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ECOGLAM'S DYNAMIC
LANDSCAPE

EcoGlam's digi tal  market ing s t rategy aims to
leverage i ts  commitment to sus tainabi l i ty and
ethical pract ices to engage environmental ly
conscious consumers ef fect ively.

Current Si tuat ion: EcoGlam stands at the
intersect ion of dynamic forces, possessing a
potent ial  advantage over compet i tors but facing
chal lenges in digi tal  market ing effect iveness and
buyer persona ref inement.
Short -Term Object ives: The s t rategy focuses on
enhancing engagement and ROI through clear
messaging, personal ized content,  and data-dr iven
personal izat ion.
Choice of Metr ics:  Key Performance Indicators (KPIs)
include cl ick - through rates (CTR),  conversion rates
(CR), revenue growth, brand sent iment,  ROI, and
customer l i fe t ime value (CLV), ensuring a
comprehensive evaluat ion of digi tal  market ing
ef for ts .
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The s tar t ing point  for
me was to unders tand
the business and the
environmental  context
in which the
organisat ion operates.



Connecting with Eco-Conscious
Consumers



Amplifying Reach and Impact

EcoGlam should focus its efforts on engaging eco-conscious consumers early in their
decision-making process (engage with potential customers at the top of the funnel- TOFU).
Rather than directly competing with established slow fashion brands, EcoGlam should
leverage content marketing and brand awareness initiatives to attract and nurture conscious
consumers who are actively researching topics like sustainability in fashion.

Key Customer Pain Points:
Website usability and navigation issues
Lack of personalized customer experience
Ineffective communication of unique value proposition
Potential customers (eco-conscious consumers) did not perceive EcoGlam as a reputable
sustainable fashion brand.

After analyzing the EcoGlam outbound campaign report, it's evident that the chosen
keywords were too broad and competitive, where it didn’t capture the attention of target
audience, resulting in low ad visibility and high costs per click. However, from this analysis,
we can derive valuable insights to shape a more effective digital marketing strategy aimed
at achieving a higher click-through rate (CTR) and increasing the purchase conversion rate
by 7%. Our primary target audience comprises eco-conscious adults, enthusiasts, and
environmentalists, with potential prospects among young environmentalists in the long term.
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The core idea is to develop a consis tent  brand narrat ive
that highl ights EcoGlam's commitment to sus tainabi l i ty,
ethical pract ices, and t imeless fashion. This narrat ive
should emphasize the brand's unique sel l ing proposi t ion
of of fer ing a personal ized, high-qual i ty fashion
experience al igned with eco-conscious values.

WHERE WE ARE
HEADED

Our goal is  to t ru ly resonate wi th these passionate
individuals who share EcoGlam’s values and commitment
to sus tainabi l i ty.  Our customers should feel  l ike they’re
part  of  something bigger, a communi ty that 's dr iv ing
posi t ive change and making a di f ference wi th every
conscious choice they make. 



MULTICHANNEL MARKETING
Today's consumers are everywhere!

Meeting Customers Where They Are: Consumers today
interact wi th brands across mul t ip le channels,  f rom social
media and emai l  to search engines and inf luencers.  By
adopt ing a Mul t ichannel approach, we ensure that our
message reaches our audience wherever they are, enhancing
brand vis ibi l i ty and engagement.

1.

2.Maximizing Reach and Engagement:  Each channel of fers
unique opportuni t ies to connect wi th our audience. By
divers i fy ing our market ing ef for ts  across mul t ip le channels,  we
maximize our reach and increase the l ikel ihood of engaging wi th
potent ial  customers at  di f ferent touchpoints along their  journey.

3.Future -Proof ing Our Market ing Strategy: A Mul t ichannel
approach future -proofs our market ing s t rategy, al lowing us to
adapt to emerging t rends and consumer preferences.



SEM Content Marketing

Elevat ing Brand Recogni t ion
Through Targeted Keywords.

Informative content that
addresses common consumer
queries and concerns.

Affiliate Marketing 

Conduct ing an exclusive
interview with EcoGlam founders,
Ana Patel  and Luis Da Costa  wi l l
add authent ic i ty and s toryte l l ing
to the brand narrat ive. This
ini t iat ive s t rengthens brand
credibi l i ty,  fos ters t rus t  wi th
consumers, and di f ferent iates
EcoGlam in the compet i t ive
fashion industry. 

Landing Page Optimizat ion.

Focus on Mobi le Optimizat ion.
Develop an interact ive onl ine
plat form where users can
embark on eco- f r iendly
chal lenges, earn rewards, and
discover exclusive sus tainable
fashion of fer ings f rom EcoGlam.



Increase frequency of product
showcases, behind- the-scenes
content,  and customer spot l ights.
Harnessing the dynamic cul ture at
EcoGlam through encouraging
employees to act ively engage
with & share content to increases
organic reach and to add a
human touch to the brand
messaging.

Instagram LinkedIn
Share thought leadership ar t ic les,
industry insights,  and
col laborat ions to engage
professionals and B2B audiences.
Maintain a consis tent  presence
with valuable content that al igns
with EcoGlam's brand values.

Paid Ads
Uti l ize Ins tagram ads to reach the
targeted buyer persona and drive
traf f ic to EcoGlam's websi te.
Promote best -se l l ing product
showcases and special  of fers to
ent ice potent ial  customers.
Target professionals & industry
s takeholders wi th sponsored
content and ads showcasing
EcoGlam's sus tainabi l i ty
ini t iat ives and ethical pract ices.



LEAD GENERATION
TACTICS

Create a dedicated landing page designed to
warm up vis i tors and encourage them to s ign
up for EcoGlam's newslet ter.

1.

Provide valuable content and incent ives to
capture leads and nur ture them through the
sales funnel.  ( f ree shipping -  discounts on f i rs t
order)

2.

Improve websi te usabi l i ty wi th minimal is t ic and
responsive design.

3.

Ut i l iz ing Dynamic retarget ing for a more
personal ized experience and higher conversion
rates. 

4.



Channel

Paid Social
Media Ad

Q3: £13,000
Q4: £13,000

Budget

EXECUTION
Justif ication

Invest ing in a gamif icat ion ini t iat ive al igns wi th engaging eco-conscious
consumers, dr iv ing brand interact ion, and creat ing buzz around the
upcoming product launch.

Email
Marketing 

Q3: £2000
Q4: £2000

Increasing the emai l  market ing budget al lows EcoGlam to provide
valuable content to subscr ibers,  reinforcing the brand's commitment to
sustainabi l i ty and ethical pract ices. 

Pay Per
Click (PPC)

Q3: £3000
Q4: £3000

Allocat ing budget to PPC campaigns wi th long- tai l  keywords focuses on
at t ract ing highly re levant t raf f ic wi th less compet i t ion.

Retargeting
Ads 

Q3: £6000
Q4: £6000

Invest ing in retarget ing ads is essent ial  for increasing the purchase
conversion rate. By retarget ing websi te vis i tors who have shown interes t
but haven' t  conver ted, EcoGlam can ef fect ively nur ture leads, dr ive
conversions, & maximize revenue.

Affi l iate
Marketing 

Q3: £4000
Conduct ing an exclusive in terview with EcoGlam founders and fashion
designers adds authent ic i ty and s toryte l l ing to the brand narrat ive.

Contingency
10% 

Q3: £2500
Q4: £2500



DATA COLLECTION
& ANALYSIS

Websi te Analyt ics  (Traf f ic,  bounce rate,
conversion rates, average session durat ion, QS)

1.

Social  Media Analyt ics  (Meta Business sui te
Insights,  L inkedIn Analyt ics)

2.

Paid Advert is ing Analyt ics (Google Ads, Meta
Ads Manager, CTR, CPC, CR, ROAS)

3.

Email  Market ing Analyt ics (Bounce Rate, CTR,
Unsubscr ibe Rate, Open Rate)

4.

Customer Relat ionship Management  (Customer
Interact ions, Purchase His tory, CLTV, CRC)

5.



CONCLUSION
EcoGlam's shor t - term digi tal  market ing object ives are wel l  wi thin reach wi th a s t rategic approach and
act ionable s teps. By al igning our s t rategies wi th the brand's core values of sus tainabi l i ty and ethical
pract ices, we can ef fect ively engage our target audience and increase brand recogni t ion. Through a
mul t ichannel market ing approach, leveraging social  media plat forms such as Ins tagram and L inkedIn,

we can ampli fy our reach and connect wi th eco-conscious consumers on a deeper level .


