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I. THE THEATER OF WAR (2014)

The Landscape:

The year was 2014. Industry analysts had declared 

"Peak Tablet." The "Gold Rush" was over. Apple's 

shipments were down 12.8%. Samsung was 

stalling. The market was choking on "White Box" 

trash from Shenzhen4generic devices that were 

destroying consumer trust in the sub-$100 

category.

The Constraint:

We didn't have Apple's ad budget or Amazon's 

army of engineers. We operated as a "Navy SEAL" 

unit4myself (Marketing) working alongside a 

powerhouse VP of Sales and Director of Sales. We 

were a legacy brand (RCA) fighting digital natives 

with plastic swords.

The Mission:

Resurrect a 
90-year-old 
radio brand 
and force it 
into the 
Global Top 5 
consumer 
electronics 
list in less 
than 12 
months.
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II. THE TACTICAL EXECUTION
While our Sales leadership utilized deep industry relationships to secure the critical shelf space at Walmart 

and Target, my mandate was to ensure that once we won the shelf, we won the customer.

1. The "Signal Flare" (Content-Led Deal Flow)

The Insight:

We needed to capture market share, but we 

couldn't outspend the big players. Our core 

audience (parents seeking affordable tech for their 

children) was highly price-sensitive and brand-

agnostic within the sub-$100 tablet category. They 

were looking for validation from sources they 

trusted, not just another brand.

The Motion:

Instead of direct advertising, we launched a "Signal 

Flare" strategy: a content-led deal flow model. We 

partnered with leading tech publications (e.g., 

CNET, TechRadar) and major deal sites (e.g., 

Slickdeals, Kinja Deals) to feature our products. 

These were not paid ads, but editorial placements 

based on genuine product merit and compelling 

price points. The goal was to generate organic 

reviews, social sharing, and word-of-mouth buzz.

The Result:

Within weeks, our RCA Galileo Pro tablet was 

trending as a "Hot Deal" across multiple platforms. 

Organic search for "RCA Tablet" skyrocketed. We 

dominated the "Best Cheap Tablet" and "Kid-

Friendly Tablet" categories in editorial roundups. 

This drove massive, high-intent traffic directly to our 

retail partners, validating our products and 

bypassing traditional, costly marketing funnels.

The Arbitrage:

By leveraging earned media and community-driven 

deal discovery, we effectively "arbitraged" the 

marketing spend of our competitors. While they 

poured millions into brand advertising, we 

generated comparable (or superior) sales velocity 

with a fraction of the budget, proving that authentic 

advocacy and strategic content could outperform 

raw ad spend in a crowded market.
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2. Retail Theater: Weaponizing the
"Last 3 Feet"

The Insight:

A static device on a shelf is dead. In the chaotic 

aisles of Walmart on Black Friday, the box is the 

salesperson.

The Innovation:

We were global first-movers in leveraging POS 

Video Loops on the device screens themselves. 

While competitors showed static stickers, our 

devices played a high-contrast loop 

demonstrating the "Keyboard Snap" mechanism. 

This video did the work of 10,000 sales reps, 

visually communicating "Laptop Replacement" in 

3 seconds.
The "Trojan Horse" Packaging:

We designed the box to be a billboard. We 

plastered "Google Certified" and "Keyboard 

Included" on the front panel, instantly 

differentiating a $79 RCA unit from a "cheap 

knockoff" and positioning it as a student 

workstation.

One video did the work of 
10,000 sales reps.
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3. The "App Portal" Strategy (D2C
Velocity)

The Insight:

2.6 million units shipped means 

2.6 million potential customers in 

our pocket. We needed a direct 

line to them that bypassed the 

retailer.

The Motion:

We strategically pre-installed a 

dedicated RCA App Icon on the 

home screen of every single 

tablet.

The Tunnel:

This icon wasn't bloatware; it was 

a one-tap portal directly to 

rcatablets.com.

The Traffic:

This drove millions of unique visitors monthly to our 

site without spending a dime on paid media.

The Upsell:

We used this traffic to power a high-margin 

accessories business (chargers, cases), resulting in 

a 56% growth in direct sales.
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III. THE SCOREBOARD: HARDCORE
VALIDATION
This isn't marketing fluff. These are audited, historical market facts.

METRIC PERFORMANCE CONTEXT

Global Rank #5 Displaced Amazon and Asus 

physically in Q3 2014 [1]

Shipment Volume 2.6 Million Units Single Quarter volume [1]

Growth Velocity 194.0% YoY Fastest growing major brand 

globally (Apple was -12.8%) [1]

Market Share 4.9% Captured 1/20th of the global 

market in 90 days [1]

Recognition Supplier of the Year Walmart Award for Category 

Growth & Execution [3]
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IV. THE "KINETIC" TAKEAWAY
Why this matters to your Series B Company:

Most CMOs focus on "Brand Awareness." I focus on Unit Economics and Velocity.

I didn't just "run marketing" for RCA. I acted as a Revenue Architect.

I engineered the 
money:

Found the Google subsidy to 

fix the margins.

I engineered the 
conversion:

Invented the POS video loop 

to capitalize on the shelf 

space our Sales team 

secured.

I engineered the 
traffic:

Used a pre-installed app to 

drive millions of users to our 

owned properties.

This is what I did with a 90-
year-old radio brand. 
Imagine what I can do with 
your technology.
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INTELLIGENCE SOURCES
IDC Worldwide Quarterly Tablet Tracker (Preliminary Results, Oct 30, 2014): Explicitly cites RCA 

reaching #5 global rank with 2.6M units and 194% growth.

1.

Google / Alphabet Financials 2014: Contextualizes the aggressive "Play Music" user acquisition costs 

(bounties) during their war with Spotify.

2.

Walmart Supplier Archives: Validates the "Supplier of the Year" criteria based on inventory turn and 

category growth.

3.
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