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Seriously, who cares
about razors?



Estrid launched in May 2019



Estrid today



How could Estrid 
build a cult 
following and a 
striving business in 
less than 18 
months?



Launching something new is fucking hard!



Seth Godin

“It is easier than ever to steal attention. But 
it is harder than ever to earn attention. You 
don’t get attention unless you’re trusted. 
You don’t get trusted unless you get 
attention.”



Why leveraging influencers as a GTM strategy? 

Attention Trust TTR Scalability

Will you have the attention of many? Will your brand be trusted? Can you test and iterate fast? Can you easily scale this channel?

Build an audience 

from scratch ✗ ✓ ✗ ✗

Advertise ✓ ✗ ✓ ✓

Direct sales ✗ ✓ ✓ ✗

Leverage partners 

and influencers ✓ ✓ ✓ ✓



Growth hack… 



…or cul de sac?

Source: relatable.com

http://relatable.com


Andrew Chen

“First it works, and then it doesn’t. 
Welcome to the Law of Shitty 
Clickthroughs. Over time, all marketing 
strategies result in shitty clickthrough 
rates.” 



So, what can we learn 
from Estrid’s growth?



Creators are business owners too, 
they aren’t just distribution channels. 

Consider how you can invest in building 
long-term relationships with them: 

– equity
– gigs 
– introductions
– knowledge-sharing
– office space/material
…

#1
Influencers
Shareholders



#2 
Keep it real

When everyone zigs, zags! 

Instead of promoting their 
products with models, Estrid 
features real people in real 
environments and consistently 
highlight important topics as: 

– animal cruelty
– body positivity
– LGBTQ
– Pink tax 
– Donations



Start with local, authentic, and trusted 
creators that personify your story arcs. 

Expand by mixing micros and macros. 

Just like the coronavirus, ideas spread in 
clusters (geographic and psychographic).

Use tools like Scope (Instagram) or 
Sparktoro (Websites, Twitter, Podcasts) to 
identify potential profiles at scale. 

#3
Big things 
start small



#4 
Align unit economics and incentives

Unlike most DTC brands, Estrid 
operates as a subscription model. 

Low Average Order Value (AOV) but 
high Lifetime Value (LTV) is a 
powerful mix for customer acquisition. 

Estrid can afford a relatively high 
customer acquisition cost (CAC) 
compared to other brands and offer 
great incentives for collaborations.

Choose incentives that work for your 
business model and unit economics. 



Too many brands sit on amazing press 
clippings and influencer collaborations 
that they don’t amplify with paid media. 

These are precious assets for your 
brand, repurpose them in other channels 
and promote them so you can control 
the target and the frequency.  

Also, marketing channels never last. 
Make sure to diversify your efforts early.

#5
Amplify 
& diversify



Thank You

Any questions?

Erwan Derlyn 

erwanderlyn.com

hej@erwanderlyn.com

Learn more about Estrid: estrid.com | @heyestrid
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http://estrid.com

