ThirdChannel drives sales of technology-driven

product for Owlet with on-brand field force,
real-time tech insights

Challenge

Owlet, a technology-driven baby product manufacturer that tracks over 1 trillion baby heartbeats a year, needed to
address three key pain points:
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Build brand awareness Drive in-store sales Train store associates
for their new-to-market, technology- by converting parents to customers to effectively empower them to
rich product in local retailers and at with engagement and detailed drive future sales to customers.
community events product information

Action Plan

i
Owlet A team of ThirdChannel Field Agents who could identify with Not only was | able to educate consumers
4 on Owlet and how it uses pulse oximetry

technology, but | also promoted safe sleep

other parents were trained at great length to understand all the
key features of the Owlet product. Over the course of 9 months,
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practices during my visits — they loved it.
- Shannon R. (Owlet Field Agent)

they worked within 3 major retailers to:

& Collect millions of data points from the ground around how
to optimize Owlet's presentation and address parental concerns.

® Educate customers and associates to drive incremental sales, additions to baby registries and increased brand

awareness.

& Reported on inventory levels in stores and provided data to better understand opportunities at store level.
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Results

@ e~ BuyBuy Baby 3002 , 1019 Central Park Ave, Scarsdale, NY 10583, USA

(November 12, 2018 at 10:49 AM EST) by Shannon Ross|

Merchandising F .
Positives: 10 units have sold in the last four weeks. There was advertising about '
two weeks ago that went out to all Buy Buy Baby subscribers,

N Challenges: sometimes the tv doesn't work with the video. | have mentioned
and continue to ask when | am in the store both during visits or for shopping!
(Scarsdale is kind of my “home" store | shop inl)

Oowlet

Rest Assured.

Goals: Continue to help sales grow with positive interactions. Can | get more
brochures? | love using them in visits and would like to leave some as well. This &3
might help for those who wish to research and for staff who haven't been
trained

Read more.

OLikes | 3Followers | 3 Comments

Vetted, trained, authentic Field Agents educated ThirdChannel tech accelerated Owlet’s
more consumers, trained more sales associates ability to react.
and sold more product.

Field Agents respond to data and directives to exceed KPI's and improve sell-through. 0
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Program Information
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Key Retailers:
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