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INTRODUCTION



Introduction

This document presents a digital marketing plan for the launch of 
Oxford Hounds in 2023, outlining:
• Key online channels of engagement
• Budget/ sales projections for: Year 1 and Year 2
• Working method
• Next steps



MARKET SIZE



Market Size

• Men’s apparel generated $500B in 2021 globally
• Most revenue is generated in the US = 1/5
• Shirts is the #2 category after Trousers – expected to continue

to grow in the coming years to account for $84B by ’26
• Luxury apparel worth $80B

Source: Statista



OVERALL APPROACH



Overall Approach

• The focus is on key digital channels, online and offline must be tied
together

• PR will be key at onset in order to build brand awareness, driving traffic
to the site to convert

• All online channels to be managed centrally, in tandem, whereby budget
is allocated to the best performing channels, where feasible
• Test-Optimise-Test approach

• The focus of this plan is on the US primarily, but also the UK as a
secondary market

• We believe in focusing on a relatively small number of priority channels
as opposed to being too thinly spread across a wide range of activities



TARGET AUDIENCE



Target Audience

• Male 30-60, college educated, typically married and earns in excess of
$100k per year

• Priority = US, secondary = UK

Our target audience includes:
• Millennials – will account for 50% of luxury purchases by 2025
• HENRY (High-Earners-Not-Rich-Yet) - 44 years old, with an income of 

$100k to $250k per year

Also, secondary market:
• Chinese luxury consumers



USP’s – Unique Selling Proposition



USPs

KEY USPs

OH

Product 
quality

Artisans

English/ 
Italian

Sustainability

Unique styleDetail

Helping 
Hounds

Transparency

Founders



KEY DIGITAL CHANNELS



SEARCH



Search

• Search, consisting of SEO and PPC will form a key part of our customer
acquisition strategy for year 1 and year 2

• Not unusual for organic (SEO) traffic to be the number 1 traffic driver
to a site, but this channel takes time to build up

• We will be dependent on PPC short term to driving traffic, as SEO
builds up



i) SEARCH ENGINE OPTIMIZATION
(SEO)



SEO

• The new site adheres to a stringent set of SEO protocol:
• Speed
• Mobile friendliness
• Internal navigation
• Content (Once completed)
• Meta data
• Usability protocol

Duality of SEO 
• Good on-page SEO = good usability
• Good link building = good outreach



SEO

There are other factors that affect the organic ranking status of a site to build 
authority:
• Link weight – from relevant, high authority, well-established sites
• Ongoing content refresh, so the site is building authority/ more regularly

indexed



SEO

Link Building
• Building link equity
• Building domain authority

OH

Menswear 
Blogs

Sports 
Blogs

LifestyleFashion 
Editorial

Trade 
Press



SEO

Pre-Launch
• We will continue to build up posts so the site is a weightier vehicle before we launch

Post Launch
• Define a content plan for launch
• Define a link plan now
• Competitor bench marking
• Expect SEO to build a positive ROI after month-6 typically



ii) PAY PER CLICK (PPC)



PPC

• Long tail strategy = Specific keywords, lower cost per click  with higher
propensity to convert

• Exact/ Phrase match setting to start with to prove the concept
• Use of landing pages – calls to action top right, conduct A/B testing to

optimise activities
• Budget increases in line with key seasonal dates



PPC

• Google Shopping to be
activated = more visual



PPC

Keyword Research (US)



SOCIAL



iii) INSTAGRAM



Instagram

• Instagram is a key brand awareness-building channel
• Key thrust:
• Develop content plan using imagery generated in photography

session and beyond
• Build followers organically/ Instagram ads

• Drive conversions via shopping functionality
• Facebook advertising manager needs to be set-up
• Facebook and Instagram connected
• Upload product feed
• Await Facebook approval
• Go Live



IV) FACEBOOK



Instagram

• Plan goes hand in hand with Instagram – build
awareness and drives sales
• Two channels managed centrally
• Activate Facebook advertising for launch



V) INFLUENCER MARKETING



Influencer

• Influencer marketing can be very expensive and a gamble
• Minimise risk - Bespoke approach, identify rising stars
• Manual checks:
• Upcoming actors
• Upcoming sports personalities
• Identify individuals who are high profile in dog charities



Influencer

• Start planning to identify suitable candidates
• Make contact and agree commercials for launch
• Use sparingly, during launch + key seasonal dates



Instagram & Facebook

Ad Plan
• Focus launch on the US
• Target segments with tailored messaging
• Targeting by age, gender, location, interests, who they

are following
• Look-a-like targeting
• Tying in activity with offline advertising/ PR



VI) EMAIL/ SMS



Email/ SMS

• Welcome messages on sign-up
• Confirmation of shipping
• Promote sales
• Birthday wishes

Email/ SMS



VII) AFFILIATE



Affiliate

Select best of breed network partner and activate a campaign
- One of the big networks i.e. Rakuten/
Awin can help gain wider exposure and
drive sales in the US & the UK
- Typically operate on a set-up fee,

monthly commission fee + 30%
override of sales value as commission

- Can drive 15% - 20% of overall
revenue

Objectives:
• Drive positive ROI from affiliate to 

build a case to scale up in 2023



VI) ONLINE RETAIL



Online Retail

• Consider 3rd party e-commerce stores

• We recommend targeting 5 or so top
priority retailers 3 months after launch,
once we have sales/ web site/ Social media

• This will boost lower margin sales but also
build brand awareness



Online Retail

1) NORDSTROM

• Target Audience – Average age of 43, 62% of US household incomes of $300,000 and over
shop at Nordstrom

• User-base – 50 million site visits monthly
• Example Brands: Everlane, Peter Millar
• Model – Drop-ship
• Process – submit products for approval
• Notes:

• Include a short description of the product’s benefits
• Include photographs or illustrations of the product
• Attach patents or other documentation highlighting the product’s retail appeal
• If possible, include customer testimonials
• Don’t forget to show what your product’s packaging looks like

Share your website and contact information



Online Retail

2) Neiman Marcus

• Target Audience – Top 2% of wealth, 40% are
millionaires, 79% female, average user = 51

• User-base – 14 million site visits monthly,
principally US

• Example Brands: Canali, Armani
• Process – Submit products for approval



Online Retail

3) FARFETCH

• Target Audience – 2/3 millennials/ Gen Z
• User-base – c 20 million users per month, 190 Countries
• Example Brands
• Model – c 30% commission
• Process – Contact retailpartners@farfetch.com
• Contact retailpartners@farfetch.com

mailto:retailpartners@farfetch.com


Online Retail

4) MR PORTER

• Target Audience – Affluent, fashion conscious, US, UK, Hong
Kong and Italy

• User-base – 7 million monthly users
• Example Brands: Over 900, includes Peter Millar,
• Model - Commission



Online Retail

Next steps:
• Identify key buyers on LinkedIn
• Design look book
• Contact when launched with some initial sales data/ customer reviews/ social

media presence



VII) CHINA



China

• China accounts for 40% of the world’s e-commerce
market, and growing
• Appetite for western luxury items
• WeChat has over 1 billion users, and we can set up e-

commerce on WeChat



WeChat E-Commerce



China

• We have the WeChat account set-up
• We suggest start posting – Chinese New Year is in 3 weeks, a

good first post + small scale ads when launched
• Once the site is launched , we suggest getting a shop up on

WeChat
• We suggest activities focus around finding a distributor in

China
• Leading up to a presence in Lane Crawford (Hong Kong) and

getting ready for Singles Day (11th November)



BUDGET/ PROJECTIONS



Budget/ Projections 

Figures presented in a separate spreadsheet
• Shows figures for US launch – year 1 & 2
• Online channels only



WORKING METHOD



Approach

Oxford Hounds Digital Team
• Experienced and specialist teams – Development/ SEO/ PPC/

Social advertising/ content/ affiliate/ China
• Central hub – set KPIs/ manage relationships/ reporting
• Centrally managed, allocating budget to best performing

channels
• Working closely with offline i.e. PR/ Retail/ other 3rd party

specialist agencies
• Test-Optimise-Test



NEXT STEPS



Next Steps

Pre-Launch activities:
• Define SEO link plan
• Set-up social shopping
• Influencer planning
• Discussions with email/ SMS experts
• Affiliate planning
• Identify key decision makers within retailers
• Prime Google analytics for goal conversion/ dashboards
• Start posts on WeChat




