the three 
following categories; stylish business men and women, fashionable fitness fanatics, and 
trendy college students. Our main idea is to integrate our slogan “Don’t just set the time, 
set the trend,” among Fossil’s social media, televised media, print media, website and 
physical stores to influence our targeted individuals to get ahead of  the upcoming 
smartwatch trend, as predicted by Gartner in 2017.  

Based on our research, in particular our social media audit, we discovered the importance 
of  using social media as a tool to communicate with Fossil consumers. Therefore, we aim 
to run our brand awareness campaign and advertise our sales campaign through social 
media, specifically Facebook and Instagram. Our campaigns strive to achieve creating a 
sense of  urgency for consumers to get ahead of  the upcoming smartwatch trend by buy-
ing a Fossil Q smartwatch.  



Market and Product Analysis 

Interest in smartwatches are consistently improving with 51% of  adults either having a smartwatch 
or having an interest in owning one. Sales are projected to reach 141 million units sold by the end 
of  2018 worldwide. Smartwatches are forecasted to account for half  of  all wearable unit sales 
worldwide by the end of  the year as well. It is predicted that in 2020 over 170 million units of  con-
nected wrist-wear devices are going to be shipped. The entire market includes 325 million connect-
ed wearable devices. 
 
Smartwatches are often given as gifts. The $200 mark is often seen as the ideal amount for gifting 
wearable technology products to close family members. This amount approximates current retail 
prices for high-end fitness bands, smart earbuds, low-wearable cameras, and low-end smartwatches. 
For smartwatches, consumers see making calls and texts as the most important features of  the de-
vice. Another important feature is the fitness tracking on the device to measure different aspects of  
their normal day as well as their workouts. The device should be able to record the user’s heartbeat, 
steps, and calories burned throughout the day. Users also expect all the normal components of  a 
watch. With all of  these expectations, style is also an important factor. 
 
In the second half  of  2017, Fossil launched 14 new hybrid and smartwatches and added them to 
their already extensive line of  high quality watches. In response to the release of  the new smart-
watches, Fossil captured 4.49% of  the worldwide smartwatch market and 10% of  the national mar-
ket in the 4th quarter of  2017. The company has been making several investments to improve digi-
tal marketing and drive online sales. E-commerce is essential for the sales of  wearables. Fossil also 
introduced several new campaigns, including campaigns with celebrities Austin Mahone and Kristen 
Bell, to promote the Smartwatch. Wearables represented almost 20% of  the company’s watch sales 
in the fourth quarter in 2017. Fossil is planning on adding new brands to its smartwatch lineup in 
2018 as the wearable business is expected to grow $32 billion by 2020. In 2016, Fossil introduced 
the “New World Fossil” program. This program was used to begin a transformation in the company 
to fuel efficiencies, improve margins, and enhance the overall operating structure of  the business to 
drive profitability. “New World Fossil” helped Fossil cut its cost by $95 million in 2017.   



Competitive Analysis 
Fossil's main competition in the smartwatch industry consists of  the following companies: Apple, Hauwei, 
Lenovo, LG, Martian, Misfit, Nokia, and Samsung. These brands are all competition because they take 
away from the Fossil brand and Fossil sales. Currently, Apple makes up two thirds of  all smartwatch sales. 
However, though their sales went up in 2017, their market share lowered, due to Fossil's launch of  new 
smartwatches and Hybrid watches. Fossil now holds 10% of  the market. Companies like Huawei and 
Motorola have already stepped up their wearable designs significantly, but companies like Fitbit are going 
to have to spend more on improving the design of  their products to keep pace with the likes of  Fossil. The 
industry is becoming more complex in terms of  consumer needs. Companies like Fitbit and GoPro have 
lost sales due to the specificity of  their products. They are having new product launches to increase prod-
uct diversity. Fitbit will launch its first GPS smartwatch as well as its first headphones. Due to Apple’s 
popularity and their strong integration of  all their products they are the lead competitor to Fossil. Some 
other strengths that the Apple watch has include its battery life, various fitness features, and getting notifi-
cations directly for ones phone. However, the Apple watch does not always have the best coverage, and it 
does not have every app the iPhone has. 
 
Other Android watches also have some advantage and disadvantages. These other watches have advantages 
more for Android phone users than for Apple users. These watches are more compatible with their phones 
than they would be with iPhones. They handle notifications and your responses without delay, provide all-
day battery life, swiftly handle voice transcription and Google Assistant questions, and provide casual fit-
ness tracking. Their buttons and screens are responsive. They look and feel like good watches. Other An-
droid watches include features such as fitness tracking (heart rate, calories burned, climbing heights, dis-
tance traveled, sleep time, etc.), dust and water resistance, compass, decent battery life, and unique designs. 
However, some disadvantages to these watches include the price compared to the Apple watch being signif-
icantly higher, difficulty charging, and more complex software which are not as compatible with 
iPhones.  Fossil’s main attraction is their sleek design in their watches. They perform as a smartwatch but 
still have the traditional watch design. 

 



SWOT Analysis 

Strengths 

Opportunities 

Weaknesses 

Threats 

Fossil has a very wide distribution network. The company 

distributes its products globally through various distribution 

channels, including wholesale, retail stores, online, and 

through third party distributors. The company also has a 

strong portfolio of brands and retail price points. The compa-

ny offers an extensive line of men’s and women’s accessories. 

In the company's watch collection, core retail price points 

range from $7 in the mass market channel to $3,795 in the 

luxury distribution. A majority of its collections; however, 

range from $85 to $600.  

Fossil’s main weakness is its dependence on few 

sources for certain key components. The company 

currently purchases a number of key components 

used to manufacture the products from limited 

sources of supply. Any interruptions in this supply 

can affect the company’s ability to meet deadlines 

and scheduled product deliveries. This also exposes 

the company to risks of price increases and quality 

assurance problems.  

The two main opportunities for Fossil include the grow-

ing online retail channel and a positive outlook for the 

jewelry and watch market. The growing preference for 

consumers to shop online has boosted online sales in the 

U.S., Europe, and Asia. Total e-commerce sales have 

grown significantly. The online channel, due to several 

key characteristics such as convenience and lower costs, 

is likely to be a key driver for sales growth in the near 

future. Lastly, the U.S. jewelry and watch market grew 

1.6% in 2014.The company has a very strong presence in 

this market.  

Labor wages have been increasing in the U.S. and Eu-

rope, which will negatively affect the company’s cost 

structure. This could impact the margin expansion ad-

versely and affect the company’s profitability. Also, the 

counterfeit market has been growing in the recent 

years. The abundance of counterfeit goods  is affecting 

the sales of branded products. Fossil faces a threat of 

loss in sales due to low quality counterfeits reducing 

consumer confidence in the company’s products. Lastly, 

Fossil operates in a highly competitive and fragmented 

business environment, which could easily affect their 

market share.  



Target Selection 
 The type of  person that buys Fossil smartwatches are those that are innovators, achievers, and 
experiencers. They are looking to target young people, particularly those in the millennial generation. 
Fossil breaks down their audience into the following three groups: young achievers, midlife success, and 
midtown mix. The first main group that they are trying to target can be classified as “young achievers”. 
There are approximately 8,652,118 households in the U.S. with a median household income of  $22,352. 
Within the “young achievers” there is a sub segment labeled the “Metro Grads”. These people are at a 
lower mid-scale social status. We can usually find this crowd in urban and metro neighborhoods.  They 
are couples and single individuals under the age of  55. Some of  them have children, but most do not. 
Metro grads are settled into suburban areas and cities and usually attend sporting events and operas. 
The second main group of  people is called “midlife success”. They mostly have a six figure income with 
professional positions, but this segment can also be extended to the middle class. They belong to com-
munities in urban and suburban areas. They love to stay up with the latest technology and financial 
products. They also exercise and travel frequently. There are approximately 11,104,228 households in 
the U.S. with a median household income of  $75,225 within this group. The third main group is the 
“midtown mix”. These people are primarily renters who are younger and part of  the mid-scale social 
class. There is a mix of  singles and couples who are very active socially and like to listen to progressive 
music. They are very tech savvy and like to acquire the latest consumer electronics. They usually drive 
small imported cars and go to bars, health clubs, and restaurants.  

 Our campaigns will be targeting the following groups which we define as, the fashionable fitness 
fanatics, stylish business men and women, and trendy college students. A typical fashionable fitness fa-
natic will exercise daily, values material and technology that he/she uses while exercising, and enjoys 
sharing workouts and fitness aids on social media. This individual will fall in the late teens to early 
twenties. The stylish business man or woman will be in their late twenties to early thirties, have accu-
mulated a medium to high income, and interacts with people daily. This individual  is constantly on the 
go and values making a good first impression in the workplace by utilizing well-known branded clothes 
and technology. Finally, the typical trendy college student is highly motivated and active on campus and 
social media. He/she has little income but strives to save for higher priced items. This individual also is 
highly influenced by his/her peers and relies on word of  mouth information. The main value from these 
three targets are that they all utilize technology, and value following trends and the opinions of  those in 
each of  their different networks.  



Campaigns 

Brand Awareness 

#FossilQTrend 

 Our brand awareness campaign will run from July 
1st, 2018 until September 30th, 2018. During this time, we 
will be running a social media trendsetter contest on Face-
book and Instagram. The contest entails participants to post 
a one minute video or photo with #FossilQTrend showcas-
ing what makes them trendy. Individuals with the top 100 
likes will receive a free Fossil Q Touchscreen smartwatch, 
and the next top 100 likes will receive a free Fossil Q Hy-
brid smartwatch. In July, we will focus on showcasing our 
commercial and promoting the contest through social media 
and print advertisements. We plan on running the commer-
cial during the shows Shark Tank and the Bachelor. We 
plan on launching our print ads in an issue of Cosmopolitan 
and in an issue of Forbes. The social media contest itself will 
run from August 1st to September 30th, with winners an-
nounced shortly thereafter. Our goal for this campaign is to 
grow the awareness of Fossil Q smartwatches among 
trendy individuals through our social media. We hope to 
grow our audience by using the free smartwatch incentive 
and entice others to join and spread the word through a 
competitive spirit. We also aspire to grow awareness for the 
brand through our commercials and our print advertise-

ments.  

 

Our sales campaign will run from October 1st, 2018 until 
December 31st, 2018. Our holiday campaign, titled the 
Winter Watch, and Wallet deal, involves a sales incentive 
with the Fossil RFID wallets. Until supplies last, individu-
als that buy a Fossil Q Hybrid smartwatch and get $20 off a 
select RFID wallet, and individuals that buy a Fossil Q 
Touchscreen smartwatch get a select RFID wallet for free. 
The select wallets will be any RFID wallet that is up to 
$45. With RFID wallets being an integration of technology 
and fashion, this Fossil product has similar value to the 
Fossil Q smartwatches. Our campaign will be promoted 
through all of our media outlets beginning October 1st, and 
the deal will be available for consumers starting Black Fri-
day and will run until supplies last.  We also plan on adver-
tising our sales campaign through print advertisements. 
We will launch the print ads in an issue of Cosmopolitan 
and an issue of Forbes. The goal of this campaign is to cre-
ate a sales incentive for consumers to purchase a Fossil Q 
smartwatch as soon as possible during this time frame as 
opposed to other brands of smartwatches.  

Sales 

RFID wallets use technology  to  pro-

tect RFID based credit cards and ID 

cards  and their data from being ob-

tained by intruding readers. 



Objectives 

Marketing Communications 
 Increase brand awareness by 12% by engaging in 

social media discussion with target markets 

 Increase exposure towards campaign by  placing 

print advertisements in selected magazines 

 Increase sales by 16% through holiday sales in-

centives 

We aim to communicate our slogan, “don’t just set the 
time, set the trend” to our consumers across all media 
channels. Following our research, we found Fossil’s 
brand image is set by trendy individuals.  Also, accord-
ing to Gartner’s 2017 Hype Cycle, which displays in-
novative technologies along a curve that describes how 
many years until a technology will be commonly used, 
smartwatches will reach their “plateau of  productivi-
ty” in 2-5 years. The plateau of  productivity is when 
mainstream adoption of  the smartwatch occurs. An-
nette Zimmerman of  Gartner states in her analysis of  
smartwatches that, “smartwatches will find their way 
into enterprises as consumers will want to connect 
them to their work phone to receive messages and for 
calendar function on their watch” (Zimmermann, 
2017).  With Fossil’s brand image being based on 
trends and findings stating that smartwatches are 
about to take off  in popularity, our big idea is to use 
our slogan to inform our target groups that by buying 
it now, you will be ahead of  the crowd; therefore, 
“setting the trend.” This will bode well with our target 
markets who are tech savvy individuals that value ap-
pearance. Our positioning statement is the following: 
To communicate to trendy individuals that the Fossil 
Q Hybrid and Touchscreen smartwatches provide both 
technological assistance and style by offering a high-
tech and tasteful designed smartwatch.  



Objectives 

Media 
 Use social media and broadcast media to provide 

coverage to our target markets during a 6 month 

period 

 Increase interaction with social media user by 15% 

 Build a relationship with consumers through social 

media campaign 

We hope to achieve a large amount of  impressions by 

integrating our slogan, “don’t just set the time, set the 

trend” into both of  our campaigns and all forms of  me-

dia. Our brand awareness campaign will run on social 

media,; therefore, we hope to receive a majority of  im-

pressions from Facebook and Instagram. With 79% of  

online adults using Facebook, 32% of  online adults us-

ing Instagram, and the cost effectiveness of  social me-

dia, we hope to gain a large ROI from the brand aware-

ness campaign. Furthermore, 75% of  Facebook users 

claim they use Facebook daily, and 50% of  Instagram 

users visit Instagram daily. With this statistic, we hope 

to maximize exposure to our target audience by provid-

ing continuous distribution. 

The goal of  using televised and print media is for our 

target markets to not only gain awareness of  Fossil Q 

and our campaigns, but also to be motivated to visit our 

social media, website, and physical store locations. By 

using the same slogan and message across our digital 

and traditional media, we aim to gain greater exposure 

and interaction among our target markets.  



Media Campaign 

*Forbes gets 6.5 million readers for a copy of  the 
magazine; therefore, 6.5 million x 2 
 
*Cosmo gets 16,600 impressions for a copy of  the 
magazine; therefore, 16,600 x 2 
 
**.9rating/4 shares (Shark Tank) = .225 HUT or 23 
HUT 
Shark Tank = 4.01 million viewers / 23 = 174,348 x 
10 = 1,743,840 
  **1.7rating/6 shares (The Bachelor) = .283 HUT 
or 28 HUT 

The Bachelor = 6.24 million viewers / 28 = 
222,857 x 10 = 2,228,570 
 
***For Facebook an ad will generate 63,500 impres-
sions; therefore, 63,500 x 14 = 889,000 
   ***For Instagram an ad will generate 2,475,000 
impressions; therefore, 2,475,000 x 14 = 34,650,000 

Research Behind the Numbers 



Media Schedule 



Strategic Summary Chart 

Primary Research Action 

Less than 12% of  the Facebook comments 

are negative 

This reflects the product is generally well-liked on 

social media. We will advertise on social media to 

spread the positive word-of-mouth.  

On all Fossil social media, 90% of  the cap-

tions on social media posts were playful and 

short 

In our commercial and social media posts, we will 

keep information short and concise. We will also  

avoid hard selling on all advertisements. 

Fossil replied to all comments on Facebook 

and Twitter that were expressing a negative 

experience with their product 

This showcases that Fossil values all customer re-

lationships. We aim to extend this relationship 

through our campaign. We will ensure that every 

comment has a proper response.  

On Pinterest, female models were repre-

sented in 124 photos while male models 

were only represented in 40 photos. 

We plan to target more equally to men and women 

through our campaign to get more people into 

buying the product.  

Comments on Facebook included people 

wanting the product as a gift. 

Create a sales campaign emphasis during  the gift 

giving season.  

Fossil Q watch campaign with Kristen Bell 

and Austin Mahone did not receive a high 

ROI in terms of  social media response. 

Comments were directed more towards the 

character of  the celebrity.  

Our campaign will avoid using celebrities . Celebri-

ties overshadow the product. Instead, we will use 

models in our campaigns.  



Appendix A. Social Media Audit 

Appendices 

Facebook 

With Facebook remaining the most popular social 

media platform, we plan on using it as our most 

prominent social media. A large part of  Facebook is 

learning about information from your direct friends. 

Recommendations from direct friends by the shar-

ing Facebook features are more likely and influen-

tial than from strangers. Therefore, our hope is 

when an individual who falls within one of  our tar-

get groups is exposed to our campaigns, they will 

share the information with their peers who hold 

their similar values. Facebook is a low cost and high 

return form of  digital media marketing. Our main 

expense for Facebook will be the amount we spend 

on boosting posts. This Facebook feature helps so-

cial media posts reach a larger audience by expos-

ing it more frequently. The following graphs depict 

research from our social media audit, in which we 

found the largest interaction being “likes” and the 

most common comment being neutral. Our poten-

tial reach by using Facebook is 100,000,000, with an 

average of  63,500 daily reach results.  



Appendix A. Social Media Audit 

Appendices 

Instagram 

 

We will also advertise our campaigns heavily on In-
stagram. As of  January 2018, 64% of  Instagram us-
ers are aged 18-29, which captures a large portion of  
our targeted age group. Our hopes for Instagram is 
to gain exposure by paying to be on the news feed as 
well as providing attention-grabbing and conversa-
tion-starting media. Much of  Instagram’s content is 
discovered through the popular page and by viewing 
what peers interact with. Our social media audit 
found that November received the most Instagram 
likes. Therefore, we will be sure to push our sales 
campaign in November heavily on Instagram. Our 
social media audit also found that there was minimal 
negative feedback on Fossil content.  While there is 
minimal negative feedback, our goal is to reply and 
aid any negative comments in order to maintain a 
good image. Finally, Instagram’s hashtag feature is 
popular for searching certain photos. It is common to 
see parties and events create hashtags specifically for 
Instagram to keep all of  the photos in one place. We 
will be running our social media contest, 
#FossilQTrend, on Instagram as well, and our goal 
is for contestants and prospective contestants to 
monitor this hashtag.  



Appendix A. Social Media Audit 

Appendices 

Twitter 

Our objectives for Twitter are to post content daily, inter-
act with consumers, and increase the ratio of retweets to 
favorites. We will use Twitter to maintain and grow rela-
tionships with consumers. A goal during the six months is 
to create witty and aesthetically pleasing content to main-
tain and emphasize the Fossil brand’s personality.  

Pinterest 

Our primary research on Pinterest found that there is a 
large variation of photos showcasing Fossil products. Our 
goal is for consumers to observe the trendiness of the 
Fossil Q smartwatches by observing the aesthetically 
pleasing photos on the Fossil board.  

YouTube 

Fossil’s YouTube account has a good ratio of likes to dis-
likes on videos. Our research found that the videos range 
from celebrity endorsements, personality, and “how to” 
videos.  



Appendix B. Budget 

Appendices 

1&2.Facebook and Instagram Advertising:  We have a daily budget of $8,000 
for 13 weeks and a day. According to the ad creator on Facebook, we would 
be spending no more than $56,000 per week. Therefore, $56,000 x 13 = 
$728,000; $728,000 + $8,000(one day) = $736,000. This number applies to 
both Facebook and Instagram because all of our social media will be inte-
grated. For our Facebook advertisements, we will look to see which posts are 
doing well, and we will boost those posts. 
3. Watches Given to Winners:  There are 200 winners total for the contest 
(100 smartwatch winners and 100 hybrid winners). The cost for each smart-
watch is $165; therefore, $165 x 100 = $16,500. The cost for each hybrid 
watch is $125; therefore, $125 x 100 = $12,500. $12,500 + $16,500 = 
$29,000. 
4. Wallets Given during W Campaign:  The wallet chosen has a price up to 
$45. We took half off to account for the markup which turns into $22.50. We 
are giving away 7,000 wallets. 7,000 x $22.50 = $157,500. 
5. Wallet Discount During W Campaign: The discount to the wallets is $20. 
We took half off to account for the markup making the discount $10. We are 
giving away 7,000 wallets. 7,000 x $10 = $70,000. 
6. TV Commercial Bachelor:  One commercial slot for The Bachelor is 
$139,629. We plan to show 10 commercials (one per month with pulsing in 
September, November, and December), so $139,629 x 10 = $1,396,290. 
7. TV Commercial Shark Tank:  One commercial slot for Shark Tank is 
$100,559. We plan to show 10 commercials (one per month with pulsing in 
September, November, and December), so $100,559 x 10 = $1,005,590. 
8. Print Advertisement Forbes:  One spot in Forbes for one page with four 
colors is $169,998. Since we have two print ads, $169,998 x 2 = $339,996. 
9. Print Advertisement Cosmopolitan: One spot in Cosmo for ½ page with 
color is $226,300. Since we have two print ads, $226,300 x 2 = $452,600.   
10. Song Licensing: Through research we found that a band to cover a song 
would cost about $2,900. 



Appendix C Creative Samples: Social Media 

Appendices 



Appendix C Creative Samples: Social Media 

Appendices 



Appendix C Creative Samples: Social Media 

Appendices 



Appendix C Creative Samples: Brand Awareness Print Ad 

Appendices 

Print Advertisement Information 

Media Vehicle: Forbes 

Edition: July 25th “Top Millennial 

Advisors” issue 

Demographic: 49% male, 51% fe-

male, 50% increase in millennial 

readership 

Cost:$169,998 per one page ad 

 

Media Vehicle: Cosmopolitan 

Edition: July 6th issue 

Demographic: 77% female, 23% 

male, 28 median age 

Cost: $21,000 per one page ad 



Appendix C Creative Samples: Sales Print Ad 

Appendices 

Print Advertisement Information 

Media Vehicle: Forbes 

Edition: November 28th “Best 

States for Business” issue 

Demographic: 49% male, 51% fe-

male, 50% increase in millennial 

readership 

Cost:$169,998 per one page ad 

 

Media Vehicle: Cosmopolitan 

Edition: November 16th issue 

Demographic: 77% female, 23% 

male, 28 median age 

Cost: $21,000 per one page ad 



Appendix C Creative Samples: Storyboard 

Appendices 



Appendix C Creative Samples: Storyboard 

Appendices 



Appendix C Creative Samples: Storyboard 

Appendices 

Show: ABC’s Shark Tank   

Cost: $100,559 per commercial  

Cost per Rating Point:$100,559/.9= $111,732 

Demographic: Male and Female, 25-54 years old 

   

Show: ABC’s The Bachelor 

Cost: $139,629 per commercial 

Cost per Rating Point: $139,269/1.7= $82,135 

Demographic: Majority female, 18-49 years old 

Commercial Information 



Appendix D Perceptual Map 

Appendices 



Appendix F Conservative Forecast Results 

Appendices 

Research Behind the Numbers 
 

Market Potential (Revenue): Fossil has a 10% market share with sales of  12,100,265. Since there are two watches, we 
divided their total by 2 to get 6,050,133. With this information we multiplied 6,050,133 by 12% (What we hope to 
get the percent up to) = 726,016 / 10% their current market share) = 7,260,160.   
 
Unit Sales:  Market Potential / Avg Unit Price 
 
ROI:  (Market Potential (Revenue) - Total Cost ($4,925,876)) / Total Cost 



Appendix F Ambitious Forecast Results 

Appendices 
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