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ABOUT JANSPORT
Known as “the original,” JanSport started making 
backpacks and outdoor gear back in 1967. The 
company was built on its founders’ desire to support 
their customers’ journey with innovative products. 
After more than 40 years, such values continue to 
stand as the foundation for the company’s efforts. 

Throughout its history, the company has established 
itself as a manufacturer of durable, high-quality 
products. All JanSport backpacks come with a lifetime 
warranty, built to last through any journey.

The company’s philosophy is to develop packs for 
everyone, everywhere – and customers play a central 
part in inspiring innovation.

JANSPORT’S  
CHALLENGE & STRATEGY
JanSport’s sales cycle revolves around three main 
seasons: spring, fall, and holiday. During these 
periods, new products are released, including 
exclusive offerings only available on the JanSport 
website.

Given a lengthy lead time for inventory selections, 
and hundreds of product type and color 
combinations, inventory management plays a large 
role in JanSport’s success. Additionally, JanSport 
operates as a full-price business, making it crucial 
for the company to accurately predict demand 
throughout the sales cycle.

A recent study conducted by analyst firm IHL Group 
found that retailers are losing $1.75 trillion in annual 
revenue due to the mismanagement of inventory1. 
Overstocking alone accounts for $471.9 billion in 
lost revenue, and can be the difference between 
profitability and failure.
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JANSPORT’S  
Market Research Survey 

BY THE NUMBERS:

survey participants received email 
trigger

4,500+

hi-resolution JanSport product photos 
used in survey

118

Rivet task screens used
17

data points collected via Rivet
63,400

survey completion rate
87%



Victoria Reuter, Director of Ecommerce at JanSport, recognized 
that the company had an opportunity to improve its forecasting 
efforts. “We felt confident in our overall ability to provide 
products that our customers desired, but wanted insight into 
specific preferences based on the style and color of the bags that 
would be the most in-demand.”

Knowing that JanSport’s customers could be the key to their 
success, the company then needed to find the right solution to 
aggregate preference data. Tactics such as focus groups provided 
the qualitative data needed to improve inventory management, but 
with a lean Ecommerce team, JanSport was seeking a more efficient 
way to survey customers. The population size also needed to be 
large enough to produce statistically significant results.

In need of a less labor-intensive method for collecting customer 
preference at scale, JanSport turned to Rivet.

GATHERING MARKET INSIGHT 
DIRECTLY FROM CUSTOMERS
Rivet’s all-in-one content and data generation platform served as 
the perfect fit for JanSport’s needs, allowing them to create a digital 
experience that would gather thousands of customer responses and 
provide the insight and preference data needed to more accurately 
forecast demand for specific products.

JanSport chose to keep their solicitation strategy simple, using a 
single trigger to prompt customers to respond. An email was sent to 
their existing database of customers, asking them to click through a 
URL that would take them directly into the visually-oriented survey 
powered by Rivet. By completing the survey, customers were 
entered for a chance to win a Pleasanton Backpack.

In its entirety, the visually-oriented survey provided a look at 118 
photos of different JanSport products, spread across 17 questions. 
Each question in the survey contained between 3-14 photos of 
JanSport backpacks in different styles and colors. In an app-like 
fashion, customers were prompted to tap the options they liked 
best and would be most likely to buy, then swipe to the next. The 
responses were aggregated and organized within Rivet’s content 
management system.
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RESULTS
As a result of their partnership with Rivet, JanSport was not only able 
to achieve their goal of collecting customer preferences at scale, they 
also exceeded their expectations for completion rates and total data 
points acquired.

Key Campaign Statistics:

• Over 4,500 survey participants 

• 87% completion rate

• 63,400 data points collected
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“Preference data collected using the Rivet platform 
has allowed us to incrementally supplement 

and strengthen our existing inventory forecasts. 
Optimizing our buy through a better understanding 
of our customer will be paramount to our success 

this fall.”
Victoria Reuter, JanSport Director of Ecommerce

The high completion rate reflects how easy it is for people to interact with the mobile-first, visually-oriented 
capabilities of the Rivet platform. The average amount of time spent in completing the activity was 7 minutes, a 
testament to the willingness of customers to spend time contributing preferences to a brand. 

While incentivizing the survey was an important part in gaining the attention of customers, JanSport’s case 
proves that brands need not invest heavily to incentivize participation.

MOVING FORWARD
JanSport feels confident in their ability to more accurately predict product color and style demand based on 
the input of their customers. Their Fall 2016 line will be the first season influenced by Rivet-generated data.
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