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Karmaloop 
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**This article was originally published in DMNews, January 2010: http://www.dmnews.com/creative-
solutions-from-stanford-alpine-chalet-pioneer-karmaloop/article/160378/ 
 
 

Stanford Alpine Chalet 
 
Situation 
 
The Stanford Alpine Chalet, a Tahoe, CA ski resort run by the Stanford Alumni Association, 
needed to modernize its e-mail marketing practices. The resort's had been using an in-house 
program — but it was time-consuming, and didn't allow for spur-of-the-moment messages. 
 
Geoff Armstrong, sales and marketing manager for Stanford Alpine Chalet, notes that it took 
weeks for e-mail messages to be approved by the Chalet, with several departments needing to 
sign off. "There was no way to say, 'Hey, we're a little light on guests this week, let's get 
something out," he explains.  
 
To clear the bottlenecks, the Chalet in August brought in StreamSend, an e-mail service 
provider. It implemented a program that included its "Share with Friends" feature, allowing the 
Chalet's e-mail subscribers to share messages through social networks including Facebook, 
Twitter, MySpace and LinkedIn. In addition, the data information that the company brought to 
the resort helped immensely, Armstrong says.  
 
"StreamSend gives us great detailed reports," he says. "Breaking it down by who's clicking has 
been a big help. It wasn't something that I had even thought of, so it was nice to realize that I 
could do that." 
 
Results 
 
Since partnering with StreamSend this summer, the Chalet reports response and reservations 
are up by more than 25%. It's also reduced marketing costs by more than half.  
 
-Nathan Golia 
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Pioneer Electronics 
 

Approach 
 
Pioneer Electronics wanted to increase sales for its 
new flagship navigation systems during the holiday 
season. The company employed word-of-mouth 
marketing firm PostRelease to build a display 
campaign that was featured on automotive forum 
pages. The banner ad, which ran on 55 automotive-
themed forums, promoted a rebate on Pioneer In-
Dash Navigation models.  

 
Results 
 
The holiday-themed banner, which ran from November 2 to November 9, saw a 60% click-
through rate.  
 
-Dianna Dilworth 
 
 
Karmaloop 
 

Approach 
 
Karmaloop, an online urban streetwear company, has 
a strong customer following. Sixty percent of its site 
traffic comes from visitors who head to the site 
directly. To reach more viewers, the e-commerce 
company created videos to engage its customers on 
the site, including an edgy broadcast called "The Daily 
Loop," as well as another recurring video series called 
"The Kelly Show," featuring a Karmaloop 
spokesmodel. 
  

 
Results 
 
Entering its second year, the site attracts 100,000 viewers a week, and has 30,000 Facebook 
fans and 16,000 Twitter followers.  
 
-Carol Krol 
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PRIVATE VIEW 
 
John Alderman 
Creative Director, Razorfish 
 
 

Potential customers are more likely to listen to their friends than you. This is nothing new. But 
the ease with which digital media allows those friends to communicate, and the scale and 
volume of communication, has changed things, and for a smallish merchant — like Stanford 
Alpine Chalet, which has 14 rooms — that effect means a lot. Cost-savings come from having a 
partner like StreamSend that can do the things a small staff can't handle, and the rest will be up 
to that staff in turning customers into believers.  
 
Pioneer took its rebate offer to the automotive forums where related conversations were 
happening. Fishing where the fish are is a smart move and it seems to have pulled off a nice, 
low-key but effective promotion because of the value and relevance of the offer. I would have 
preferred the posting to be under Pioneer's name rather than PostRelease, to make its 
presence feel more personal, but that would depend on how much commitment to the forum it 
wanted to imply.  
 
Viewers watch TV because familiar programs always change; likewise, consumers visit stores 
to see the new merchandise. Karmaloop manages to combine the essence of both of those 
principles with content that looks inexpensive and fun, and doesn't stray too far from why people 
are there: to buy cool clothes. All too often merchants expect a Web site to simply attract 
customers on the virtue of the upfront effort that went into building it. But Karmaloop's owners 
must have asked themselves not only how to attract visitors, but how to get those visitors to 
keep coming back to see more and then, hopefully, buy more. 
 

About the Author 

John Alderman is a Creative Director at Razorfish with special expertise in content creation, 
branded communication, and the power of networks -- and how they combine to create 
meaningful experiences. Alderman’s early work helped define the first commercial website, 
Hotwired, and later Wired News. During his time at Razorfish, this creative vision and content 
strategy has benefited clients such as Kaiser Permanente; PG&E; Visa; Disney; Harvard 
Business School Press; Intel and Yahoo. An award-winning writer and editor, Alderman has 
also written about the transformative power of the Internet, including Sonic Boom, a New York 
Times “Notable Book of the Year.” 
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About Razorfish™ 
 
Razorfish is one of the largest interactive marketing and technology companies in the world. 
With a demonstrated commitment to innovation, Razorfish counsels its clients on how to 
leverage digital channels such as the Web, mobile devices, in-store technologies and other 
emerging media to engage people, build brand loyalty and provide excellent customer service. 
The company is increasingly advising marketers on Social Influence Marketing, its approach for 
employing social media and social influencers to achieve the marketing and business needs of 
an organization. Its award-winning client teams provide solutions through their strategic counsel, 
digital advertising and content creation, media buying, analytics, technology and user 
experience. Razorfish has offices in markets across the United States, and in Australia, China, 
France, Germany, Japan, Spain and the United Kingdom. Clients include Carnival Cruise Lines, 
MillerCoors, Levi Strauss & Co., McDonald's and Starwood Hotels. Visit www.razorfish.com for 
more information.  Follow Razorfish on Twitter (@razorfish) and Facebook. 
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