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Wh_q Google Search More and Social Media Less

In next few slides I will do as you requested. However, | honestlg feel you are avoidinga channel that is much more Promising.

D | Prelcer Google Search over social media for marketing purposes because of the fundamental difference in user intent
between the two Plahcorms. When People use Google Search, theg tgpica”g have a sPeciﬁc intent or need in mind. For example,
theg might be |oo‘<ing for a Procluct, service, or information to solve a Problem or fulfill a need. This intent-driven behavior
presents a valuable oPPortunitg for businesses to connect with Potential customers who are acti\/clg seeking what theg offer.
2) On the other hand, social media Plahcorms like l:aceboo‘g Instagram, and Twitter are more about social interaction,
entertainment, and content consumption. While users May come across ads or posts from businesses on social media, their
Primarg motivation for being on these Pla‘mcorms is not necessarilg to make a Purchase Or engage with brands. Instead, theg are
often looking to connect with friends and Familg, consume content, or be entertained.

%) This difference in user intent means that a&vertising on Google Search allows businesses to reach Potential customers who

are active|9 Iooking for Procﬂucts or services like theirs, making it more likelg to generate leads and conversions.

4) In contrast, acl\/ertising on social media relies more on targeting sPeciﬁc clemographics or interests rather than user intent,
which can be less efHfective in dri\/ing direct sales or conversions. Overa”, while social media can be valuable for brand awareness
and engagement, Google Search offers a more direct and intent-driven aPProach to reaching Potential customers who are

acti\/elg seeking what a business has to oftfer. | studied this for many years and the result of my stu&g is at link: https: //

uxdesi onseo.com/ uxclesiznseo/ conversion-optimization/
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5) | start my Presentation analgzing Google Search first which I believe is much more valuable.



https://uxdesignseo.com/uxdesignseo/conversion-optimization/
https://uxdesignseo.com/uxdesignseo/conversion-optimization/
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Keyword (by relevance)

Keywords you provided
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designer belts

women belts

leather belt

Keyword ideas
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gucci belt

celine belt

mens belts

ferragamo belt

gucci belt women

ysl belt

valentino belt

gucci belt men

165,000

Avg. monthly searches

49,500

49,500

60,500

40,500

27,100

18,100

33,100
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Competition

Top of page bid (high range)




/—\nal_qsis Of Demand

AS you see in image in last slide the total searches for your main kegworcis 's about 100,000.

The ads will be shown to roughlg 0% of these searches (Google iml:)ression share rules clepencling on how
*ﬁgh you bid).

Hence our ads will be shown to (100,000 x 50 % =) 50,000 Active Google Searchers.

can get CTR to better than 5 Percent bg A/B tcsting many ditferent Ads.

We will achieve 50,000 (impression) x5 % (CTR) = 2,500 clicks (montHg} on our ads.

| will bid $4 to achieve first Position and get 50% imPression share.

Our aclvertising cost will be 2500 x4 = per month.

lam sure | can get closer to a 10 % conversion rate!

Achieving such a high conversion rate comes with hard work to oPtimize th cling page (A/B testing).

Hence we will achieve:

2500 x 10 % (conversion rate) = Average 250 Belts Sold Guaranteed!!

The average Price of every Projects is around $160

We will achieve Revenue = 250 x $160 = $40,000 Revenue Monthlg.
Revenue after Google Ads cost =40,000 - 10,000 = $ 50,000
ROS = 30,000 /10,000 =3 or




| ineaPelle mission and unique se”ing Prol:)ositions

D LineaPelle, showcased on Iineape”e.com, IS a Premier destination for luxurg leather goods, renowned for its

commitment to qualitg cranctsmanship and innovative Aesign.

2) Their mission centers on blcnding tradition with contemporary ﬂair, ogering clisceming consumers an

exc]uisite range of leather Proclucts that seamlesslg marry style and Functionalitg.

) With a dedication to sustainaoilitg and ethical sourcing, | ineaPelle sets itself aPart bg not onlg clelivering

impeccable goocﬂs but also }33 C’lampioning resPonsiHe Practices in the leather indus’crg.

&) Whether it's handbags, beltsj Or accessories, | ineaPelle stands as a beacon of refined clegance) catcring

to those with a cliscerﬂing cye for timeless fashion and conscientious COﬂsumPtion.




Trends

Keg Trends:

5ustainabilit9 and Eco—qcrienc”y Materials:

D) Increased focus on sustainable construction materials and Practices to reduce environmental impact.
Growing demand for eco~Frienc“9 leather alternatives in construction Prcﬂects.

Digitalization and Teclmologg Integration:

2) Aclol:)tion of E)uilcling Information Modeling (BIM) for imProved Prcy’ect coordination and epﬁciencg.
Integration of 10T devices and sensors for smart construction monitoring and management.

Modular and Prefabricated Construction:

%) Rise in PO Dularitg of modular construction methods for faster Project cleliverg and reduced costs.

4) Prefabricated builcling components gaining traction for their quali’ty control and time-saving benefits.

Health and Wellness in Built Environments:

5) Increasing emPhasis on creating healthier indoor spaces through better Ventilation, natural lighting, and use of non-toxic materials.
6) lncorporation of wellness amenities like green spaces and fitness facilities in construction Projects.

Resilient and Disaster-Resistant Design:

7) Growing awareness of the imPortance of clesigning structures to withstand natural disasters and climate change imPacts.

8) Use of resilient building materials and innovative clesign strategies for enhanced structural integritg.




Com Petitors

Keg ComPetitorS:

Luxuxy | eather Goods Brands:

e Com

betitors ogering higl%encl leather Proclucts similar to LineaPelle's oquerings, targeting similar aHluent consumer segments.

o Examples include Guccl, Louis Vuitton, and Prada, which may offer leather accessories that compete with LineaPelle's l:)roc]uct range.

SPecia
e Com

e Com

ized Leather Suppliers:

panies sl:)ecializing in supplging leather materials to the construction inclustrg, omcmceringa range of oPtions for architects and designers.

betitors might include companies like SPirmegbeck and Moore & Giles, known for Provicling Premium leather solutions for interior clesign and architectural

Projects.

Construction Material SuPPlierS:

o Coml:)anies Provic]inga wide range of construction materials, incluc]ing alternative materials to traditional leather, such as sgnthetic fabrics or sustainable

alternatives.

o ComPeti’cors could include large suPPIiers like Saint-Gobain or LalcargeHolcim, ogering a diverse Por’mcolio of builcling materials for various construction needs.

Innovative Tec}mologg Providers:

o Coml:)anies cleve]oping innovative construction teclmologies or digital solutions that could clisrupt traditional construction methods.

o ComPetitors in this space may include firms like Autodesk, ogering BIM software solutions, or startups cle\/eloping advanced construction materials using

cutt ng—-eclge teclmologies.

By staying abreast of these trends and unclerstancling the comPetitive lanclscaPe, | ineaPelle can Posi‘cion itself s’crategica”9 in the construction indus’txy, leveraging

its strengtlﬁs ancl addressing evolving customer PreFerences ancl marl<et demands.




Primarg ancl soconciarg targot markots

Primary Target Market:

Fashion-Conscious Individuals:

o Demographic: Men and women agecl 25-45, with a higtior clisposablo INncome, rosicling in urban or metropolitan areas.

o Psgchographic: TroncLsavvg consumers who value luxurg, qualitg crattsmanship, and uniquo closign in leather goocis.

o Behavior: Rogular Purchasors of Promium leather Proclucts, inclucling hanclbags, wallets, belts, and accessories, often influenced bg fashion
trends and brand Prostigo.

o Goographic: lnitia”g focused on major fashion cal:)itals like New York, Paris, Milan, and London, with oxpansion into other aHluent urban centers
JJobally,

Seconoiarg Target Market:

e Corporate and Business Professionals:

o Domogral:)hic: Working Protossionals agocl 25-55, omplogool In corporato environments or high—-status industries.

o Psgchogral:)hic: Individuals who Prioritize Protessionai appearance and seek sophisticatecl, durable leather accessories for work and business
meetings.
Behavior: Occasional Purchasers of upscaie leather items such as briotcases, lal:)top bags) Porttolios, and executive accessories, often as
status sgmbols or for gitting purposes.
Goographic: Concentrated in business hubs and financial districts within major cities worldwide, where Protossionals seek high—-qualitg business

attire and accessories.

By targeting these Primarg and secondarg markots, |ineaPelle can tailor its markoting strategies and Prociuct ottorings to meet the distinct needs

and Preterences of each segment, therobg maximizing its market reach and brand aPPoal.




ComPany strengths

Strengths:

I. Brand Reputation: LineaPelle has built a strong reputation for c]ualitg craﬁ:smanship and innovative cleslgn in the quurg leather goocls market, enhancing brand logaltg and customer
trust.

. Product Differentiation: The company offers a diverse range of leather Proc:lucts, inclucling hanclbags, belts, wallets, and accessories, with unique clesigns and materials, catering to
various consumer Prmcerences and stgle trends.
. 5ustainabi!itg Initiatives: LineaPelle's commitment to sustainabilit9 and ethical sourcing of materials Provicles a competitivc advantage) appealing to cnvironmenta”9~conscious

consumers and aligning with growing market trends towards eco-ncriendlg Procluc‘cs.

Weaknesses:

1. Limited Market Reach: LineaPelle may face cha”enges in exPanding its market reach begond its core customer base, Particularlg In emerging markets or regions where |uxurg goocls
consumption is Jower.

Y High Price Point: The Premium Pricing of LineaPelle Produc’cs may limit accessibilitg to a broader audience, Potentia”g cxcluding Price~sensitive consumers or those with lower
disposable Incomes.

OPPor‘cunities:

I. Global Expansion: There is an oPPortunitg for LineaPelle to expancl its presence in international markets, taPPing into affluent consumer segments In emerging economies and
establishing Par’mershil:)s with luxurg retailers worldwide.

2. Diversification of Product Ogerings: lntroclucing new Procluct lines or collaborations with fashion clesigners could help LineaPelle attract new customers and enhance brand visibilitg
in the compe’citi\/e |u><ur3 goocls market.

Threats:

1. Intense Competition: LineaPelle faces competition from established luxurg leather goocls brands as well as emerging Plagers in the market, requiring continuous innovation and
differentiation to maintain its comPetitive eclge.

2. Economic Volatilitg: Economic downturns or fluctuations in consumer sl:)ending Patterns could imPad: demand for quurg goods) Posing a risk to LineaPelle's sales and Proﬁtabilitg.

By Ie\/eraging its strengths, addressing weaknesses, caPitalizing on oPPortunities, and mitigating threats, LineaPelle can sustain its Position asa leacling Player inthe luxurg leather

goocls inclustrg and achieve long~term growth and success.




Customer Personal (I nsights From Website)

Sophisticatecl Sarah
1) Demographics:

Agc: §O~4’§

Gender: Female

Income: High

Occupation: Professional (e.g., lawger) executive)
2) Pain Points:

Sarah values high-qualitg accessories that complement her ProFessional attire.
She seeks leather Proclucts that exude sophistication and elegance to make a

Dression In business meetings and social gatherings.

~oints include ﬁncling durable yet stglish hanclbags and accessories that

her busy li‘ces’cgle and deman&ing career.
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Fashion-Forward Bonnie
) Demographicss:

Ag@: 2.5—-55
Gender: Female

Income: Moderate to Higlﬁ

Occupation: Creative Progessional (e.g.J clesigner) architect)
2) Pain Foints:

Bonnie 1s Passionate about fashion and seeks leather Proclucts that reflect his unique

sense of stgle and creativitg.

he values trenclg ge’c timeless clesigns that set him al:)art from the crowd and exXpress his

incliviclualitg.

Her Pain Points include ﬁncling leather goocls that combine fashion-forward aesthetics with
Functionality for his clailg commute and social events.
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Customer FPersona 5

Luxurg—-—l_oving | inda
1 Demograp]nics:

Age: 4'O~6O

Gender: “‘”‘emalc

Income:

Occupation: Executive, Business Owner
2) Pain Points:

Linda al:)l:)reciates luxurg and inclulges In high—-—encl leather Procluc:’ts to elevate her
wardrobe and l’]cestgle.

She values exquisite craFtsmanshiP and attention to detail in leather goocls, seeking

timeless Pieces that withstand changing fashion trends.

Her Pain Points include ﬁncling leather accessories that offer both elegance and

Practicalitg for her Progessional and social engagem
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Customer FPersona 4

Environmental13~Conscious Jasmine
) Demographics:
grap

Age: 25—“‘1’0

Gender: “‘”‘emalc

Income: Moderate to

Occupation: 5ustainab’|itg Professional, Entrepreneur
2) Pain Points:

Jasmine Prioritizes sustainab'litg and seeks leather Products made from eco~§riendlg

materials and ethical sourcing Practices.

She values brands that are transparent about their environmental initiatives and strive
to minimize their carbon FootPrint.

Her Pain Points include ﬁncling stglish 5et sustainable leather alternatives that align with
his values and contribute to a greener I'Festgle.




hese customer personas provide a snapshot of LineaPelle's tareet audience
P P P & ;

’1|ig]’1ting their clé:mogralalﬁic:sJ l:)rfncerencesj and Pain Points.

By unclerstancjing the needs and motivations of these personas, | ineaPelle can

tailor its marke’cing strategies and Product oﬁcerings to better resonate with its

diverse customer base.




Brand Positioning

D Value Prol:)osition: | ineaPelle offers cliscerning consumers Promium leather goocis that seamiosslg blend oxquisite
Crattsmansnip, timeless closign, and sustainable Practices. Elevate your stgio with our meticuiousig crafted accessories, crafted
with care and conscience.

2) Ditferentiation from Coml:)otitors: Commitment to Quaiitg Crattsmanship: LineaPelle clistinguisnes itself bg its unwavering
commitment to su[:)erior c:rattsmanshipj ensuring that each leather Procluc:t IS motic:uiousig crafted with attention to detail and
Precision.

%) Timeless Design Aesthetics: The brand sets itself apart with its timeless clesign aestlﬂetics, ottering leather goocis that
transcend ﬂeeting fashion trends and remain relevant season after season.

4) Sustainabilitg and Ethical Sourcing: | ineaPelle stands out bg its dedication to sustainabilitg and ethical sourcing Practicos,
using oco~trienci|9 materials and suPPorting responsible supplg chains to minimize its environmental impact.

5) Product Divorsit9 and Customization: With a diverse range of leather Proclucts) inc:lucling nanc”:)ags, belts, wallets, and
accessories, LineaPelle caters to a wide array of consumer Protorencos and stgle needs. Aoditionany, ottoring customization
oPtions allows customers to create Personalizeci Piecos that reflect their incliviclualitg.

6) Brand Heritage and Reputation: Backed 139 a rich horitago and a strong rol:)utation in the |u><ur3 leather goo&s markot,

| ineaPelle instills trust and confidence in its customers, assuring them of the utmost qualitg and authenticitg in every Purchase.

By omphasizing these keg differentiators, LineaPelle establishes itself as a Premier destination for luxur9 leather goocls, ottering

consumers a com[:)e”ing value ProPosition that combines stglo, cluaiitg, and sustainabilitg.




Marketin g Objectives

) By the end of the fiscal year, increase brand awareness bg 25% among the target auclience, as measured bg brand recognition surveys

and social media engagement metrics.

2) This objective IS Speciﬁc (increase brand awareness), Measurable (bg 25%), Achievable (within the fiscal 963:‘) , Relevant (aligns with

overall marke’ting goals) , and Time-bound (bg the end of the fiscal gear}. Aclwieving this objective would help LineaPelle exPancl its

market reach and strengthen its Posi’cion in the competitive luxurg leather goocis indus‘crg.

) Google Ads: With Google Acls, you can create highlg targetecl search caml:)aigns that appear when users search for relevant kegwords
related to your brand or inclustrg. By biclding on sPeciﬁc kegwords and creating compe”ing ad copy, you can Increase Visibilitg for your
brand and drive traffic to your website. Acichtiona”g, Googie Ads offers various targeting ol:)tions, including ciemographics, location, and
interests, a”owing you to reach your target audience eﬁcectivelg.

2) Google Disl:)|ag Network (GDN): The Google Displag Network allows you to Place ads on a vast network of websites, blogs, and apps
across the internet. These clisplag ads can include text, images, and even video, making them highlg engaging and effective at cal:)turing

users' attention. 59 targeting websites and apps Frequentecl bg your target audience and using coml:)e”ing ad creatives, you can
increase brand exposure and reach users who may not be activelg searching for your Proclucts Or services.
3) YouTube: As the world's largest vicleo-sharing Plahcorm, YouTube offers a massive oPPortunitg for branc exposure and cngagement.

You can create video ads that appear before. cluring, or after YouTube videos, as well as clisplag ads that a pDpear alongside video

content. By leveraging YouTube's targeting options and creating engaging video content, you can effective Yy communicate your brand
message, showcase your Proclucts or services, and connect with your target audience in a highlg visual and immersive format.
4) Overall, 139 utilizing Google Ads, Google DisPLay Network, and YouTube in conjunction with each other, you can create a

comPrehensi\/e cligital marl(cting strategg that maximizes brand exposure and awareness across various online channels.




General Marke’ting Strategics

Iclenthcg Target Audience:

e Conduct audience research to understand clemographics, interests, and online behavior of target customers.

* Segment the audience based on characteristics such as age, gencler, location, and interests to tailor content and messaging egec’civelg.
Choose Relevant Social Media Platforms:

o Select social media Plahcorms based on where the target audience is most active and engagecl.

e Prioritize Plahcorms such as | nstagram, Facebook, and Linkechn) considering the nature of the business and the tHPC of content to be shared.
Content Strategy and Creation:

o Develop a content calendar outlining the types of content to be Postecl) Frequencg) and Publishing schedule.

o Create diverse content formats, inclucling Images, videos, in{:ogra[:)hics, blog posts, and user—-generatecl content.

o Ensure that the content aligns with the brand's voice, Values, and keg messaging while aclclressing the interests and Pain Points of the target

audience.

Engagement and Community Builcling:

o Activelg engage with the audience !39 resPoncling to comments, messages, and mentions Promptlg.

e Encourage user—-genera’cecl content and foster community interaction through contests, Po”s, and discussions.

o Cultivate brand advocates and influencers who can amplh(y the brand message and reach a broader audience.
Paid Adver‘cising and Promotion:

o Allocatea Portion of the budget for Paid social media aclvertising to boost visibilit9 and reach targetecl clemographics.

o Utilize features such as sl:)onsorecl Posts, Promotecl tweets, and | nstagram ads to expancl the reach of organic content and drive conversions.
Performance Tracking and OPtimization:

e Monitor keg Pemcormance metrics, inclucling follower growth, engagement rate, website tratfic, and conversion rate.

o Use social media analgtics tools to track Pemcormance) iclenthcg trends, and measure the effectiveness of caml:)aigns.

o Continuou519 oPtimize the strategy based on data insights, adjusting content, targeting, and ad spencl ¥e) imProve results and achieve

objectives.




Marketing Strategies Social Media

lntegrated Marketing Strategy: Leveraging Social Media

I. Establish a Strong Brand Presence:

Create and maintain official Proﬁles on |<e9 social media Plahcorms such as Instagram, Facebook, and Pinterest.

Ensure consistency in brancling messaging, and visual aesthetics across all Plat{:orms to reinforce brand iclentitg.

2. Engage with Target Audiences:

DeveloP a content calendar Featuringa mix of Proeluct showcases, behind-the-scenes glimpses, li{:estgle imagerg, and user~generatecl content (UGC) to keep followers engagecl.
Encourage audience interaction through Po”s, c]uestions, and contests to foster a sense of community and build brand logaltg.

3. Collaborate with Influencers and Brand Ambassadors:

Partner with influencers and brand ambassadors whose stgle and values align with LineaPelle's brand image.

Collaborate on sPonsorecl Posts, Procluct Placements, and ambassador takeovers to reach new audiences and drive creclibilitg.

4. Showcase Product Innovation and Sustainabilitgz

| Highlight LineaPelle's commitment to qualitg cra{:tsmanship and sustainable Practices through educational content, Procluct features, and storgte”ing.
Showcase new Procluct launches, limited editions, and eco~{:rienc”9 initiatives to generate excitement and differentiate from competi’cors.

5. Drive Tratfic and Sales:

| mplement shoppable posts and links to direct followers to LineaPelle's e-commerce website, making it easy for them to browse and Purchase Products clirectlg from social media
Platforms.

Offer exclusive Promotions, discounts, and giveaways to incentivize social media followers to make Purchases and drive conversions.

6. Monitor Performance and lterate Strategjes:

Utilize social media analgtics tools to track keg Per{:ormance metrics such as engagement rate, reach, click—-through rate, and conversion rate.

Analgze data regu[arlg to identhcg trends, oPtimize content strategy, and refine targeting for better results.

/- Integrate with Other Marketing Channels:

Align social media efforts with other marketing channels such as email marketing, influencer collaborations, and PR campaigns for a cohesive brand experience.

Cross-l:)romote social media content on website lancling pages, email newsletters, and offline marketing materials to maximize reach and imPact.

| By implementing this integratecl marketing strategy focused on social media, LineaPelle can egectivelg connect with its target audience, strengthen brand logaltg, and drive both

online and offline sales grow’ch.




Buclget Allocation

Total Budget: $10,000
o Bu&get Allocation: Content Creation and Management (40%): $4-,000
* Hiringa freelance content creator or social media manager to clevelop engaging content, inclucling Pnotographg, graphic design, and copgwriting.

o lnvesting in tools and resources for content Planning, scnecluling, and analgtics to streamline workflow and maximize eFﬁciencg.

Influencer Par’cnerships (20%): $2,000
o A”oca‘cing funds for sPonsored Partnerships with micro-influencers or brand ambassadors who have a strong presence in LineaPelle's target market.

* Negotiating comPensation) gif:ting Proc:luc’csJ or ogering atfiliate commissions as part of the collaboration agreements.

Paid Aclvertising (20%): $2,000
* Setting aside a buclget for Paicl social media aclvertising campaigns to boost reach, engagement, and conversions.

o Testing different ad formats (e.¢., carousel ads, video ads, story ads) and tareeting options to optimize performance and RO!.
5 o Y Il P P

Communitg Engagement and Customer SUPPor‘c (10%) : $1,000
J A”ocating resources for resPoncling to comments, messages, and inquiries from followers in a timelg and Personalizecl manner.

* Investing in tools for social listening and monitoring to track brand mentions, sentiment, and customer feedback.

Performance \Ylelglivelnial=s and Ol:)timization (10%): $1,000
o lnvesting n analgtics tools or software subscriptions to track |<e9 PerFormance metrics and measure the effectiveness of the social media strategg.

o A”ocating funds for ongoing oPtimization etforts, such as A/B testing, audience segmentation, and content iteration based on data insights.

By a”ocating the budget in this manner, LineaPelle can e‘ncectivelg execute its social media-focused marketing strategy while maximizing, the impact of each dollar spent. This buclge’c Plan
empnasizes the importance of content creation, influencer Partnersnips, Paid advertising, community engagement, and Pencormance monitoring to drive brand awareness, engagement,

and sales growth within the constraints of a limited budget.




1) Month 1: Planning and Preparation

o WeekI:
Task 1: Conduct a comprehensive review of LineaPelle's Facebook page, audience clemographics, and past Pemcormance metrics.
Task 2: Define speciﬁc marketing objectives and keg Per?ormance indicators (KPls) for the c]uarter.
Deadline: End of Week 1
Week 2
Task 5: De\/elop a content calendar outlining weeklg themes, Post tgpes, and engagement strategies.
Task 4: Create engaging visual content, inclu&ing Product Photographg, lhcf:stgle imagery, and gral:)hics.
Deadline: End of Week 2
Month 2. lmPlementation and Engagement
Week 5

Task J: | aunch the first week of Facebook Posts accorcling to the content calenclar, Focusing on brand storgte”ing and Procluct
igHi hts.

Task 6: Monitor Post Pemcormance and audience engagement metrics using Facebook | nsights.

Deadline: Ongoing throughout the week

Week 4-

Task 7: Initiate influencer outreach and Partnership collaborations for 5Ponsorecl content or Procluc:t features.
Task 8: Responcl l:)roml:)tlg to comments, messages, and inquiries from followers to foster communitg engagement.

Deadline: Ongoing throughout the week




Permcormance Measurement

f:ngagement Rate
Tracking Method:

Calculate Engagement Rate: Add up all likes, comments, shares, and clicks on LineaPelle's

Facebook posts over a speciﬁc Periocl (e.g., monthlg).
Divide the total engagement bg the total number of followers.
Multiplg the result bg 100 to get the engagement rate Percentage.

Track Engagement Rate Regularlgz Use Facebook lnsights or thircLPar’@ social media analgtics

tools to monitor engagement metrics in real-time.
Set up a sl:)reaclsheet or clashboarcl to record engagement rate data on a Weeklg or monthlg basis.

ComPare engagement rates over time to iclenti% trends, Peaks, and areas for iml:)rovement.

By tracking engagement rate, LineaPelle can measure the eHectiveness of its Facebook marketing

etorts in clri\/ing audience interaction, brand ancﬁnitgj and content Pemcormance on the Plahcorm.




Summarg

1 | ineaPelle’s strength lies in its rePutation for quahty cralctsmanship and sustainable
Practices in the luxury leather goo&s market. Its differentiated omcmcerings and commitment to

timeless clesign aPPeal to fashion-conscious individuals.

Keg lnsights:
2) Strong Brand Reputation: | ineaPelle's brand rePutation for qualitg craﬁ:smanshil:) and
sustainabilitg Provicles a coml:)etitive eclge in the luxurg goocls market.

3) DifHferentiation Through Design: The brand's timeless clesign aesthetics set it al:)art from

coml:)etitors, attracting clisceming consumers seeking unique) sty ish leather l:)roclucts.

4) Focus on Sustainabilitg: | ineaPelle's commitment to sustainabi ity resonates with
environmentaHg—-—conscious consumers, enhancing brand Iogaltg and attracting a growing

segment O{: ECO-CONSCIOUS IDUHCT'S.




