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Social Media Strategy for Trellis Boutique

 Design is a fast-paced industry, making it a natural outlet for social media. 

Fashion junkies can use social media to learn about trends, events and news 

instantly in the fashion industry without having to wait for his or her monthly 

Vogue magazine to arrive in the mail. 

 Trellis, a clothing boutique, faces competition with other designer lines that 

have already used social media to promote their brand.  Many of these 

companies utilize social media to connect with its customers by commenting on 

the newest trends, offering fashion advice and sharing stories. 

 Companies also take advantage of social media as a marketing tool to 

create brand loyalty and offers incentives with promotions, contests and 

discounts. As a communication tool, stores can reach more customers through 

social media and learn about personal opinions, good or bad, involving the 

brand. 

 Not only will social media provide these consumer advantages with easily 

accessible information , but Trellis will be able to reach a wider demographic and 

increase sales by expanding its market to the online community. 

 Customers may not initially understand that Trellis sells reliable, quality 

brands in its store. This could decrease the total capacity of potential buyers from 

the store, just from their lack of knowledge. With Trellis' rich history of providing 

quality clothes at reasonable prices, especially in comparison to its competitors, 

why not share this information with the online community?  Utilizing social media 

to provide content on the history of Trellis and its brands will appeal to customers 



and increase customer loyalty to the store. Trellis shoppers can communicate 

their opinion of the store as well, which creates a more reliable third party 

opinion.

    TARGET AUDIENCES

 The Trellis Boutique sells items such as jeans, tops, hats, jewelry and 

other fun items that target a market audience of stylish females age 16 to 60, 

primarily in southern Oregon. Specifically, Trellis targets females age 25 to 40 

who want to dress appropriately and fashionably for their age as they begin their 

career or enter motherhood. Because the University of Oregon brings in over 

10,000 females to Eugene for every school year, Trellis also targets female 

college students age 18-25. For this campaign, Trellis boutique will target 

females age 30 to 60 and 18 to 25. 

 The first target audience for this social media campaign is wealthy females 

age 30 to 60 who are beginning their life with a career, motherhood or both. 

These women are interested in staying fit and healthy, shopping, caring for their 

family, pursuing careers and doing charity work in the Eugene area.

 The second target audience is college students, age 18 to 25, who have 

either income from parents or a part-time job. With the University of Oregon’s 

diverse student population, this campaign will target Asian American, Caucasian 

and African American females. These students are interested in studying, 

attending social gatherings, adjusting to the weather change from living in a new 

area, shopping and going to see movies.



 The college student market has potential to be extremely lucrative 

because many of these young females are moving from larger cities with many 

fashionable stores like Nordstrom, Urban Outfitters and Anthropologie, to 

Eugene, a town with a limited fashion market. This also applies to the older target 

audience, who may get bored of Eugene stores and likely do not have enough 

time to make monthly excursions to Portland to shop. 

 

            OBJECTIVES

 The objective for the first part of our campaign is to increase blog traffic by 

25% over the next eight months. Our second objective is to establish a Twitter  

and Facebook presence by gaining 200 followers and 350 likes by December 31, 

2011. 

    STRATEGIES & TACTICS

 To increase blog traffic we must provide high quality content. For example, 

Trellis can write about ways to create outfits based on items currently held in the 

store, the history of the brands that are sold, loyal customers and current events 

in the fashion industry. Trellis should utilize Facebook to share its blog content to 

users. According to Mashable, 63 percent of females  age 18 to 34 use Facebook 

as a networking tool. Trellis should take advantage of this social media outlet to 

connect to future customers. 

 To increase Twitter followers Trellis must provide content on Twitter that is 

substantial and relatable to its specific target market. I recommend doing a 



campaign titled "What are you favorite lines NOT available in Eugene?" We will 

offer an incentive to help gain feedback to the store by raffling off store items to 

Twitterers who respond to the survey questions. This will increase followers with 

participants who want to be aware of future Twitter raffles. This also refers back 

to the blog. By providing solid content on the blog and tweeting the content to the 

Twitter world, more users will be inclined to follow and communicate with Trellis 

Boutique through social media outlets. 

 To begin expanding its social media platform, Trellis needs to advertise its 

items within the store, upcoming events and style tips. This will ensure that 

primary followers on Twitter, likes on Facebook and blog subscribers will be 

directly involved with Trellis. By implementing cross marketing platforms, all three 

social media tools will expand at the same rate. 

 To encourage female students to shop at Trellis and learn about its new 

social media platforms, the boutique should offer 10% off purchases to female 

students. To promote this 10% off to female student, Trellis employees should 

visit University of Oregon sorority houses during each term and email the chapter 

president with the promotion information that can be found on the Facebook 

page and Trellis blog, as well. This will help direct female students to Trellis’ 

social media platforms.

 When it comes to blog comments, Twitter responses, and Facebook wall 

posts, Trellis will respond to both the good and the bad. Trellis needs to thank 

users for any feedback that is sent their way and use negative comments to help 

improve their brand. Trellis will monitor comments, but still use social media 



formats to gain the trust of consumers who see the overall virtual conversation. 

Trellis should also share its appreciation for positive comments. This direct 

feedback process will encourage more users to participate in discussion and 

expand Trellis’ presence in the social media world. 

 Trellis should offer an internship to a journalism student to create content 

and edit posts until December 2011. Trellis should also utilize existing employees 

to write blog posts and require one blog post to be written per week. Each 

employee should have a its own specialized theme for each weekly post. The 

weekly themes could include current events in the fashion industry, how to 

incorporate Trellis into your wardrobe, seasonal outfits created with Trellis items, 

historical background about a brand or designer sold in the Trellis Boutique and a 

theme that changes weekly, depending on events, sales, promotions, contest 

winners and holidays.

 The journalist intern, as well as the owner of Trellis, will co-use the Twitter 

and Facebook account. The Twitter feed will include daily blog posts from the 

company's site and share insightful articles or posts from outside sources. The 

outside sources tweeted or posted on Facebook will still need to relate to Trellis' 

store by mentioning a trend or brand the boutique carries. At the end of 2011, 

Trellis may choose to keep the intern to continue progressing its social media 

platform, or may choose an employee to take over the intern's duties. 

 Facebook is a great outlet to advertise items available in the Trellis 

Boutique, and Trellis has already implemented this tactic. However, the 

Facebook page needs to have more organized photo albums. There should be 



photo albums organized by weekly uploads, as well as albums organized by 

categories. The categories for albums should be accessories, dresses, pants, 

tops, jewelry, miscellaneous items and sale. So, each item photo should placed 

into two separate albums, date and category. To complete this tactic, Facebook 

needs to be updated daily. Employees working in the store will be responsible for 

updating the inventory online as it arrives in the store. So, if a new shipment 

arrives with new items, it is that employee’s responsibility to take photos of the 

items, upload them to Facebook and organize them into the designated 

categories. If an item on sale is sold, it is up to the working employee to delete 

the item photo from the sale album. 

 Trellis will use their Facebook page and blog presence to promote events. 

Once again, this tactic adds a personal connection with the doings of the 

boutique to its customers.

 Trellis will implement a contest through Facebook and Twitter in which 

they give away an item from the store or a gift card in September 2011, or after 

receiving 200 Twitter followers and Facebook likes. This contest will take place 

after Trellis has established itself in the social media community and would be, 

preferably, a reoccurring event. The first contest could ask, "What trends are you 

most excited about for Fall 2011." The following month, another contest question 

could ask  "What brands do you wish Trellis would carry?"  Twitterers will enter 

the contest by responding to the question, which will also provide feedback that 

Trellis can utilize. If Trellis then decided to add a brand to the store based on 

popular responses from the contest, they could write a blog post about the 



contest and how somebody's feedback influenced their store. This story angle 

will help the customer's feel connected to the store and will increase brand 

loyalty. 

 The contest applies to both target audiences. Students, who are typically 

living on a low income, are always looking for free items to win and older 

shoppers enjoy a bargain. This also helps to market the store when contest 

winners wear the item they won. Since the audience targeted is female Trellis will 

need to specify they only want female participants. 

             EVALUATION 

 The strategies will be measured by the increase of Facebook likes, Twitter 

followers, and blog subscriptions and hits. For the strategy that provides a 10% 

discount to students at the University of Oregon, sales to college students using 

the discount will be totaled. Measuring contest participation for the Twitter and 

Facebook contest will help determine if the contest is beneficial to Trellis' 

customer platform. To measure the impact of each blog theme, every Friday the 

intern must note the top post within the past week. In December 2011, we can 

evaluate which themes were most popular, least popular, and decide how to 

improve the blog. Lastly, it is necessary to evaluate monthly sales value, growth 

or depreciation from June 2011 to December 2011 and compare these values to 

each month of the previous year. Sales will ultimately determine whether these 

strategies are benefitting, hurting or not impacting the company's growth goals. 
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