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Executive Summary

Hill family founded Aritzia in 1984 in Vancouver. Brian Hill is the founder and
the executive chair of the company. He has led us as a third-generation
retailer. The brand have opened 97 retail boutiques in key markets across
Canada and the United States under his leadership, in addition to
developing and launching our eCommerce business. Mr. Hill's vision and
expertise have shaped and driven our growth as an accomplished retailer,
merchant, creative director, and corporate strategist.

Aritzia is expanding at a time when many fashion retailers are feeling the
effects of the COVID-19 pandemic, with several closing their doors
permanently. Analysts see similarities between the brand's recent success
and that of fellow Vancouver-based apparel company Lululemon, which is
now one of the world's largest clothing retailers. When it comes to
marketing, Aritzia's social media platforms are their primary focus. In order
to increase engagement and customer loyalty, their digital advertising
tactic includes the creation of a sense of community.

This social strategy proposal suggests several key points, such as starting
a TikTok account to capture a large portion of the target market, starting a
podcast to participate in this growing form of media, focusing on customer
requests for improved sustainability, increasing the production of valuable
content on YouTube, and encouraging user-generated content to increase
brand trustworthiness. The paid social strategy will center on promotions
on the most popular platforms, including Instagram, TikTok, Snapchat, and
the use of influencer marketing. The attached content calendar shows that
organic social recommendations focus on consistent, valuable,
informative, and educational content. These recommendations and
content calendar align with the smart goals proposed for increasing brand
awareness throughout this campaign.
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Consumer Persona

Audience - Fashion-Driven Luxury

PreferencelLocation - Available throughout Canada

Gender - Females
Age range: 15 to 35 years

Interests - Fashion, everyday luxury, shopping, and winter.

Felicita Arquieta

looking for clothes

AGE: 27

FAMILY: Sin

LOCATION: Bur:
ARCHETYPE: The Social Butterfly
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will
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WORK: Social Media Manager

B8C

Felicita is a social, open-minded social media
manager who has a busy work and private life.

Living by the adage *work hard, play hard", she
regularly attends professional networking events
during the week and is always out with her friends

on the weekend. Her image is important to her

and she is always looking to look her best no
matter the occasion. She used to enjoy shopping

son, but as she gets busier, she has been

Y
looking to shop online.
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Competitors Research

Facebook Instagram Twitter Youtube Tiktok
Joe's 85.8k 108k 10.2k 1.35k 2.53k
Jeans followers followers followers followers followers
Engagement | Posts - 24 13 Tweets | engagement | 6 videos
rate 105% Engageme | Engagement - rate 13.9%
ntrate - 0% 0.011% 0% engageme
nt rate
Urban 2.18M 9.25M 921K No page 117k
Outfitters followers Followers Followers followers
engagement | Engageme | Engagement 36%
rate nt rate rate Engageme
0% 5.09% 0.003% nt rate
GAP 1.85k 3.11M 13.9k 99.1k 9.11k
followers Followers Followers followers Followers
Engagement | Engageme | Engagement | Engagemen | Engageme
rate nt rate rate trate 0% nt rate
0% 18% 0% 0.46%
ZARA 30.2M No Page 1.37TM No Page 2.10M
Followers Followers Followers
Engagement Engagement Engageme
rate rate nt rate
37.7% 13% 200%
OAK + 34.5k 427k No Page No Page 9.05k
FORT followers followers Followers
Engagement | Engageme Engageme
rate nt rate nt rate
0% 31.4% 62.7%




CURRENT SOCIAL MEDIA PRESENCE

FACEBOOK
INSTAGRAM
TWITTER
TIKTOK
LINKEDIN
PINTEREST

MISSING CHANNELS

YOUTUBE
SNAPCHAT
PODCAST APPS




SOCIAL MEDIA AUDIT
&
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Q Aritzia published 13 posts, or only about three POSTS 7 WEDX
posts per week. We recommend posting at least

from you!

Aritzia

Competitor Average

RECOMMENDATION:
In terms of feed posts, the account is quite active; they post content every 1-2 days. Their reels are mostly
generated in-house, with a few user-generated reels mixed. Their account looks nice, but Aritzia could
benefit from posting more customer features or raw/unedited product shots. Aritzia should also work
harder to improve its CRM score. A few questions in the comments section go unanswered. Using hashtags
and brand hashtags in posts and stories to increase organic reach and visibility. To close the gap between
followers and engagement rate, Aritzia should increase engagement and create more user-generated

content.



Avritzia's Facebook Audience
May. 12, 2022 - Jun. 10, 2022 EDT

p Aritzia's Facebook Page Fans were consistent PAGEFANS
during this period. Keep posting high-engagement

Aritzia

Competitor Average

RECOMMENDATION:
They post every 2/3 days, but their content is identical to Instagram's. Despite having 208k followers, their
average post like is as low as 20. Engagement in terms of likes, comments, shares, and replies is almost
non-existent. The "shop" feature on Facebook adds an important feature to the page. Hashtags are not
permitted in any posts. Upselling during the holiday season or during any festivities is not seen on Facebook.
They are not running any ads on Facebook. They are active in comment sections and use appropriate
hashtags wherever possible to increase organic reach. Run Facebook ads to increase sales and brand
awareness.



Aritzia's Twitter Audience
May. 12, 2022 - Jun. 10, 2022 EDT

_ Aritzia's Twitter Followers were consistent during ;o owers
this period. Keep posting high-engagement content

Aritzia

Competitor Average

RECOMMENDATION:
They post every 2/3 days, but their content is identical to that of any other social media platform. Their
average post like is as low as 10. Respondent engagement is moderate. The number of followers is
adequate but not excessive. Hashtags are not permitted in any posts. Upselling is not seen during the
holiday season or any other festivities. There is no user-generated content. The bio section contains only a
brief description of its theme; it is recommended that it include its values, what distinguishes it, brand
hashtags, latest collections, and campaigns. Should include hashtags for clothing, holiday festivities,
seasonal changes, and so on. More buzz and user-generated content, as well as retweets of any positive
reviews, should be included. Including motion pictures and videos to increase reach



RECOMMENDATION:

Recently, the account is not been active on YouTube. The account has 8 videos in total, with no posts in the
last 5 years. The subscriber base is insufficient. Engagement and responsiveness are non-existent. There
are almost no comments. They've used hashtags in previous videos that have been posted. The most recent
video was posted four years ago, with their 2017 spring collection.

Initiate, edit, and share in-house videos from other social channels, as well as create informative videos to
help your brand stand out. Creating short styling videos based on the seasons. Release video campaigns for

year-round festivities and clothing based on demand. Run YouTube ads to gain more subscribers.
3 YouTube
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ArTzn Aritzia
794 subscribers

HOME VIDEOS PLAYLISTS COMMUNITY CHANNELS ABOUT

Aritzia | Make Something Real

Aritzia | Make Something Real

Atime for po:
begin. #Now

lity. A time to make something real. It's time to
verywhere

Explore the Aritzia #FW16 Campaign: ow.ly/sKXg3041WSx




Multi Floral or Plaid Sugar. Hit us
https://bitly/3mhThly




new arcival
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the style will stick to
you even jif the
fashion trends change




J TikTok Search accounts and videos

oo aritzia @

28 Following ARITZIA  Aritzia

o uve [ rolow ]

78 Foliowing 36.1K Followers 28.8K Likes
Tag #aritzia to be featured!

& likeshop.me/aritzia/tiktok

Videos & Liked




POV: you walk up to a girl







Recommendations

| believe that Aritzia's presence on the following platforms will help us achieve the goal of increasing
brand awareness in the new online retailer space. The organic reach content pillars will centre on being
inspiring, educational, entertaining, and selling.

To increase brand awareness, each platform will use a strong call to action encouraging engagement
with the brand. The following frequency of content to each platform is explained below, as seen in our
content calendar. The brand’s hashtag, #aritzia, will be used to collect user-generated content and raise
brand awareness.4x weekly Facebook posts - Emphasis on photo content and conversational CTAs.

YouTube x2 organic posts per week with podcast recordings - in line with smart goal recommendations
to increase YouTube presence with Aritzia video content and support podcast promotion.

Podcast x2 weekly uploads - YT video of podcast recordings Increase engagement on other platforms
and on the website. TikTok x5 videos per week + collaboration with influencers/user-generated content
video - TikTok is extremely popular among our target audience. TikTok videos are either 15 seconds or
60 seconds long. Using the hashtag #aritzia to promote the brand will increase brand awareness.
TikTok's content goal is to create a trend or new sound so that users can make their own TikToks and
increase brand awareness across the app.

TikTok values authentic and genuine content, so using an organic social strategy rather than paid
promotion at first would be a strong strategy.



Estimated Budget

Aritzia reported a fiscal year-end revenue increased by 66.1% from last year to $444.3 million. A
company's marketing budget is typically 10% of its gross sales, or $267.5. million. According to
Hootsuite, B2C companies should allocate approximately 20.9 percent of their marketing budget to
social media marketing. As a result, 20.9 percent of a $267.5 million marketing budget, we would have
to consider dividing the funds among the following groups with this amount:Platform advertisements:
Duration of the campaign (monthly/quarterly) Instagram Carousel/Story ads, Snapchat video ads
Measuring KPIs to determine whether to continue focusing on these platforms or shift organic strategy
to pay for other platforms. Team of Content Creators - Content creators (videographers and
photographers) graphic designersCopywriters, designers, and creative directors (continues on next

page)



Content Calendar

KEY: Holiday Campaign Webinar Blog Post Shopping Ads
User-Generated Content Social Media Post
SUNDAY MONDAY 1- TUESDAY 2- WEDNESDAY 3-THURSDAY 4- FRIDAY 5 - SATURDAY
Facebook Ad Post
Youtube short video Brand Ambassador re
Launch Instagram post . F:ceboc:’k post TikTok Styling Post post
Brand Ambassaador ik tok made me buy campaign
i Facebook Ad Post
6 7 8 9 10 11 12
Product m::ﬁ;zl:;mwm“ Product twitter Post | Product youtube launch Brand Ambassador re post Instagram reel upload | Retweets and uploads on
Facebook Ad Post Facebook Ad Post FacebookAd Post] TiTok Stying Post || U®= @sneeied comant
Instagram Reels ( how to style) Iniktokimadere] by campaian Facebook Ad Post
13 I 14 15 16 17 18 19
Eacabook Ad Post Usar-Ge.neratc.;d Content
on stories of instagram
Social Media Blog Post TikTok Styling Post
Live Instagram Session
TikTok made me buy campaign You tube video 2 upload TnkTo:::dei r:a R with judges of Brand
Instagram Reel paig Ambassador campaign
Brand Ambassador re Brand Ambassador re
Facebook Ad Post post Facebook post Instagram post post -
20 21 22 23 24 25 26
Social Media Influencer Content TikTok Styling Post
Brand Ambassador re post
Instagram Reels post Stories on Instagram
Instagram post Youtube video 3 upload Facebook Ad post Instagram Reels
Facebool Ad post
27 28 29 30 31
Live Instagram Session
on tips to win Brand
Blog Post ambassador TikTokStyling Post Stories on Instagram
Social Media Influencer Content Social Media Influencer Content
Facebook Ad post Instagram post Facebook Ad Post Product Social Media Post  Product Social Media Pos Instagram Reels
Brand Ambassador Tik tok made me buy Brand Ambassador
Tik tok made me buy Campaig Campaign Brand Amb dor Campaig Campaign Campaign Its




Resources:

https://app.rivalig.com/overview
https://www.similarweb.com/website/aritzia.com/#overview
https://www.owler.com/company/aritzia/competitors



https://app.rivaliq.com/overview
https://www.similarweb.com/website/aritzia.com/#overview
https://www.owler.com/company/aritzia/competitors
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