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AGE &  GENDER:  Age  wou ld  range  f rom 18-30 ,  w i th  a  t a rge t
gender  demograph ic  o f  women  and  men  who  want  t o  embrace
bo ld  and  f ash ion  f o rward  p i eces .
 
STYLE  &  AESTHETIC:  St ree twear  meets  g rungey  Y2K .  W i th  a
p r imary  f ocus  on  mesh ,  rh ines tones ,  abs t rac t  cu tou ts ,  and  bo ld
pr in t s .

SHOPPING HABITS:  Garments  a re  so ld  p r imar i l y  on l i ne ,
f o l l ows  b rands  V IA  soc ia l  med ia .  Wou ld  be  mos t l y  mot i vated  by
l im i ted  ed i t i on  d rops ,  f r ee  sh ipp ing ,  o r  i n f l uencer/ce leb r i t y
endorsements .  

PROBLEM SOLVED:  Mains t ream fash ion  has  go t ten  so
repe t i t i ve ,  and  f ee l s  gener i c  be tween  a l l  popu lat  b rands .  J aded
London  o ff e r s  l oud ,  unapo loge t i c  p i eces  that  he lp  th i s  marke t
s tand  ou t  f r om the  c rowd ,  and  match  the i r  b i g  pe r sona l i t i e s .

PART 1 :  TARGET  MARKET



PART 2 :  KEYWORD STRATEGY

BROAD MATCH PHRASE MATCH EXACT MATCH
Y2K  Fash ion
women ’ s  s t ree twear

buy  Y2K  min i  d ress
on l i ne
jaded  l ondon  new
mens  d rop
rh ines tone  top
women  buy

Y2K  go ing  ou t  ou t f i t s
f es t i va l  c l o th ing  women
t rendy  c lub  ou t f i t s  2026



PART 3 :  GOOGLE  SEARCH AD
j aded london . com/new-co l l ec t i on
NEW DROP:  Bold  Y2K Sty les  ·  Free  Shipping  Over  $75  
Stand  ou t  f r om the  c rowd  w i th  J aded  London ’ s  l a tes t  co l l ec t i on -  w ide  l eg
den im ,  bandage  d resses ,  and  f es t i va l  r eady  f i t s .  Shop  the  new  d rop  and
express  yourse l f  t he  JD  way ,  unapo loge t i ca l l y  bo ld .



PART 4 :  LANDING PAGE STRATEGY
DESTINATION:The  ad  wou ld  take  the  v i s i t o r  t o  the  new  co l l ec t i on  page ,  send ing
new cus tomers  t o  a  spec i f i c ,  cu rated  page-  f ocused  on  what  d rew  them to  the
webs i te .

IMMEDIATE  VISUALS:  A  fu l l -w id th  ed i to r i a l  banner  w i th  mode l  sho t s  wear ing  he ro
p ieces  f rom the  co l l ec t i on  d rop ,  t he  co l l ec t i on  name ,  and  a  bo ld  "Shop  Now"  CTA
but ton .  No  c lu t te r  t o  keep  the  f ocus  on  the  CTA  and  the  c l o th ing  p i eces .

AD MATCH:  The  page  head l i ne  m i r ro r s  the  ad ,  same  Y2K  l anguage ,  and  same  new
drop  u rgency .  The  v i s i t o r  who  c l i cked  f o r  “Bo ld  Y2K  S ty l es”  immed iate l y  sees  that ,
no  ba i t  and  sw i tch .

DESIRED ACTION:Add  i t ems  f rom the  co l l ec t i on  to  the i r  ca r t  and  comp le te
checkout ,  and  s i gn  up  f o r  co l l ec t i on  res tock  a l e r t s



PART 5 :  BUDGET  &  GOAL

DAILY  BUDGET
$40  

($1 ,200  A  MONTH)

PRIMARY GOALS
Convers i on

Sa les/Add  to  ca r t

$40  a  day  I  be l i e ve  i s  a  r ea l i s t i c  budge t  f o r  a
fash ion  b rand  w i th  moderate  compet i t i on .  I t ’ s
enough  to  gathe r  mean ing fu l  conve rs i on  data

w i thou t  spend ing  an  i n sane  amount  be fo re  the
campa ign  i s  f u l l y  ompt im i zed .  W i th  the  goa l
be ing  conve rs i on ,  and  no t  j u s t  c l i cks  we ’ re
l aunch ing  a  new  co l l ec t i on  w i th  rea l  sa l e

ta rge t s .  D r i v i ng  t ra ff i c  t o  a  webs i te  that  doesn ’ t
have  an  end  goa l  o f  mak ing  sa l es  i s  j u s t

marke t ing  budget  was ted .  
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