Humminbird SMARTCAST – Public Relations

Situation

A fishfinder is a sonar device used by recreational and professional anglers.  SMARTCAST is a wireless fishfinder that represents a major revolution in recreational fishfinding technology.  Whereas most fishfinders must be attached to a boat, SMARTCAST is entirely portable and includes a version that can be worn as a wristwatch.

McRae handled the national public relations launch of this amazing product, as well as all advertising, point-of-sale materials and package design.

Approach

The primary audience for SMARTCAST is men age 18 to 45.  They are casual fishermen who may or may not be familiar with fishfinders or fishfinder technology. Because of this, McRae highlighted the wrist-mounted product’s innovative features and “cool” factor.

In order to provide the most cost-effective means of communicating before a mass national consumer audience, McRae targeted select national news editors.  These editors represented a significant cross-section of general news, sports and technology beats, which were ideal sections for coverage of this product.

McRae arranged for product demonstrations with reporters on a one-on-one basis.  This provided the media with opportunities to interact with the Humminbird R&D staff that developed the product.  The SMARTCAST R&D team provided compelling stories about developing the product around consumer usage patterns and price sensitivities.

McRae also shipped SMARTCAST to selected outdoor editors for trial by their fishing reporters.  Great care was taken to describe the product’s strengths and limitations throughout this process to enhance the chance for a favorable review.

Results

McRae’s strategy and implementation resulted in SMARTCAST being featured in hundreds of newspaper, magazine, television and online stories.  Nearly 15 million readers were exposed to SMARTCAST through print media, with additional consumers reached through the television and Web coverage.

Publications that featured SMARTCAST, targeted because of their strong, male readership, included USA Today, Popular Mechanics, Playboy and FHM.  The Associated Press developed a feature story that resulted in a very strong, positive article that appeared in small, mid-size and large newspapers throughout the country.

Just as important, the news articles highlighted the core messages about the product’s innovative features and “cool” factor as described by McRae.  The product received favorable reviews, was well positioned in the marketplace, and generated tremendous excitement among consumers.

