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Campaign 
Objectives

1 To raise awareness around 
miinto’s “Blackout” sale

2 To direct traffic to miinto’s 

website

3 To create quality content



Campaign Overview
Founded in 2009, miinto is one of Europe’s largest 
online fashion platforms. They connect online 
shoppers, boutiques, and brands in 7 European 
markets.

To meet their campaign objectives, miinto 
partnered up with 16 creators. In the campaign, 
the creators published 133 pieces of content 
on Instagram that highlighted different miinto 
products. They focused on promoting the 
“Blackout” sale by sharing a 25% discount code 
with their audience. 

Their fun content successfully drove traffic 
to miinto’s website and increased their sales 
conversion rate by 56%!



Jan Hagen
Head of Marketing

at miinto

“We worked with 16 creators who contributed over 100 

deliverables in the campaign. This effort resulted in a 56% 

increase in conversions (over 1,100 orders), which historically 

is the best return on ad spent (ROAS) we have ever had from 

influencer marketing. 

The largest impact from the campaign was definitely the 5x 

increased engagement and uptake in direct conversions.”



133
Pieces of Unique 
Content Created

9,790
Euros 
Spent

16
Content
Creators
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Piece of Content
Cost Per Piece of 

Content

Campaign Overview * All creators were given discount codes to purchase miinto products

1,147,000
Total

Followers



Campaign Approach



The Approach

1. Strategy 2. Search 3. Execution



1. Strategy

miinto was looking for content that would 
generate exposure around their “Blackout” 
sale and promote their fashion and interior 
products.

To maximize the impact of their campaign, 
we took a 2-step approach: 

Step 1: To build awareness, the creators 
published content leading up to the sale 

Step 2:  To increase activation, the creators 
encouraged their followers to use their 
discount codes during the sale

The Approach: Strategy



2. Search

miinto’s target audience was females 
between the ages of 25-45 years old. 

To identify the right creators for the 
campaign, we utilized our platform’s 
audience demographics feature. We 
found creators who were interested in 
fashion and had relevant followers.

We also selected creators from various 
categories, namely lifestyle, fashion, 
family, and interior, to help miinto reach 
a diverse audience and promote the idea 
that fashion is for everyone. 

The Approach: Search



3. Execution

The creators that were selected for the 
campaign were the perfect brand fit, with 
94% of them accepting miinto’s booking 
request. 

Because the creators truly loved miinto, 
the collaborations were relevant, and 
their content resonated with their 
audience. This enabled miinto to achieve 
their objectives and boosted their ROAS.

The Approach: Execution





Campaign Results
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Campaign Results
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Where brands and content creators connect to 
share inspiring stories around the globe


