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cover letter /   The standard pitch goes something like this: “The digital and social world is 
changing at an exponential rate and these changes are driving the way we 
have to conduct business.” At this point in time that statement is not sage 
wisdom at all—it’s pretty much fluff. Of course these trends are impacting 
the way brands are operating. But this has been happening ever since the 
narrow adoption of the Internet. 

In my opinion, the right frame of mind is all about identifying both the long 
and short term trends for the brand—digital or otherwise—and activating 
them in meaningful ways. This is what enhances the value of that brand in 
the eyes of the consumer. And that’s what I’ve been able to do at 
SmartWool for the past 4 years and have seen real results. 

When I came to SmartWool, its total 
online presence was in its infancy. There 
was next to no audience on social, no 
relevant web presence, no approach to 
digital advertising... you get the idea. My 
goal was to build it from that level into 
maturity. 

In order to fulfill this goal, I was able to 
retool and deploy robust digital 
advertising programs with a 
programmatic average return on ad 
spend of 5:1 and a peak of 14:1. I built 
a site-retargeting program that averages 
8:1 year round when the business is 
primarily fourth quarter. 

I was given the greenlight to create and 
launch a digital content hub housing all 
of SmartWool’s branded content. And it even closes the loop by tracking 
incoming user data and feeds into our targeting matrix to build better target 
consumer models. Fast-forward four years and we’ve since grown from an 
audience of 52,000 followers to 212,000 total followers. 

My time at SmartWool has been all about rapid digital iteration. This 
constant evolution is extremely challenging to keep up with. Wholesale 
partners are struggling as well as owned revenue channels. And the future 
of marketing is going to be just as tricky. Payment methods and processing 
are just beginning to catch up to the times and consumers’ expectations 
are resetting themselves daily. The new resting pulse of consumers is to be 
always on, in all ways. Daunting right? Let me help you dial it all in.

Sincerely,

Jeff Snow
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