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Would You consider other

cial media like Pinterest? Why or why not?

and (b) why you expect

respond to it.

| “Coming from a rewards and loyalty background, I
‘often wondered how to combine the best of rewards
and commissions with the
expanding universe of social
media,” says Jennifer Katz,
ler and chief executive
»f StuffDOT, Inc.
r, it seemed really
s benefiting from all
J= were providing for free
.:ois creating all this online
{eom their efforts,” says Katz.
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unfair that only a fc
the content millions
online. I believe the
content deserve to berict

StuffDOT™, Inc.: Rewarding Users for Actively Shopping and Sharing!

“Thinking about this, one day our marketing di-
rector came into a meeting and explained how a re-
ally cute anchor bracelet that she posted on a
social-sharing site went viral. But now she faced a
six-week backlog to purchase it. So we all said, if she
made a commission on every anchor bracelet that
was sold because of that one post, she could have
bought five. Right then and there, StuffDOT was
born,” explains Katz.

While the young social network is con-
stantly changing, its beginnings offer a valuable

case study.
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StuffDot is designed to be the all-
in-one site for online shopping
and sharing. StuffDOT’s vision is
to reward users for what they are already doing online.
Most other sites tend to keep all the affiliate fees and
commissions for themselves. StuffDOT, however, en-
ables users to benefit from all this online shopping and
sharing. This is the first time, to StuffDOT’s knowl-
edge, that a firm has developed a platform where the
people posting to social media are the same people
who are rewarded for it. In addition, the StuffDOT
team has added coupons, cash-back shopping from
thousands of retailers, and a feature that allows users
to create their own stores, called DOT shops.

“We chose the brand name StuffDOT because it was
catchy and [we] felt we could really build on it,” says Katz.
“With the name StuffDOT, we could use Stuff, DOT, and
StffDOT, which also gives flexibility. The name also is
great for campaigns like ‘CareDot,’
‘Spot the Dot,” or ‘Stuff I Like.’
The team tried other names, but
they just didn’t have that fun sticki-
ness that the name StuffDOT

does,” says Jennifer Katz.

The StuffDOT team also tried
and tested several different logos
before coming up with the mem-
orable, attention-getting logo
shown above. People see the or
ange dot as friendly, familiar, an
eye-catching and it has proven
be an easy logo to build on

HOW STUFFDOT
WORKS

Kelsey Fisher, StuffDOT’s cre-
ative director, explains what a
“Dot” is and the steps in “Dot-
ting”—keys to understanding how
StuffDOT users earn and redeem
their resulting commissions.

What Is a “Dot”?

“Dots are posts ranging from prod-
ucts, to Do-It-Yourself projects, to
recipes, to funny videos and ran-
dom photos,” Fisher explains. “A
dot is something posted to view, to
share, or to track for a future

Courtesy of StuffDOT, Inc.

Kelsey Goin
Edit Your Profile
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Earning and Redeeming StuffDOT
Commissions

45
Bins

‘Dot It’ button to your toolt u
“Dot or post items you ‘like’ o
on that button on your toolbar.
you are browsing Macy’s online
something you like, you can click
button in your toolbar and it will
your StuffDOT page.

. “Watch your commissions grow as peop
buy, or click on the stuff you've ‘dott
can also earn commissions on your own py
chases!” Fisher says. y

$78.81
REWARDS

i

So how does an online user ac- -
tually earn commissions?
When a user finds things they
want to share or purchase op-
line, they dot or post the :
to StuffDOT. If the item ap-
pears with a sticker showin ;
commission percentage, this
means it is from one of Stuff-
DOT’s retail partners and is
commission-eligible. :

When a dot leads to a p\iy
chase or a click-through view,
a share by the ‘dotter’ or some-
one else, the dotter will receive
a commission. Users can
earn commissions by p
and purchasing their own.
Once a user’s balance &
$15, they can start reds
gift cards from a variety of pop=
ular retailers.” 2

ENHANCING
STUFFDOT’S U
FRIENDLINES

A challenge

team is
having |





image3.jpeg
| Android 30D, 0r 108 app.” he sy O Vebsit,
| Recent updates and featureg no{v e
| ysers more ways .to earn commission

many features to its mobile apps (ph
has added the flexibility to share, sho,
where at any time. Some othe; ex
friendly features include:

able StuffDOT
ns. By moving
0t0), StuffDOT
P, and earn any-
amples of user-

o Retailer List. Adding a
list of retailers and their
commission percent-
ages lets StuffDOT
shoppers know the ex-
act rewards from each
store. Also, users can
discover reward- i
ble shops they di
even know abou

o Search St

Deals. User:

search for

and deals f

DOT’s retai

out leaving

StuffDOT

can then finc

and buy commis
eligible items in one
easy-to-use platform.

o Commission Status. coyrtesy

The redesigned com-

missions section shows

users the values of their lifetime, current, and pend-

ing commissions. So they can track their purchase

m their purchases are

of StuffDOT, Inc

commissions and confir
commission-eligible.

MARKETING STUFFDOT

itial marketing efforts on
(2) the StuffDOT Intern-
Program, and (3) s0-

SwffDOT has focused it in
three areas: (1) partnerships,
ship and Campus Ambassador
s ips i line affiliate
4 tnerships include online
mfm‘-:’l;hitp ;;vc users access 10 OVer ZO,QOQ on-
s that share affiliate fees and commissions.

Tetailers to,crea o
benefit users anq otk
;:;‘" 1f:°r example, a recent

T of running shoes for signi 7
and dotting, Thig notU;:‘lmb?up"
brand of i Ll
b running shoes, but it also

ase for StuffDOT.

The StuffDOT internship and campus amba
program (photo) not only gives students a rich experi-
ence working in new social media, but it has greatly
enhanced the benefits of the StuffDOT platform. Stu-
dent interns work both at the home office and on cam-
pus to create StuffDOT promotions. Depending on
their interests, students
may focus on organizing
. new-user workshops and
street-team promotions or
| finding new partners and
~ users through social net-
works. StuffDOT is look-
ing continuously for new
Campus Ambassadors.

Social-sharing features
throughout the StuffDOT
- site make it very conve-
'~ nient for users to share
items with friends or
family. For example, a
student who wants a new
laptop for her birthday
can share that item with
friends on Facebook, and
she can also e-mail that
item with an embedded
link to her parents as a re-
minder. That student can
also earn a StuffDOT reward on the purchase—a
“double” birthday present.”

CHAPTER 19 Using Social Media and Mobile M:

Questions

1 What recent StuffDOT actions have added to its
user-friendliness?

2 (a) Who are StuffDOT’s major competitors and
(b) what point(s) of difference should StuffDOT
use to distinguish itself from them?

3 How should StffDOT be marketed so that it
comes an integral part of everyday life? Al

4 How can the team create “buzz” for
grow its user base most effecti
media platforms (like Facebook
(b) using its own website? :





