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Good Luck New York 

Approach to Marketing  

By June 1, 2016, Good Luck New York (GLNY) would like triple the amount of fans we have 

via social media (Facebook, Twitter, Instagram, Tumblr) from approximately 3,000 to close to 

10,000, as well as triple the amount of sales ($700-$2,100) we take in yearly on our online 

website (compare June 1, 2014 to June 1, 2016). It is also our goal for all social media “likes” 

and fans to begin correlating with sales and website traffic (as measured by analytics to be 

determined).  
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Problem Statement: The organization of my company, Stable LLC, has recently shifted. The 

men’s clothing line has been renamed GLNY (Good Luck New York), though it is still being 

operated under the parent company, Stable LLC. Through this rebrand, we have experienced 

zero gain in sales. The fans and followers that GLNY has maintained through the transition are 

not buying anything from the website. The monetization of GLNY’s social media is a key part of 

excelling as a menswear brand and earning the sales we need in order to increase a demand for 

our supply.  

 

Vision: This plan will cover not only a structural outline for GLNY’s marketing approach, but 

will also, throughout four different sections (Monetizing Social Media, Moving Audiences, 

Message Strategies that Work, and Public Relations), outline how GLNY will approach the way 

it markets and advertises in 2015-2016 and beyond. 

 

Approach: Over the summer, I have spent time researching different articles found through an 

array of academic and practitioner journal databases covering the four main topics that will be 

discussed throughout this plan. Through researching articles, a thorough marketing outline has 

been put together.  

 

Purpose: The purpose of this plan is to outline the ways in which GLNY will conduct and 

organize marketing campaigns in the future. 

 

 

 



4	  
GLNY	  

GLNY	  
 

Monetizing Social Media 

The need for our company to develop an approach for monetizing our social media presence is 

imperative for future growth and success. Our outline for Monetizing Social Media is drawn 

from four different articles studied over the 2014 Summer: “To Monetize Open Social Networks, 

Invite Customers to Be More Than Just Friends,” by The Incyte Group on Getsatisfaction.com, 

“How To: Monetize Your Brand on Instagram,” by Pam Sahota, “Inside Tumblr’s Massive 

Monetization Opportunity,” by Alex Cocotas, and “How to Drive More Facebook Traffic to 

Your Website,” written by Jon Loomer. These four articles played a crucial role in developing 

solid strategies and tactics for monetizing our social media likes and online presence as a whole 

for our upcoming 2016 marketing campaign.  

 

The Incyte Groups article is based on the idea that companies are spending massive amounts of 

money on Facebook advertising, and in most cases, there is little-to-no customer retention. The 

consumers in the article, similar to GLNY’s, are interacting with the brands via social media by 

re-blogging posts, liking photos, and commenting on pages. However, when it comes down to 

actually buying items, the consumer is going somewhere else. The article discusses what the 

consumer wants from brands via social media by explaining research they conducted through a 

survey. The key findings of the survey conclude that social media platforms are not the first 

place people visit when searching for information about a brand. Consumers would rather see 

branded customer communities, and consumers want to see the brand posting about relevant 

content (To Monetize Open Social Networks).  
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Through studying this article, I developed a better understanding of past difficulties that other 

companies have experienced while advertising through Facebook, and, for the most part, learned 

how to prevent any of these mistakes from occurring during the 2016 Marketing Campaign.  

The Incyte Group article has influenced our branding strategy, which will, in turn, help monetize 

social media likes. We will create a strong online presence by proving to our clientele that not 

only is our company going to be encouraging branded communities, but our blog will also 

frequently post content and create discussion threads about relevant subject matter (once a day 

on Facebook, Instagram, and the company website, posting more than once a day on Tumblr and 

Twitter). Through these activities, we will be able to gain a larger following of brand-loyal 

customers resulting in the creation of revenue based on likes-and monetizing our social media.  

 

Pam Sohata, the author of the article “How to Monetize Your Brand on Instagram,” affirms the 

relevance of Instagram in today’s society. Sahota discusses the fact that many people use 

Instagram daily and goes on to describe what they are generally doing with it. The idea behind 

the article is that since so many people are frequent users of this application, there can be a 

plethora of ways for businesses to penetrate new markets through Instagram. Sahota talks about 

different pressure points that can be touched on and the types of pictures specific types of brands 

should be posting, which conveys a very strong message (Instagram is highly important in the e-

commerce world) (Sahota, 2014). This article has helped us to better understand a problem we 

have experienced at GLNY since the beginning, which is our ability to post relevant content and 

create activity yet still not come close to the amount of annual sales that we would like to. In 

order to generate sales on the items we are posting, pressure points must be hit. Research was 

conducted to uncover said pressure points. Our clients fit under the ‘Experiencers,’ section of the 
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VALS. The reason I say our shoppers are Experiencers is because they are not only motivated by 

self-expression, but they are young, vital, impulsive, and rebellious and seek variety, excitement, 

and the offbeat-which is just what we represent, (Drewmiany and Jewler, 45).  

Being that this specific demographic is getting the majority, if not all, of their information about 

menswear and pop culture online, we can immediately tap into things such as the feelings of 

“new, unique, modern and trendy.” When a demographic such as this is getting all of its 

information through online media, a sense of competition is developed. Whether it be spoken or 

not, the menswear world is one based on pretentiousness and re-appropriation of designs. On 

Instagram, our posts will be well shot photos centered around the idea of reminding those who 

follow us and their friends that we are a brand that will enhance one’s identity by keeping them 

constantly informed so they are one step ahead of their peers. It is imperative that all of our 

photos on our existing Instagram be overhauled. Anything that goes up must have one consistent 

look (see Figure Eight in the Appendix). In order to monetize our Instagram presence, we must 

post at least one photo a day that taps into our clientele’s pressure points.  

 

The article written by Pam Cocotas, “Inside Tumblr’s Massive Monetization Opportunity,” 

delves into the many different ways “likes”, re-blogs and even page views can be turned into 

sales. Being an extremely large blog platform with upwards of 20 billion daily users, the site can 

be an effective way to advertise and gain new consumers. The author discusses topics such as 

advancements that Tumblr has made in terms of how much reach a post can get (Cocotas, 2013). 

Learning how to better operate Tumblr has been and will continue to be extremely beneficial to 

us. I find it interesting that the author also described its uncanny ability to penetrate the 19-25 
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year old market, which is approximately our demographic. Based on this knowledge alone, it is 

made extremely apparent how important Tumblr is.  

In some of the same ways that Facebook advertisements can function to be targeted toward 

specific demographics, Tumblr can be given a little more functionality. Through tagging photos, 

song of the day postings, and articles with specific keywords that hit on our demographics 

interests, we can gain a larger following by being seen by potential customers more frequently. 

This will help us to gain more customers, increase sales, generate revenue, and monetize our 

Tumblr likes.  

In the article “How to Drive More Facebook Traffic to Your Website,” Jon Loomer discusses 

how people sharing your website content on their Facebook page can become a sponsored ad 

through the use of Domain Sponsored Stories. The ad will promote a Facebook user’s post about 

our company. It looks like a typical post; the only difference is the word “sponsored,” which is 

easily visible. This is a great way for people to see how people they know are interacting with 

our brand. It will also give us more clout. It will help to increase the audience of our blog posts, 

increase traffic to pages containing our products, and reach people that may have missed 

previous posts. In order to create Domain Sponsored Stories, we first added the meta-tag from 

Power Editor to our website. The tool now plays a crucial role in the creation of each Facebook 

ad we post (Loomer, 2013). Loomer goes into how this is an inexpensive and low-maintenance 

type of advertising that can largely increase traffic to your company’s website. This feature could 

greatly help us because our customers are driven by their peers’ purchases and opinions about 

menswear and fashion. 
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Our strategy for getting these Sponsored Stories and Suggested Posts on people’s news feeds is 

simple. We have gone through our past website sales, Facebook likes, Instagram follows, and 

people who re-blog our posts on Tumblr, to come up with a list of solid keywords that can be 

used for Facebook advertising. It is usually best to use 10-15 keywords when meta-tagging and 

advertising. As a brand whose goal it is to remain relevant, we will be using trending keywords 

in our demographic to tag our posts with, especially when making the post a “sponsored story.”  

Facebook Power Editor does suggest keywords for us to use, but each time we create a 

sponsored story we should have a list of 10-15 keywords ready to go that are frequently being 

pulled from popular topics in menswear and pop culture. 
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Moving Audiences 

In order to move audiences and produce content that gets followers excited and promotes 

involvement, we must develop a consistent and well laid out web presence. Our strategy for 

moving audiences is heavily influenced by four different articles that I read this summer: “How 

to Use Facebook Website Custom Audiences,” by Jon Loomer; “How to Use Facebook Power 

Editor,” by Jon Loomer; “How to Target Facebook Advertisements Based on Purchase History, 

Lifestyles and more,” by Jon Loomer, and “Mediterranean Marketing,” by Oliver Badot. Each of 

the pieces play a crucial role in GLNY’s planned tactics for the way that we market throughout 

the year of 2015-2016 and continuing onward.  

Jon Loomer begins his article, “How to Use Facebook Website Custom Audiences,” by 

discussing the impact that Facebook advertising can have on the prosperity and overall success 

of a business. He suggests that no other marketing tool is as effective, especially when it comes 

to an inexpensive way to get your product in sight of the public. Website Custom Audiences 

(WCA) are an important part of this process because they allow you to create ads on Facebook 

that specifically target users who have previously used your website. This will allow you to reach 

out to a lot of different people that could be potential customers via Facebook. Through the use 

of Facebook’s Power Editor (the self-serve ad tool), you can construct any type of ad. You can 

choose a specific ad to be shown to a specific type of viewer. For example, there would be a 

different ad for “fans” that visited your website in the past few days as opposed to “non-fans,” or 

people who had never heard of your business. If you had not become a fan yet, the ad might state 

something about doing so. This increases relevance to the viewer of the ad, and reaches a much 

more broad audience. The way in which we are reaching these people is by specific keywords 

that are coded in the ads during their development. This feature also allows you to exclude 
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people from viewing the ad, perhaps if they have already read the post or seen it on their page. 

The set duration for the WCA is 30 days, but you can have it as short as 1 day or up to 180 days, 

depending on the type of ad. Loomer goes over how to use WCA as a Facebook application, 

walking you step by step through the online process. He concludes his article with discussing 

how WCA can boost your reach and create more traffic to your website. He goes into how this 

could lead to a large increase in fans and sales which could greatly benefit Good Luck New York 

as a company (Loomer, 2014). This will help us to attract many more potential customers by 

frequently taking into account which countries, states, cities, towns, and even stores where 

people are being directed to our website from. By logging into SquareSpace, which is where we 

host our website, all this data can be accessed as part of their offering. Using this information, 

through specific key wording and meta-tagging, we will begin to acquire fans from all over the 

world. 

In the article titled, “How to Use Facebook Power Editor,” Jon Loomer discusses how the Power 

Editor can benefit a company and assist in creating ad campaigns. This plugin is used to bulk-

edit your ads in many different ways that will contribute to the success of your business’ online 

marketing. There are features that this plugin has that the self-serve ad tool does not, such as 

partner categories and lookalike audiences. This lets you target groups such as “Supreme fan” or 

“Nike Sportswear buyers” that are much more specific, in addition to finding “lookalike 

audiences,” which adds similar Facebook users to your customer list. This could help us because 

our buyer list is small and can be quickly exhausted. This tool could help us to target the 

standard type of people in our niche demographic as well as many new potential customers. This 

tool also allows us to create saved audiences, so that we do not have to go back and enter every 

relevant target group one time after another. This plugin also allows us to control ad placement. 
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We can choose where our ads will show up (desktop news feed, mobile news feed, etc.). If we 

use Facebook ad reports, we can see which of these locations work the best for the company’s 

marketing. This plugin also lets us optimize our ad bidding, which saves time with bulk editing, 

and create a specific ad or campaign (Loomer, 2014). Using Power Editor to create ads for 

GLNY could help produce these kinds of results and greatly expand our company’s reach and 

boost profits. 

Jon Loomer previously discussed basics of partner categories in his article on the Power Editor, 

but in this article he goes into much more depth about how using people’s purchase history and 

lifestyle attributes can help direct your marketing. He discusses this in his article titled, “How to 

Target Facebook Ads Based on Purchase History, Lifestyles and More.”  

This article helped us develop an understanding of what it takes to be able to reach the “ideal” 

customer. By utilizing external insights from major data providers (Acxiom, Datalogix and 

Epsilon), we can know things about consumers that they have not specifically posted online 

(Loomer, 2013). These databases have information about an individual’s purchase history, their 

job role and even their lifestyle. Some specific groups that can be targeted using this feature are 

people who donate to veteran causes, people in a household of six, and people that go on casino 

vacations (Loomer, 2013). While these examples might not be specific target groups that would 

help with GLNY, there are over 500 categories available via these partners and our list will be 

built as time progresses. This is very important for creating relevant and efficient advertisements. 

For example, we could benefit from targeting customers (males ages 18-24) in different 

metropolitan areas where fashion and menswear are important such as New York, Los Angeles, 

Denver and Seattle, or more specifically; Brooklyn, Manhattan, Los Angeles, near Fairfax, 
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Denver, Boulder, Fort Collins, Greeley, Bellevue and Seattle City. By specifically key-wording 

advertisements on Facebook, we will be able to target customers based on things such as area as 

well as interests, such as menswear, skateboarding, surfing, snowboarding, skiing, hip-hop, or 

more specifically, Kendrick Lamar, ASAP Rocky, Diplo, etc.  

After reading the abstract of the article, “Mediterranean Marketing and Postmodern Marketing: 

An Oxymoron,” I was very curious of what the bulk of the article was going to actually discuss. 

Since ambiguity seemed to be the topic for the week I had it, it’s only that there was a completely 

vague description. I started to realize that even though the topics being discussed might not be 

explicitly related to my company, the concepts being discussed would be complementary to our 

mindset. The author discusses Mediterranean marketing as well as postmodern marketing, which 

are two different approaches. Mediterranean marketing (in short) can be thought of as a form of 

marketing that taps into consumers who are influenced by an erotic quest and sensorial 

stimulations. Postmodern advertising (in short) is a way of enticing consumers by providing an 

environment or product that can project consumers to a place that is diverse and internally 

rewarding (Badot, 2014). The differences between these two forms of advertising showed me 

how little we have done to actually advertise in an effective way. Yes, we have put up pictures of 

half-nude girls holding our t-shirts with an idea of our demographic in mind, but we have never 

actually taken the time to put together an ad that was well thought out or constructed around 

specific factors. Our demographic would appreciate more of a postmodern approach to 

advertisements. With this is mind, our ads should begin to create the same feel each time, and be 

constructed strictly around our demographic (18-24 year old males) with their needs specifically 

in mind. This article will play a strong role in developing a strong final presentation for GLNY 

and our new marketing approach. We has always been able to produce solid content with fairly 
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strong messages. The problem we are experiencing is the fact that the content (no matter how 

“good”) is not receiving much coverage. In order to achieve the goal of gaining more coverage 

on media content, we must develop a stronger approach to advertising. Advertisements must be 

scheduled and set analytically to the specific GLNY customer demographic. With the 

information in this article, knowledge behind the importance of media content and coverage has 

been and will continue to be applied to our business.   
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Message Strategies that Work 

By developing a simple explanation for Corporate Social Responsibility (CSR), the author of the 

article, “Corporate Social Responsibility: Three R’s – Institute for Public Relations,” Jennifer 

Moyer, investigates what are referred to as “The Three R’s,” (Reputation, Relationship, and 

Responsive Rectitude). Throughout the article, “The Three R’s” are explained in detail. At the 

end of the article, a conclusion is drawn based on the CSR chain (which centers on reputation). 

The author proclaims, “Reputation is a key link in the CSR chain (or CSR is a key link in the 

reputation chain). However, the chain is no stronger than the weakest link’s ability to withstand 

critics’ scrutiny,” (Institute of Public Relations, 2014). I have worked to pull important messages 

from this article, related not only to CSR as a whole but social media advertising specifically. 

This article has been very beneficial in understanding the justification and importance behind 

relating our new approach to the “Three R’s” and how they can be implemented into our 

business. In order to build stronger reputations, relationships, and responsive awareness, we have 

begun by creating a strong brand message (to fuse accessibility with exclusivity) and 

brainstorming ways to creatively advertise it. This must be done through not only social media 

outlets, but specific print magazines centered on fashion and hip-hop culture. In order to cultivate 

more clout in the menswear scene, we must give our customers reasons to speak highly of our 

brand, which will ultimately give us a stronger, more grounded reputation.  
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A majority of our Facebook advertisements will be centered directly on advertising our new 

releases. This latest release will be largely advertised for the next few months. From then until 

the end of the year, we will advertise as well as guerilla market for our next release. These ads 

will run throughout the day and evening times on Facebook and will be specifically seen by 

people chosen through demographic targeting.  

• Facebook: $200, $20/week for 10 weeks 

• Google Ads: $120, $10/month for a year 

• Google Ad word: $100 total to source specific keywords  

• Look book costs: $949.00 for 250 units. Look Books will be sold on our website as well 

as distributed across the US to menswear retailers for free.  
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The article, “The Aura of New Goods: How Consumers Mediate Newness,” looks into the idea 

of “newness,” and what the word actually means in a consumer sense. Depending on the type of 

business and what product a business is selling, “newness” can mean very different things. 

However, when it comes down to it, consumers (especially those in our demographic) are 

viscous and very discernable. They are all looking for one thing, which is whatever is relevant 

and trendy. No matter how “new” the product, idea, or even subject matter is to a brand, if it is 

no longer “relevant” to their customers and the immediate public, by cultural definition it is not 

new.  

The author contributes to defining “newness,” by, “(i) outlining the experiential and identity 

related value of newness, (ii) identifying a set of practices consumers use to mediate newness, 

and (iii) discussing different modalities of newness,” (Gocken, 2014). The signification of 

“newness” to consumers is something that is extremely important for businesses to understand 

because consumers are constantly making decisions to either purchase a product or not. The 

author talks about consumers doing many different things to give their used products a “new” 

feeling again after time passes the purchase date. Through understanding what our customers 

want when they are shopping with us, we have begun creating a new approach to things such as 

the layout of our web store, how we deal with retailers who carry our product and how much 

time we allow products to be available for. Throughout the year of 2016, we will make it widely 

known that our designs are only made once and never re-constructed after being sold out. This 

will not only give our products a limited feel but also create a sense of competition behind the 

buying process.  
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After reading the abstract of the article, “I’m Buying Jack: Fooling Around an Ambiguous 

Brand,” I reflected on our original approach to advertising. The idea behind Stable (GLNY) 

when we first started was highly centered on the idea of ambiguity. Our designer, who created 

the concept behind the brand, started out being very determined to keep a high level of 

“vagueness” behind our identity. The original logo did not say our name, our website URL, or 

even give a hint to what we did. Basically, the stickers represented nothing. Those stickers speak 

to a lot more than a terrible logo identity; they represent the fact that we have never really had 

any identity. We have bounced around all over the street wear spectrum and then finally 

grounded ourselves with the idea of establishing the resources to become a full-on menswear 

brand.  Moreover, now that we have decided this, does that mean we eliminate ambiguity from 

our business plan entirely? After reading this article, it has been made clear to me that for some 

obscure brands, ambiguity utilized correctly can actually be a strength rather than a weakness 

(Brown, 2013). Amongst many other things, reading this helped me realize the many different 

things we were doing incorrectly that prevented us from successfully representing ourselves. 

This was due to the fact that we did not know how to correctly use the ideas centering ambiguity. 

In order to implement ambiguity into our marketing plan, many different things will have to be 

done. For one, we will have to correctly structure the ways in which we are advertising and what 

we are advertising while still making it easy for people to remember who we are and what we do. 

Over the year of 2016, we will be able to successfully implement ambiguity into our marketing 

plan, if we do so subtly. Our approach to marketing, if we want to expand our fan base, must be 

logo heavy so that people connect our product and name to our symbol when they see it. This 

does not mean that on our stickers and advertisements we have to say in bold face, WE ARE A 

MEN’S CLOTHING COMPANY. Through creative advertisements, we should be able to show 
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consumers (without saying it) that we are not only a menswear brand but also a company that 

influences creative people and their lifestyle. For example, we will use a lot of digital storytelling 

videography about different individuals who co-sign our brand, including these stories on our 

website and Tumblr.   

 

Of the three articles I read, “Exploring the Link between Volume of Media Coverage and 

Business Outcomes,” by Dr. David Michaelson could be the most beneficial to us if utilized 

correctly. The author investigates “unpaid marketing,” or (in other words) online and social 

media advertising that ranges from free to inexpensive. The author discusses the idea behind 

advertising online and ways in which success has been achieved. The way the author of this 

article is defining success is by measuring the amount of business that companies are receiving 

from social media and online advertising (Michaelson, 2014). This article is beneficial to us for 

the sole reason that online marketing is basically our main and only form of marketing. Aside 

from the fact that we do not have the capital at hand to pay for things such as TV advertisements 

or full-fledged magazine campaigns, our demographic is one that does not require those forms of 

ads. Our customer (18-24 year old male) gets most/all of their information through online forms 

of media. Our goal is to receive strong blog coverage and develop an approach to successful 

unpaid online campaigning. In order to reach blogs and begin receiving coverage, we will need 

to expand the amount of views our posts are seeing on all forms of social media. On top of doing 

this, we must go through our website and make sure that all of our coding is set to be linked with 

Google Search. Without the ability for someone to search on Google, for example, “Menswear in 

Brooklyn or Menswear in Denver,” and have us come up on the first search page, our company 

will fade into its demise.  
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The article, “Exploring the Link between Volume of Media Coverage and Business Outcomes,” 

is a continuation of the previously discussed article, “Exploring the Link Between Media 

Coverage and Business Outcomes.” The author covers the idea of how media can directly 

correlate with the amount of business a company is receiving. To be concise, through several 

different experiments the study determined that competitive share of quality-refined media 

coverage (Share of Discussion) has a strong link to business outcomes, and, in most cases, this 

link is stronger than seen in non-competitive comparisons.  The article reinforced that the 

amount of times a company’s media content is being shared and covered by other sources, the 

better the business.  This article informs our strategy in that our target audience is made up 

mostly of males aged 18-24. These young men have grown up around technology their whole 

lives, perpetually expecting a notification. Young men in this generation are often very in tune 

with pop culture and what is trending at the time. Unlike generations before them, these young 

men are extremely hard to market to because they think they are ‘too cool’ to be marketed to. 

They think they see the flaws in every media campaign, and usually they do, which is very hard 

for advertisers. This critical generation has been very hard for us to work with as they are more 

apt to purchase from our widely known competitors because of their ‘brand-driven’ mindsets. 

Stable LLC and GLNY have barely made it into one percent of these young men’s minds. We 

have developed brand loyalty locally but none outside of that. Consumers would rather buy other 

brands’ products for the sake of the name and the fact that it is well known. In the mind of this 

person, I do not think they would even consider the brands that we consider our competitors to 

be our competitors. I would make an educated guess that these young men would classify Stable 

as a ‘local company’ and define our competition as other local brands. It is our goal, after this 

marketing campaign, to be in the minds of young men around the U.S and even internationally. 
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With this demographic, anything is really possible considering all the information received is 

obtained from an online medium. Our campaign will be about showing this demographic that our 

clothing is not only quality but it is unique and provides them with not only a creative platform 

but the chance to be a part of something that is bigger than themselves. The tone of our 

advertisements will be centered on the fact that we fuse accessibility with exclusivity. Our 

advertisements will remind these young men that GLNY is nothing other than cool. If people in 

our demographic are online sharing our content or content about us, our reputation will build and 

the increased media coverage will drive more traffic to our site which will increase sales.   
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Public Relations 

The article found in the Journal of Public Relations Research Volume 26, Issue 3 titled, 

“Investor Relations as a Public Relations Function,” discusses how to successful relate and 

approach investor-owner relationships. By questioning whether this aspect of business is still a 

financial institution or a communicative one, the article sparked my interest immediately. The 

main questions being asked in this are, “who works in the investor relations departments and 

investor relations agencies, where do they come from, and, more importantly, what does it mean 

for the status of investor relations as a profession?” The author aims to determine whether or not 

the viewpoint on investor relations has changed from financial to communication by conducting 

a random probability sampling of investor relations professionals. The probability sampling 

investigates things such as which people they are reporting to in their companies, where they 

come from personally, and more importantly how they identify with the status of investor 

relations as a profession (Laskin, 2014). This article has been useful to us for a very simple 

reason. We have had multiple opportunities to get financial investors behind our company and 

support us, yet, due to our poor interactions with them, we lost every opportunity just as quickly 

as they came to us.  This article has instructed us on how to successfully take on a relationship 

with an investor, whether or not it is the right time, and how to carefully nurture that relationship 

so that when an opportunity arises to get funding, there will not be any issues.  

 

The author of the article, “Media Catching and the Journalist-Public Relations Practitioner 

Relationship,” investigates how media relations strategies are changing with time and the 

progression of technology. With the expansion of social media into culture and society, media 

relations strategists are faced with many different outlets and avenues to communicate through. 
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The idea behind it is simple but the actual execution is not. Between the LISTERV technology 

and social media, journalists are being faced with many decisions on which platform is retaining 

more success. The author of this article touches upon this issue by displaying conducted research 

on large groups of social media examiners and their preferred strategies in correlation with what 

is actually bringing in success. This article has largely benefitted me on outlining an approach for 

marketing in 2016 because it has provided insight to what others in the professional field are 

actually experiencing. We are active on all of our social media outlets and we have followers, but 

we are not a large company or media organization whose job is to satisfy mass numbers of 

people through many different forms of communication (social media being just one of them). 

To become more efficient, we must identify national, regional, local, and specialty reporters who 

follow our industries or industries alike such as sneakers, hip-hop, skateboarding, etc., friend 

them on Facebook (if possible), and follow them on Twitter. We need to become important in the 

minds of the people who have the power to co-sign or endorse our product. Another way to do 

this is by networking with people who can get us into contact with these types of people and 

relay their email address. Another focal point for us will be to create a profile as a source for 

HARO (Help a Reporter Out) and other journalist catching sites that can help us quickly gather 

information from the public. Throughout 2016 and progressing onward, we will be frequently 

scanning HARO and sites alike for source opportunities. Through HARO (and other journalist 

catching sites), we will be able to constantly be aware of which demographics are buying what, 

where people in certain areas are shopping and most importantly we will obtain the email 

addresses of potential consumers who have showed interest in our brand but usually have 

showed interest in similar brands.  

 



Good Luck New York  
Marketing Outline 

23 

 
The author of, “How Does Web Site Interactivity Affect Our Perceptions of an Organization,” 

examines the perceptions people/consumers make on a company or organization based on their 

online presence. A company’s web site interactivity plays a large role in defining their reputation 

amongst a customer basis. The article discusses theoretical and practical implications. A 

company’s identity strongly derives from how easily people feel they can interact with them and 

find content through their social media profiles or web page (Guillory, 2014). This study will 

benefit us merely because we have never fully understood the true power of a strong online 

presence. For the past two years, we have focused on promoting our brand through word of 

mouth. Granted, this has kept us humble and built a decent following locally, but it is still not 

getting us to where we want to be. In order to expand our sales, increase following, and spread 

our brands message, it is imperative that we have a flawless web presence. In order to get to this 

point, there is a great amount of work that must be done. For starters, our website must be 

remapped through Google and our SEO meta-dating. We have made sure that our search engine 

keywords are done correctly. Although we have set up these things already, there are many flaws 

in the way that we did it. Post changes, our website and social media platforms will not only be 

easily searchable for people who are looking for them, but they will be visible to people who are 

not. We will also need to do a complete overhaul of our social media pages, deleting all 

unnecessary content. After doing this, we will need to run advertisements through Facebook, 

Tumblr, and Twitter promoting our page and blog content. After analyzing the results from this 

in a few months, we will be able to move forward using that data.  
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Data to Apply to Advertisements  

(See Figures One, Two and Three) 

Good Luck New York’s typical consumer’s hot buttons are: impulsivity, exclusivity and a 

specific drive to be different than the rest. Due to our lack of marketing in the past, the largest 

varieties of our fans are from the United States. It is fair to say that these consumers are very 

discernable shoppers that take pride in what they wear. They are seeking to be unique and be the 

first person they know to be wearing what they have on. It is a group of people (that I like to 

think of) as wanting to be marketed to without actually being marketed to. Our demographic is 

one that is not easily persuaded; they are often looking for flaws in advertisements as well as lies. 

Our typical customer is looking for a quality garment that is not only going to last but is going to 

be unique and not easily identifiable. That is why our mission is to fuse accessibility with 

exclusivity.  

 

(See Figure Four) 

On the down side, our website page views have drastically gone down in the past three months. 

From four months ago when this screenshot of our Squarespace traffic overview was taken to the 

current day and time, our daily page views have decreased dramatically.  

 

Unfortunately, after our name change we made the switch from Goodsie as an ecommerce 

platform to Squarespace (which we prefer). However, after leaving Goodsie, we forgot to capture 

and take into our possession all of the data we had stored there. For example, on our Goodsie 

platform we had data that broke down where each visitor was coming from as well as where the 

sales were coming from. Squarespace, however, does not provide us with these capabilities.  
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If we had been more efficient and on top of our books, we would have frequently been keeping 

track of all that data. Reflecting back on this, it is one of the biggest mistakes that we have ever 

made. Not only were our sales better when we were using Goodsie, but we were making sales to 

other countries and all over the US that we are not making now. The only way to really get this 

data is to contact Goodsie and see if there is any way they can access our old account and dig it 

up for us. I am still waiting to hear back.  

(See Figure Five) 

Until then, we need to be capitalizing on Google, Google Adwords and Google advertisements. 

Through Google, we can advertise to mass amounts of people. As you can see, Google is where a 

large portion of our largely decreased amount of viewership is coming from.  

Mock Advertisement 

 

(See Figure Six) 

An advertisement like this has one purpose, to direct people from Facebook to our website. 

Running at a cost of $20 per day, the ad will be optimized by clicks. We will be paying for each 

action that is taken on our advertisement. Based on the bid that Facebook gives us, we will be 

paying X amount for each click to our website directed by the ad. For this ad, we will run it until 

we are satisfied with the outcome. In many cases, we will be satisfied after a few days and 

sometimes up to a week. But, with our budget, we should never be spending more than $100 per 

advertisement.  
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Posts 

 

(See Figure Seven) 

This is a post from our last release that was only promoted for five dollars. As you can see, the 

post received almost 7000 views and 268 likes. We only promoted this post for a budget of $5 

for one day.  

If we were to do something like this once a week and set a daily budget of $5 on it, we will be 

able to gain mass amounts of followers. When we begin working with larger numbers of fans, it 

will become a lot easier for us to get sales and our likes will monetize much more organically.  

 

(See Figure Eight) 

The post below is one that I did on Instagram. The photo is a product shot of one of our latest 

pieces. The windbreaker is a 3m reflective piece perfect for late night bike rides. The hash tags 

used were well thought out, there are not too many and each is very relevant to the pictured 

product.  
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Schedule and Budget 

• Our budget is essentially nothing (zero). Aside from spending on Facebook 

advertisements key-worded efficiently, there is really no other place we should be 

spending money on advertising.  

• Throughout 2016, we should be running frequent advertisements promoting our website 

and specific products daily, as well as paying to have our stories be “sponsored” and earn 

a higher spot on Google search.  

          -Facebook: $200; $20/week for 10 weeks 

          -Google Ads: $120 $10/month for a year 

          -Google Ad word: $100 total to source specific keywords  

          -Look book costs: $949.00 for 250 units. 

• After a three month time period of running daily advertisements, we should re-evaluate to 

see if any changes have occurred in our sales and to see how successful we have been at 

monetizing our social media platforms. From there, we will decide whether or not the 

way we are conducting marketing has progressed or become worse.  
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Appendix: 

The ability to fuse accessibility with exclusivity is one that if done well, is very easily 

marketable. Young men in the 18-24 demographic are extremely discernable clientele that are 

constantly trying not to get ripped off. These men are not stupid. They have grown up around 

technology and have always been advertised to. Advertisements are second nature to them and 

they are a very difficult demographic to market. Finding a comfortable balance between having 

advertisements be seen, noticed, and remain in the viewer’s mind without overwhelming them or 

letting them develop too many (negative) thoughts or ideas about the brand has been our biggest 

challenge. There are many flaws in the organizational structure of our marketing. It would be 

extremely beneficial to our company to undergo a re-haul of our marketing plan with these ideas 

in mind.  

Each of these studies will be of use to GLNY when putting together a marketing campaign for an 

array of reasons. The main and most important thing that these journals have helped us to 

achieve is the knowledge required to fully understand not only the demographic, but also the 

customer specifically (in addition to knowing how exactly how to go about marketing to them). 

Each and every consumer needs to feel a connection to whatever they are purchasing. If we can 

tap into every fiber of the customer, we can build a larger understanding of exactly what that 

person wants. When it comes to new products, social media outreach, and website interactivity, 

there will be no confusion due to the information attained in these journals. We will put strict 

policies in place that will be under very well organized guidelines that follow a set agenda. As 
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cliché as it may sound, making the customer happy is really the number one priority. If the 

customer is not happy and does not feel any type of personal connection to the brand, they will 

forget about it just as quickly as they learned. For a long time, it has been our approach to not 

care what the customer thought of us. The way we saw it was that we were just too cool for 

anyone, so if they did not like us we basically felt it was their loss. Obviously, it was ours. The 

importance of satisfying the customer is at the very top of the list when it comes to running a 

business. These changes, among many other crucial adjustments within the company, will assist 

us in creating a way of advertising to consumers that is centered on reminding them they come 

first. 

In order to receive the likes that we want, meaning in order to get the type of people we want 

liking our pages, we must be generating and advertising content that would specifically entice 

them. In order to do this, we must investigate our customer basis and get to know them. Aside 

from knowing our demographic (males 18-24), we do not know much else. In order to develop a 

stronger understanding of our customer basis, we will need to find out everything about these 

people. What is this demographic doing? What are they listening to? How are they 

communicating?  

No longer are people getting their “news” from the radio or TV. The majority of this 

demographic is getting all of their information off of blogs and social media platforms. The name 

of the game is to be able to take advantage of as many free forms of online publicity and studies 

conducted on our demographic as possible. 

Facebook advertisements (for example) are being directed at our customers by programming 

specific keywords and interests in the advanced settings of the code. Knowing how to effectively 



30	   GLNY	  
 

run advertisements, especially those on Google and Facebook, will help us to create a steady 

flow of content that will be constantly streamed by our demographic.  

 

 

Figure One 
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Figure Two 
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Figure Three 

 

Figure Four 
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Figure Five 
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Figure Six 
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Figure Seven 
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Figure Eight 
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