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ALLSAINTS: #itsuptoyou UGC campaign boosts traffi c and sales

British fashion retailer AllSaints was looking to reach 
new audiences and engage existing customers in new 
ways. The brand also wanted to showcase how global 
consumers were styling themselves with its clothes and 
working AllSaints items into their overall fashion ‘look’.
The retailer chose to run a global UGC campaign 
across social media using the hashtag #ItsUpToYouu 
and worked with Olapic to help manage and select the 
images that were set to pour in.

The campaign began with an internal soft launch 
that enabled staff members to understand the 
campaign and encouraged them to get involved by 
uploading their own photography. 

When the campaign offi cially launched externally a 
week later, all stores already had seeded consumers’ 
imagery, displayed across channels such as the point 
of sale, in a specifi c gallery on AllSaints’ website, and 
on social media profi les. 

The #ItsUpToYou campaign was supported by 
a strong multi-channel communication strategy, 
including promotion through a campaign-specifi c 
video, social advertising, and across the brand’s 
homepage and email assets. AllSaints directed 
the audience to the gallery page so people could 
immediately see and engage with the user-generated 
content resulting from the campaign. 

Alongside AllSaints own channel promotion, the 
campaign also benefi ted from collaboration with 
new and existing infl uencers, bloggers, and popular 
Instagrammers, helping extend the reach beyond a 
typical target audience.

Six weeks after the campaign launch, the positive 
results were clear. The brand’s promotional video 
reached 11 million views, the infl uencers network 
brought 323,000 engagements and the campaign 
reached a further 17 million people organically. 
During this period, 66,000 users visited the 
campaign website gallery, with 48,000 of them being 
net new visitors, and 82% of all gallery visitors 
returned to allsaints.com. 

Furthermore, the campaign also attracted the 
media with press coverage in ELLE France, Fashion 

Mag and Drapers.

The volume of website visitors surpassed all 
expectations, and the engagement also led to direct 
revenue, with £12,000 in sales being generated from 
people who interacted with the user-generated content 
on the gallery page. This is a defi nitive testimony to 
the power that real consumer imagery can have in 
infl uencing purchase decisions.

“We were extremely pleased with the results of 
the #ItsUpToYou campaign and the Olapic team and 
technology played a signifi cant part in making it 
happen,” says Cass Gowing, Global Social Media 
Manager at AllSaints. “Utilising UGC and empowering 
our global customers through the celebration of 
their unique and individual style is a key strategy for 
AllSaints moving forward. We are planning to roll out 
more campaigns with Olapic as well as integrate UGC 
into our BAU strategy through an evergreen gallery 
and a widget on our product pages. We’re excited to 
see the next stage of results”
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PEPE JEANS: #GetItOnChallenge uses video UGC to drive product launch

Earned content can be an ideal way to launch a 
new product, stirring up interest and creating 
a buzz around the product. This is exactly 
what Pepe Jeans London had in mind with its 
#GetItOnChallenge for the launch of its new 
Powerflex jeans.

The idea was that the jeans are so springy that 
you can (possibly) put them on with no hands. 
The company took an interesting path: starting 
with a celebrity endorsement to kick start a UGC 
campaign. It employed Georgia May Jagger – 
model daughter of deft hip-swinger and Rolling 
Stone, Sir Mick Jagger – to get the ball rolling, 
filming her wiggling her way into the jeans with no 
hands and laid down the #GetItOnChallenge across 
social media, looking for people to send in videos 
of themselves wrestling into the jeans – enticed 
with a free pair of jeans if they succeeded.

The brand promoted this campaign across multiple 
channels and initiatives: First, through a network 
of well-known Instagram and Youtube infl uencers, 
asking them to post their own videos accomplishing 
the diffi cult task; then through instore promotions 
prompting more challenges to take place at many 
of the retailer’s global locations; and lastly through 

a variety of other communications including social 
media advertising, dynamic email marketing, PR 
placements, print displays, e-commerce pages and 
above the line advertising.

In just over one and a half months, more than 
1,500 people across 25 countries participated in 
the brand’s campaign, surpassing its expected goal 
of 500 consumer videos by over 300%. The initial 
promotional video received more than 2 million 
views on YouTube, and the campaign reached 
33million people globally.

“We had the diffi cult challenge of promoting our 
new Powerfl ex jeans with a campaign that involved 
getting people semi-naked in front of a camera,” 
explains Txerra Pardinas, Head of Innovation and 
Social Media at Pepe Jeans London. “This is why 
it was important to promote our UGC video gallery 
across all channels to inspire others to take the 
challenge once they saw that so many others, 
including infl uencers they like and trust, were already 
doing it. Olapic was very supportive in the planning 
and development of this campaign, helping us 
aggregate the enormous volume of content shared 
socially and making it easy for us to showcase the 
video gallery on our challenge website.”



12 Takeaways
SHOPPERS LOVE TO SHARE
The main tenet of any UGC and earned content 
strategy is that consumers already love to 

share what they are doing, buying and liking – ‘all’ you 
have to do is tap into that love of sharing, join their 
conversation and get them to love you back. Get them to 
do this by rewarding them with the glory of their content 
being used and making them part of the story.

VISUAL CONTENT WORKS BEST
Visual content works best as we tend to process 
images much more rapidly than we do words, 

with the bulk of shoppers (52%) finding photos the most 
appealing, with video catching up on 27%. Short-from 
video content is rapidly becoming a medium of choice 
for many social media users, so it pays to keep an eye on 
video becoming a more integral part of your strategy in the 
coming months and years. So, gearing your earned content 
campaigns around visual media – by asking for photos 
or videos, it’s that simple – will help you get the kind of 
content that works best for you from the get go.

GET THEM HASHTAGGING AND Y-ING
The key to building an effective earned content 
campaign is to make sure that you get shoppers 
loving and hashtagging images and videos with 

the correct tags, so they are easily identifiable, avoid being 
connected with unrelated content, and content providers feel 
part of a ‘movement and that the content providers feel part 
of a ‘movement’. Most consumers will adopt brand hashtag 
if you ask them to, often around things they have purchased 
and want to share or a product or service that they have 
enjoyed. Half of consumers would ‘Y’ you and hashtag you if 
they appreciate what your product has done for them.
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WOOL AND THE GANG: Making knitting kits hip

Wool and the Gang is a unique knitted fashion 
experience that offers consumers the opportunity to 
buy knitting and crochet kits, that contain everything 
needed to make their own piece, or buy finished 
products that have been handcrafted by a Gang 
member in their homes. Anyone from anywhere in the 
world can subscribe to be part of the Gang and start 
knitting for the brand.

The company needed to easily identify everyone in 
their network of knitters, to celebrate their success and 
engage that community. They also wanted to improve 
ecommerce conversions by adding visual content to 
show how the finished knitwear would look.

Wool and the Gang started collecting User-

Generated Content through the hashtags 
#ShareYourKnits and #MadeUnique. 

Using Olapic’s PhotoRank technology they were 
able to automate the process of selecting the best 
photos to publish in a gallery on their website. Olapic 
also integrated with their product feed to add UGC to 
Product Detail Pages.

Wool and the Gang is now collecting over 3,000 
pieces of UGC per month, including photos and 
videos. This is 67% more than before they began using 
Olapic. The number of visitor interactions with UGC 
photos on Product Detail Pages has increased by 6X 
since launch—leading to an average order value that is 
24% higher for visitors who interact with UGC.

KNOW WHO IS DOING IT
To start to leverage UGC in earned content 
campaigns and strategic deployments you have to 

also understand who your customers are and who is posting, 
hastagging and ‘Y ing your products. In the US sharing of 
photo-based UGC is almost evenly split between men and 
women. In the UK it is more uneven, with men out in front. 
However, globally this is shifting. Women have increasing 
spending power and so their social media influence is on 
the rise. Also millennials are much more avid users of social 
media and are much more swayed by its influence. However, 
don’t write off other generational groups – UGC is becoming 
something that everyone is using.

WHERE ARE THEY DOING IT?
While the most enjoyed social content is 
visual, the social media platforms where it 

is being disseminated are not limited to just those that 
focus on visuals. Yes, Instagram is the go-to platform for 
32% of UGC interaction (especially among millennials), 
but Facebook has a 28% hold too. Twitter and Pinterest 
merely take 9 and 6% respectively, but your brand may be 
different, so check where your ‘fans’ are. When it comes to 
looking for earned content, 30% of consumers head to the 
brands own website – so make sure that you are making full 
use of it on your site.

BUILD TRUST
Shoppers consider UGC and earned content 
to be more honest than anything else that they 

are going to read online about products. 50% of Americans 
consider it the most trusted source of information on brands 
and products, as do 44% of Europeans. But it has to be 
authentic and has to be seen to be trustworthy, helpful and 
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PINK BOUTIQUE:  Seeing the value of UGC
Pink Boutique sells fashion to the unashamedly glam 
girl. It is a B2C business that employs over 70 people 
and has an international customer base. 2017 has 
become the year that it focusses on UGC as a key 
priority for its marketing and social media teams and 
as such is at the start of its journey.

So how is it going?
According to MD Dan Arden: “Pink Boutique is 

focussing significantly on UGC in 2017 and this 
is a key priority of the Social Media team. This 
will include encouraging customers to share their 
experiences of our product and using these assets to 
market the range using real life experiences. We also 
continue to focus on generating customer reviews 
and product feedback to support our customers in 
their buying experience.”

Pink Boutique has a robust social media marketing 
strategy that covers all of the social channels, 
including Facebook, Instagram, Snapchat, Pinterest, 

relevant. Publicising (and linking to) the supplier of the content 
is key, as is picking content that accurately reflects your brand, 
product or service – even if it’s not perhaps how your marketing 
department may choose to portray it. In the UK, 24% of 
shoppers prefer product focussed images to convey authenticity 
while 21% think it more important to feature real people 

ALWAYS GET THE RIGHTS
When selecting content to use always make sure 
that you seek out the rights to use it from the 

person that created the content. It maybe imagery of your 
product labelled with your hashtag, but it’s their photo or video, 
so ask permission. This is a key part in building trust with not 
only your content creators, but also those that view, use and 
share your UGC as it helps authenticate the content, the creator 
and your brand. You can also use social media to publically ask 
for the rights, garnering that little extra bit of coverage.

BE CONSISTENT
While branding and use of images needs to be 
consistent across all your channels, you also have to be 

consistent with what your consumers are saying. In fashion there 
has been a backlash against photoshopped models and unrealistic 
looks – you have to match this. The likes of AllSaints, Pepe Jeans 
and Calvin Klein have all embraced this and developed earned 
content campaigns that centre around real people – consistent 
with what their customers want and are saying.

FOLLOW THE CUSTOMER JOURNEY
Earned content has a clear role to play in the shopping 
journey, but understanding where in that journey to 

most effectively deploy it is vital – and perhaps the most tricky part 
of the whole process. More than half of European shoppers seem 
to like using UGC during the pre-shopping phase of the customer 

journey, using it as a research tool. Interestingly, men are more 
likely to use UGC in the shopping phase than women. 

LET TECHNOLOGY HELP YOU
Finding, selecting, managing and curating the vast 
amount of content out there is a daunting task – 

and one which is really outside the ability of mere humans. You 
would need to employ a warehouse fully of people to assess all 
the content to even have a chance of managing it all on a day-to-
day basis. Also humans are biased and won’t necessarily pick the 
right images that have the most potential to engage other users. 
Luckily, there are platforms that can do all that for you – right 
through to posting content on the channels of your choice. But 
be warned: you may need humans to moderate any selected 
content before it is posted, just in case.

ANALYSE AND LEARN
While technology can take the legwork out of 
selecting the right content for the job, such systems 

also have the added advantage that they produce detailed data 
about what is going on with your earned content. Such tech can 
constantly learn what works and what doesn’t, endlessly refining 
what it does so that your earned media earns its own keep. This 
intelligence can also then be applied to new campaigns to help 
you constantly grow and evolve your engagement.

MAKE IT FUN
Remember that it also has to be fun. Yes, you are 
using earned content to up sales, but to engage 

consumers – both in supplying content and in engaging with it 
– you have to delight and entertain them. Hashtag campaigns 
that require funny video or interesting photos that showcase 
people’s skills are always good; but above all make sure that its 
fun and something that people will enjoy being involved with.
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Twitter and YouTube. The brand has a strategy to 
maximise both organic and paid marketing initiatives 
and measures reach, engagement and ROAS across 
each of these channels.

The company has turned to third parties to make 
its fledgling UGC strategy work, outsourcing the 
moderation and the collection of UGC to streamline 
how it works. 

Arden again: “Pink Boutique is currently working 
with relevant third parties that can effectively collect 
and moderate content on the brand’s behalf. This 
ensures that we have a robust process in place to 
manage the UGC strategy.”



With thanks to
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Summary
The challenge of multi-channel retail is to stand out from the crowd 

and to engage consumers. To do this, retailers need two things: loads 
of compelling content and a rapport with their customers. 

While there is no magic bullet, the adoption of earned content as a 
marketing strategy can fulfil both of these demands – and bring many 

other benefits besides.
Consumers love to share and are increasingly happy to share third 

party branded content – especially images – with their communities 
if that product makes them feel good, look good and conveys the 

lifestyle choices they wish to espouse. 
Brands meanwhile can hugely benefit from using this content to 

highlight how great their products are and, perhaps most importantly 
of all, that their users say so, not the company.

And this is the crux of what makes earned content such a strong 
tool for retailers. Consumers trust the views of ‘ordinary’ people 

over that of the company or even celebs. They want to try and buy 
the things they see their friends recommending and enjoying. Even 

when it comes from someone they don’t know, they are more inclined 
to act on it than if the messaging comes direct from the brand or a 

marketing source.
That’s the idea: but how do you do it in practice? In this white 

paper we show how valuable earned content is and outline how, 
through the right messaging and promotion you can entice consumers 

to create your content for you. 
We also take an in depth look at how to manage that content using 
the latest technology to assess what will work best and, through 

detailed analysis, how to increasingly choose better and better content 
and greater ever more engaging earned content campaigns.

If you are considering using earned content as a way to engage with 
your customers and enhance your standing on the web – and you all 

should be – then we can show you how in this white paper.


