
Eastern Sierra is a foundation 
dedicated to promoting the Eastern 
Sierra district as a hunting and fishing 
destination for outdoor enthusiasts. 
The foundation is located in the Sierra 
Nevada Mountains in California. 

To promote the area, the foundation 
offers promotional gifts to visitors 
and has a gift shop where decorated 
items can be purchased. The 
foundation used packaging to 
create a more upscale retail look for 
their promotional items. Now every 
promotional giveaway and retail item 
is delivered in a beautiful package that features powerful calls-to-action, information about fish 
and game, and links to the Eastern Sierra website. 

Return visits and retail sales have increased and engagement on social media and visits to 
the website has significantly increased. Additional revenue created by the low cost addition of 
packaging has allowed the foundation to build a new boat launch ramp and make improvements 
to their duck blinds.

Wellington Luxury Hotels is a small 
chain, centrally located in major 
cities, that offers an exclusive, 
high-end experience to the fashion-
conscious traveler. The boutique 
chain wanted to design a promotional 
water bottle that guests could use 
on walks or workouts in the gym. 
With spring water refill stations 
strategically placed around each 
hotel, the bottle would also serve as 
an environmentally conscious way to 
minimize the purchase and discard of 
commercialized brands. 

The marketing team at Wellington 
Hotels used this promotional item 
as an opportunity for branding; they 
took advantage of Packaging Builder 
to tell the compelling history of the 
hotel chain, which was directly printed onto the bottle’s packaging. Placing a shortened URL and 
a QR code on the bottle’s packaging as well, they directed guests to Wellington’s website where 
they were encouraged to answer ten questions about their hotel preferences, and receive a 
complimentary spa treatment in return. The retrieved data from this program was used to create 
a highly segmented email list that delivered offers to the participating guests, based on stated 
preferences and opinions.

Kuro Kasa is a small restaurant chain, 
centrally located in major cities, that 
offers an exclusive, high-end dining 
experience to Japanese food lovers. 
The restaurant wanted to design a 
promotional water bottle that guests 
could purchase at the hostess 
reception area. The bottle would also 
be sent to corporate clients to serve 
as a reminder that Kuro Kasa hosts 
and caters large events. 

The marketing team at Kuro Kasa 
used this promotional item as an 
opportunity for branding; they took 
advantage of Packaging Builder to tell the compelling success story of the chain, which was 
directly printed onto the bottle’s packaging. Placing a shortened URL and a QR code on the bottle’s 
packaging as well, they directed guests to Kuro Kasa’s website where they were encouraged 
to answer 5 questions about their dining preferences, and receive a complimentary discount in 
return. The retrieved data from this program was used to create a highly segmented email list that 
delivered offers to the participating guests, based on stated preferences and opinions.

Kate Slate is a large bath product 
manufacturer that offers high-end 
soaps, lotions, powders and more 
to retailers worldwide. They wanted 
to design a promotional notebook 
and pen that would be sent to their 
distributors to be given out as a gift 
on product purchases of $50 or more. 

The marketing team at Kate Slate 
used this promotional item as an 
opportunity for branding; they took 
advantage of Packaging Builder to tell 
the compelling success story of the 
brand, which was directly printed onto 
the notebook’s packaging. Placing a 
shortened URL and a QR code on the 
notebook’s packaging as well, they 
directed guests to Kate Slate’s website where they were encouraged to answer ten questions 
about their bath product preferences, and receive a complimentary discount in return. The 
retrieved data from this program was used to create a highly segmented email list that delivered 
offers to the participating guests, based on stated preferences and opinions.
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