Ongoing Communications Plan: 2010 Promotional Calendar

January: New Years Eve / Resolution theme

First Quarter: February

Fashionista's: "Shut-Up?! There's a Preview of next season's look this season!? Sale."
Feb 13th-20th. Centered around the Valentine's Day weekend.

March: First Day of Spring / Academy Awards theme

April: April Fool's theme

Second Quarter: May

Fashionista's: "DUDE?! It's getting Hot out here, | think i'll buy some clothes!? Sale."
May 1st-15th. Centered around the beginning of the Summer/Mother's Day season.

June: Father's Day / Coming of Age theme

July: Independence Day / Personal style theme

Third Quarter: August

Fashionista's: "HELLO?! | can't go Back to School wearing last season's wardrobe?!" Sale."
August 1st - 31st. This is centered around the back to school or work sale Fall season.

September: MTV Video Music Awards / Music and fashion theme

October: Columbus Day / Discover breath of product theme

Fourth Quarter: November

Fashonista's: "UH-DUH?! | know they're Jealous, look at my Jeans!" Sale."
Starting Black Friday ending Nov-30th. Centered around Black Friday.

December: Christmas / Holiday Gift theme
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Ongoing Communications Plan: Our Quarterly Sales Promotions

Our promotional calendar uses the usual industry promotional/sales pushes (centered around Christmas,
Labor day New Years etc) as themes to develop our email and RSS content and offerings around.
However, the major focus of the calendar is built around our 4 major sales events. Each event is scheduled
every two months. The chosen months were selected so as to allow space between the sales promotions
and designed to give us a quarterly lift. All promotions will vary in length from one month to 4 days.
February, May, August and November are the selected months and will be targeted toward different
segments within our 18 to 25 sweet-spot. Each of these themes would have an acquisition, retention and

reactivation execution driving traffic to the corresponding online collection page.

Each promotion will have a corresponding flash movie in the main content portion of our home page (to
be created). The sale will also be promoted through promotional package inserts that ride along with our
fulfilled items. A corresponding Wikipedia page will also be created for each quarterly event. The Wikipedia
page will help our search rankings and have clickthroughs to more info and entry forms on our site. A
search campaign will also be used to publicise the sale. Key words will be used to drive submissions and
sales. The sale will also be promoted through any behaviorally targeted email communications and RSS
feeds. All of our ongoing communications have been designed to specifically accommodate our monthly

themes and our quarterly promotions are the theme for the month they fall in.

Each promotion will include a user photo submission component designed to generate merchandising
images for our marketing. "Entourage Discounts" will also be given for future purchases to members who
"Get-The-Girls" (member-get-member) by signing up their friends. This is to encourage the viral acquisi-
tion of new prospects by passing along our promotional email or RSS communications.

First Quarter: February

Fashionista's: "Shut-Up?! There's a Preview of next season's look this season!? Sale. Feb 13th-20th.

The hook for this promo is that it not only offers our new spring collection preview, it kicks off our search
for our annual Fashion Week Fashionistas search. Centered around the Valentine's Day weekend and
geared toward early Spring shopping and spring breakers. The timing also is scheduled to coincide with
the Mercedes-Benz Fashion week Fall collections held in February. This sample sale is an exclusive well
rounded online preview that will last just 7 days. We are looking for this theme to attract all the "Fashion
Forward & Trendsetters" who have purchased in higher amounts from us within the last 2 months with this

promotion.

The items mark the beginning of the fashion season and mirror some of the hottest Designer fashions of
the season for less. This promotion mixes the excitement of the collection with our users individual take
on it. Designed to drive sales by inspiring our most engaged online shoppers to "Get-The-Girls" together
online or in person and take "entourage photos" wearing pieces from the collection. The first 50 Fashionistas
to submit photos to us wearing an item from the collection online in are entered to become the next

Fashion Week Fashionistas. 3 winners will represent Fashionista @ Mercedes-Benz Fashion week.

Sample Keywords include: 'Fashionista's Preview Sale, Designer fashions for less, Fashionweek fashionistas,
Young miss fashions, Shut-Up?!, Fashion Preview sale, Get-their-Girls and entourage photos.'
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Ongoing Communications Plan: Our Quarterly Sales Promotions

Second Quarter: May

Fashionista's: "DUDE?! It's getting Hot out here, | think i'll buy some clothes!? Sale. May 1st-15th.
Centered around the beginning of the Summer vacation season. This sale is geared toward those who will
be getting ready for summer travel, laying out and those out shopping for Mother's Day. The two week
sale will include accessories and apparel with bright colors, summer fabrics, prints and bathing suits. This
theme will cater to all the jet setting "Style Mavin's" who will be traveling to warmer climates, abroad or

home for the summer.

The objective of this sale is to raise the average order value among all customers with particular attention
to customers with a history of small orders. This sale is structured in such a way that it encourages mixing
and matching of styles. Specifically this sale will include bathing suit beachwear bundle deals like 2 for
29.95, 3 for 39.95, 4 for 49.95, Choose your own bundle of 5 for 69.95. Members always encouraged to
submit photos with their friends and forward our emails for entourage discounts. Chosen photos will

appear in Fashionista's online marketing for this season.

Third Quarter: August

Fashionista's: "HELLO?! | can't go Back to School wearing last season's wardrobe?!" Sale. August 1st - 31st.
This is centered around the back to school or work Fall season. Our premium collection and accessories
would be offered here. The duration of the sale is designed to make sure Fashionista is considered among
the other retailer promotions. The timing is also just before the Mercedes-Benz Fashion Week Spring
Collections held in early September. Our theme and duration with this promotion is aimed at casting a
wide net so as to engage our target segment and gain market share by attracting new customers. The
month long sale will feature specific items each week and will end before fashion week so as to ride the

excitement of that event.

Buy 2 get 1 half price (selected items). Purchases over $200 get a limited edition handbag designed by
Serena van der Woodsen, Constance Billard and Blair Waldorf, from the hit series Gossip Girls for Fash-
ionista ETC. (while supplies last & Free shipping with purchases over $80). The aspirations of our custom-
ers are such that they identify with the nature of the show, age group, costume design and social issues

the characters encounter.

Fourth Quarter: November

Fashonista's: "UH-DUH?! | know they're Jealous, look at my Jeans!" Sale. Starting Black Friday ending Nov-30th.
This promotion is specifically centered around the busiest shopping day of the season. This will feature
our premium denim collection. The sale is scheduled to harness the Christmas shopping season by
offering our most stylish / expensive denim styles and price points. This theme is designed to push the
upper bounds of our average order value with particular attention paid to customers in the mid-level
purchase range. The promotion is also designed to increase the frequency of purchases. The hook for this
objective will be 25% off designer premium denim with a chance to win a free pair by being 300th
customer (with purchase over 50%).
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Social Media: Everyone wants to be the in our 'Click.’

Fashionista Etc's caters to a customer base heavily involved in wanting to be the center of attention. They
are constantly on the go, very aware of how they are perceived and generally influence their peers as
trendsetters. They are "it girls" and a large part of their image is expressed in their lifestyle. This personal
style can be found in their language, mobile phone color/model (accessory) they use, the clothes they wear
and group they associate with. It's also expressed in the places they hangout as much as in the handbag
they choose to show up in. Each element of their lifestyle is extremely important to the overall image and
because we understand that we can engage them on a broader scope with social media. Using what
attracts them to our brand and products, | propose leveraging "micro blogging." This format will be a cost
effective way of engaging our community, building our brand, supporting research, purchase and
ultimately creating an army of brand advocates.

Why does this make since for our target?

Based on what we know about our target: 1. She enjoys the social aspect of shopping and often does it
with friends. 2. Sees it as a form of entertainment. These attitudinal, behavioral and demographic charac-
teristics of our target are the right fit for engaging with our target through Twitter. Community, Dialogue
and Engagement is what we can seek to reap from this particular social media platform. As a fashion
company, our product is driven by these advocates and in order to leverage their influence for our brand |
propose using Twitter to launch Fasionista's "It Girl Click."

There are several reasons why | would propose this type of community engagement for Fashionista Etc.

1.The target is already engaged and communicating with each other in this way.

2. The format is flexible in the type of content it supports and can be submitted in a text, instant message,
email, MP3 or online. (microblogging, wikipedia)

3. We can monitor our reputation and brand in this format (monitwitter)

4. The platform is still so new that it's completely uncluttered space.

5. It's the perfect B to C to C dialogue medium to extend our "Get-The-Girls" (member get member)

marketing.

The goal of this social media campaign is to build awareness of the Fashionista Etc. brand through
engagement, community, and dialogue. This format will be the equivalent of thousands of free impres-
sions, third party endorsements/reviews and thousands of click throughs rolled into one—for free. This
format would also present significant research and post purchase support, among unique visitors who
click through from Twitter to our website. If we harness the engagement of this group and give them
incentives to mention our brand online with links, this format will become a living product review (and
overall endorsement of our brand). This may be a tough sell among old-school brand managers who are
uncomfortable with the fact that this could backfire. That is definitely a possibility, however these custom-
ers are already posting in the Blogosphere and this would atleast encourage and harness the benefits.
Those benefits include a community of self-contained enthusiast connected through making UGC content
about Fashionista Etc. This medium will support itself once established however, our supporting efforts to

promote it will be through our website, email communications, RSS feeds and Wikipedia page.
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Social Media: Fashionista's "It Girl" promo. This ongoing promo encourages fashionistas and their friends to:

1. Purchase and photograph themselves in our items (with or without their friends)5

2. Post the photos directly to Twitpic with a short blurb

3. The photos must mention Fashionista and the product name (or season) with a link to the item's product
page on fashionistaetc.com

The users who get the most comments on photos from followers would be rewarded quarterly with a free
collection. The users that send us the most click throughs will win a free collection for 2 and will be asked
to Tweet for us. The users that drive the most conversions will be awarded invited to become the next
seasonal "Fashionista It Girl Click" featured in our online marketing. Inside the organization we will all
share the responsibility to engage with our customers through Twitter. Officially, our designers will have
responsibility within our company. As the product creators, it only makes since that they would be the
content creators that represent our organisation. They will tweet in order to share their inspirations,
passions and concept philosophy. All employees will be encouraged to identify themselves as such when
they tweet however only designers will be listed on the Fashionista etc. corporate Twitter page. We will
not promote our own products as ads on Twitter, however it will be the channel through which we offer

customer service support.

Supporting Marketing: Wikipedia page, what type of supporting marketing would be best and why?

Currently the word Fashionista is in the disambiguation category and therefore is associated to several
topics.6 The opportunity presents itself for us to clarify (and thus own) the word and define the concept
associated with it. In terms of objective, | propose using Wikipedia to: 1. Support/Strengthen the position
of our brand 2. Involve our customer base in shaping our brand attributes 3. Drive traffic to our website

and promotional microsites 4. Improve our search "Google Juice" by providing more key-word driven content.

Strengthen the position of the brand

Fashion keeps evolving and so should the definition of a Fashionista. The nature of Wikipedia is such that
people would be able to edit or expand the definition as they saw fit. This would allow for an authentic
definition from the target and we would even encourage the public to edit the definition with us. This
could be a great qualitative tool for insights that we would closely monitor (to edit obscenities) for celebrities

or styles that people may mention.

Wikipedia example entry: Fashionistia (it girl, style maven)

A mix of street and chic a Fashionistia is the center of attention. Her dial is tuned to the catwalk, the corner
and wherever else happens to peak her interest. She's fashion crazy, sexy & cool and that's just the the
outside. The latest trends and styles come from the hobby she does with her friends on the weekend-shopping.
How she presents herself is a way of life because it's a part of her DNA to be unique. When she was 18, the
school cafeteria was her runway and even though she had to do more with less, she's always had a ton of
followers. Now that she's 21 she's still the "it girl" and it's easier than ever to follow because she "tweets"
while making her rounds. You have a closet, she has a wardrobe. She's a local celebrity. The twitpics in
her public timeline and geotagging accompanying them not only tell you what's she's wearing but where
she's wearing it. She shows up in next year's look because it starts with her and no matter the season
she's got just the right look.
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1.http://www.emarketer.com/Article.aspx?R=10070418&Ntt=social+media&No=128&xsrc=article_head_sitesearc
hx&N=0&Ntk=Dbasic

2.Behaviorally Targeted E-mail Communications, Part 1
http://www.clickz.com/3627254

Behaviorally Targeted E-mail Communications, Part 2
http://www.clickz.com/3627266

3. RSS and E-Commerce: A Natural Fit
http://www.clickz.com/3581856

4. http://en.wikipedia.org/wiki/Gossip_Girl_(TV_series)#U.S._Nielsen_Ratings
http://www.nytimes.com/2009/04/22/business/22kohls.html?emc=eta1l

5. Twitpic examples

http://twitpic.com/43afs

http://twitpic.com/43a84
http://twitpic.com/43agx
http://twitpic.com/3kph5
http://twitpic.com/3fgaj

http://twitpic.com/3wrq3
http://twitpic.com/43ady
http://twitpic.com/43aeb
http://twitpic.com/33sud

6. http://en.wikipedia.org/wiki/Fashionista

Additional Reference

Using Social Media Advertising to Drive Results
http://www.clickz.com/3633147

Creating an Integrated Content Strategy in 2009
http://www.clickz.com/3632203

Online Social Network Advertising Spending Worldwide, 2008-2013 (billions and % change)
http://www.emarketer.com/Reports/All/Emarketer_2000567.aspx
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