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[bookmark: _Hlk24885032]White’s Boot’s Strategic Communication Plan for the “Honed In Style” Campaign
Executive Summary
Contained is an Integrated Marketing Communications plan for White’s Boots introduction in the high-end luxury European market.  The proposed plan, “Honed In Style”, is targeted for male working professionals with an average annual salary ranging between of €80,000-€180,000 and male Millennials between the ages of 25 and 38 years old.  This detailed plan includes background information on White’s Boots, an analysis of the organization’s strengths, weaknesses, threats and opportunities, as well as the campaign’s goals, objectives, strategies and tactics.  Also included is a budget recommendation, strategy briefs for tactics, and evaluation criteria and tools to ensure White’s Boots is meeting its goals and objectives.
Background
White’s Boots has been hand-crafting custom leather boots since 1853 ("History: White's Boots, Inc.", 2019).  For over 160 years, White’s Boots has built a reputation in the Pacific Northwest for making comfortable and durable work boots, primarily for loggers and firefighters ("History: White's Boots, Inc.", 2019).  White’s Boots faces significant challenges as they plan to expand into the heritage boot market.  These challenges are increasing competition from established brands in the high-end market, lacking brand awareness beyond the Pacific Northwest, and saturation in the high-end boot market from new competitors (“Instructional Design and Delivery”, n.d.).  White’s Boots goal is to position themselves as a strong competitor in the global market (“Instructional Design and Delivery”, n.d.)


SWOT Analysis
According to White’s Boots president Eric Kinney, there is an increasing demand for high-end American footwear in European markets (“Instructional Design and Delivery”, n.d.).  White’s Boots would like to capitalize on this high demand by expanding their luxury line of boots into the European fashion market (“Instructional Design and Delivery”, n.d.).  After reading Mannan’s (2017) Case Study on White’s Boots and studying their current online marketing avenues, I have developed a SWOT analysis to prepare a plan that will position White’s Boots to become a competitor in the high-end European fashion market.
Threats:
· Competition in high-end fashion market with bigger brands such as Vibergs and Alden.
· Competition in the high-end fashion boot market for both brand identity and market perception of quality.
· Increasing competition in the Menswear market.
Opportunities
· Greater capacity for output due to production effectiveness.
· Global growth potential in online luxury and menswear markets.
· Notoriety for selling domestically manufactured goods; “Made in the USA”.
Weaknesses
· Lacks investment in marketing, specifically in terms of e-commerce and social media.
· Weak brand recognition in high-end fashion markets.
· White’s Boots brand perception does not favor high-end design.
Strengths:
· Strong brand equity in the custom-made boot industry.
· Made in USA- patriotism in brand.
· Competitive advantage in product quality and skilled craftsmanship.

Situation Analysis
[bookmark: _Hlk24568947]White’s Boots has a rich history in American-made custom leather boots.  Their commitment to excellence and producing high quality boots has earned White’s Boots strong brand equity in their primary market (Mannan, 2017). The company owns and maintains an inventory of rare manufacturing equipment, and employs tenured experts in the boot-making industry (Mannan, 2017). White’s Boots has grown to offer high-end fashionable footwear, and plans to increase their presence in the global fashion footwear market by expanding in the European market (Mannan, 2017).
While White’s Boots has worked hard to become the industry leader in custom-made work boots, they face challenges in their expansion into the luxury, high-end global fashion footwear market.  First, the company does not invest in marketing or in online distribution channels, which is essential when expanding on a global level (Mannan, 2017).  Therefore, White’s Boots is unable to compete in the high-end fashion boot industry as it lacks strong brand recognition among other luxury brands.  Lastly, White’s Boots’ current brand perception favors their custom work boots, not their fashion footwear (Mannan, 2017).  Consequently, White’s Boots lacks brand identity for offering attractive designs outside work boots.  
Core Opportunity
Increase investment in marketing activities in the high-end boot market in order to increase White’s Boots’ presence in the global fashion footwear market.

Marketing Goal
[bookmark: _Hlk24567893]To increase White's Boots’ presence in the global fashion footwear market by expanding in the European market.
Marketing Objectives
· [bookmark: _Hlk24570326]Increase investment in market penetration strategies through Instagram and Pinterest to increase engagement by 30%.
· [bookmark: _Hlk23534125]Form a strategic alliance with Burberry within the next year.
· Invest in digital advertising to increase traffic to White’s Boots website by 25%.
· Increase White’s Boots sales by 25%
Marketing Strategy
There are three key stakeholders of importance to White’s Boots during this expansion: consumers, Burberry, and traditional news media.    
[bookmark: _Hlk24828596]Consumers are essential to the success of White’s Boots in the luxury fashion market.  The high-end fashion consumers have to invest in the product and brand in order for White’s Boots to thrive in a global market.  The target audience for this campaign, and ideally for White’s line of heritage boots, is primarily male working professionals with an average annual salary ranging between of €80,000-€180,000.  This campaign will also appeal to male Millennials between the ages of 25 and 38 years old.  According to Market Researcher Pamela Danziger (2019), Millennials will be largest demographic for luxury consumption by the year 2025.  “Some 130% of market growth in the next seven years will be attributed to the Millennial generation” (Danziger, 2019).  
[bookmark: _Hlk24571115]Whites Boots will use a variety of tactics to target the consumer and achieve the goal of the “Honed In Style” campaign.  Social media will be the primary channel for the “Honed In Style” campaign as it is a great way to get the target audience into White’s Boots sales funnel.  First, White’s Boots will feature all luxury boots on Pinterest.  This site will recommend products to users who are interested in luxury brands and men’s fashion.  Pinterest also allows users to “pin” or save links so they may view and purchase products directly from White’s Boots’ website (Hongiman, 2019).  
While White’s Boots is already active on Instagram, the “Honed In Style” campaign will be featured heavily on their feed with new campaign photos featuring the high-end boots in urban and luxurious settings.  Also, the campaign will utilize Instagram’s “stories” feature with the option to “swipe-up” so the user is directed to the website to view products or make a purchase (Holtz, 2019).   
Lastly, White’s Boots will run a digital advertising campaign on Facebook using the target audience customization ad feature.  With Facebook’s advertising feature, White’s Boots can monitor and adjust the advertisement’s content and reach on a daily basis as results and analytics are reviewed (Ahluwalia, 2019).  All links will go to a new, user-friendly shopping page on the White’s Boots website.
	White’s Boots should form a strategic alliance with Burberry, a well-known European luxury brand.  According to a case study on Burberry by Vik Pisipati and Lisa Delamarter of the International Fashion Academy (2015), Burberry’s target audience is similar to the target audience of the “Honed in Style” campaign; a stylish, working professional looking for “functional luxury” with an average salary between €70,0000-€100,000.  Additionally, Burberry is looking to appeal to a cross-generational market of consumers who prefer a classic style (Pisipati and Delamarter, 2015).   
White’s Boots will approach Burberry to collaborate and cross-promote a high-end boot that features White’s Boots leather craftsmanship with Burberry’s recognizable and beloved trademark tartan plaid pattern.  White’s will submit a proposal requesting the collaboration and request a meeting with Burberry’s Board of Directors to present the proposal.  White’s Boots will attempt to earn Burberry’s buy-in by offering to do all manufacturing of the shoe and offer 60% of the proceeds to Burberry in exchange for cross-promotion.  When both brands cross-promote the final product, Burberry’s consumers will be introduced to White’s Boots.  Additionally, by partnering with Burberry, White’s Boots’ brand perception will increase to the level of other high-end brands.
Traditional news media, such as TV network affiliates and news publications, play an important role in this campaign as it has the ability to reach many audiences and serve as free publicity to develop brand awareness for White’s Boots.  There are multiple targets in this public, the first being television network affiliates in the Northwest Region, who may already be familiar with White’s Boots.  In addition, White’s Boots will attempt to announce their arrival in the European market by targeting Pan-European news channels such as BBC World, Bloomberg, CNBC Europe and Euronews (Vissol, 2005).  
White’s Boots will submit a press release announcing their expansion into the European market and follow-up within four days to ensure the reporters received the press release and ask if they can provide more insight on the expansion.  Lastly, all press releases will be posted on the White’s Boots website under a new tab called “News”.  The press releases will also be shared on all social media and linked back to the website.
Budget Recommendation
In 2020, White’s Boots’ should allocate $250,000 towards marketing introducing their boots to high-end European market. The $250,000 expense includes all social media ad campaigns, six months of the Professional Plan of Sprout Social, eight months of the Enhanced Ecommerce feature on Google Analytics, and creative fees.  To keep costs low, all copywriting and social media will be done in-house by the White’s Boots marketing team.  To better stretch the budget, White’s Boots will approach up-and-coming photographers and videographers to provide their services in-kind or trade for promotion.  
The budget also allows for funds for marketing the Burberry collaboration; however, the majority of the paid promotion for this boot will be from Burberry per the proposed contract.  The cost of manufacturing the Burberry collaboration will be budgeted from labor and goods, not marketing.   Below is an example itemized budget for this campaign:
	Item
	Proposed Budget

	Paid Social Media Advertising 
	$105,000.00

	Burberry cross-promotion
	$60,000.00

	Creative Fees 
	$70,000.00

	Year of Google Analytics- Enhanced Ecommerce
	$3,000.00

	Year of Sprout Social- Professional Plan
	$2,000.00

	Marketing Materials
	$5,000.00

	Miscellaneous Expenses 
	$5,000.00

	TOTAL
	$250,000




Calendar

	

	Month:
	July
	August
	September
	October

	
	Week:
	1
	2
	3
	4
	1
	2
	3
	4
	1
	2
	3
	4
	1
	2
	3
	4

	Key Public: High-end fashion consumers (potential customers)

	Strategy:  Introduce White’s Boots luxury footwear to European Market

	Tactics:
	1. Send press releases to news outlets 
	
	
	
	
	
	
	x
	x
	x
	x
	
	
	
	
	
	

	
	2.  Creative content for social media campaign
	
	X
	X
	X
	
	
	
	x
	x
	x
	x
	x
	x
	x
	x
	x

	
	3. Send press kit to high-end stylists based in Europe
	
	
	
	
	
	x
	x
	x
	
	
	
	
	
	x
	x
	

	
	4. Post press releases on Website and Social Media
	x
	x
	x
	
	
	
	
	
	
	
	
	
	
	
	
	

	  Strategy:  Motivate to purchase White’s Boots’ luxury footwear

	Tactics:
	1. Photos and Links on Pinterest
	
	
	
	
	
	
	X
	X
	X
	X
	X
	X
	X
	X
	X
	X

	
	2.  Plan Instagram stories with “Swipe Up to Buy” feature
	
	
	
	
	
	
	
	x
	X
	X
	X
	X
	X
	X
	X
	X

	
	3. Plan customized target audience Facebook Ads
	
	
	
	
	
	
	
	
	
	X
	X
	X
	X
	X
	X
	

	

	Key Public:  Burberry Group PLC

	Strategy:  Establish strategic relationship with Burberry Group PLC

	Tactics:
	1. Send press kit to Marco Gobbetti, CEO
	x
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	2. Set meeting with Burberry creative director
	
	x
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	3. Presentation at Board of Directors meeting
	
	
	x
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	4. Send Proposal to Burberry
	
	x
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Strategy:   Collaborate and cross promote a high-end luxury boot

	Tactics:
	1. Create promotion calendar with Burberry PR
	
	
	
	
	
	x
	x
	x
	x
	x
	x
	x
	x
	x
	x
	X

	
	2. Email project updates on manufacturing 
	
	
	x
	x
	x
	x
	x
	
	
	
	
	
	
	
	
	

	
	3. Press Release on Burberry collaboration
	
	
	
	
	
	
	
	
	
	
	
	
	x
	x
	x
	X

	Key Public: Traditional News Media

	Strategy: Notify Press in Pacific Northwest Markets

	Tactics:
	1. Send press release about expansion
	 X
	X
	X
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	2. Call reporters to follow-up on release
	X
	X
	X
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	3.Post Press releases on website and social media	
	X
	X
	X
	X
	
	
	
	
	
	
	
	
	
	
	
	

	
	4. Send Media Kit about White’s Boots
	
	x
	x
	x
	
	
	
	
	
	
	
	
	
	
	
	

	Strategy: Notify Press in European Markets

	Tactics:
	1. Send press release about expansion
	X
	X
	X
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	2. call reporters to follow-up on release
	x
	x
	x
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	3. Post press releases on website and social media
	X
	X
	X
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Send Media Kit about White’s Boots
	
	X
	X
	X
	
	
	
	
	
	
	
	
	
	
	
	



Quality Control
White’s Boots will take every precaution to ensure that simple mistakes are avoided.  A quality control checklist will be shared between all key parties involved within the organization.   In terms of content, multiple inspections by at least four individuals will be mandatory.  Every revision to content will be re-inspected with the same level of time and attention as the previous version.  Because this is a collaborative effort, all will assume responsibility for any mistakes, simple or complex.


Quality Control Checklist for “Honed In Style” Campaign (Maksymiw, 2011).

 
	□
	To the point
	· Clear “call to action”

	□
	Speaks to target audience
	· Male working professional
· High-end fashion consumer 
· Millennial, age 25-38

	□
	Links
	· No broken links
· Links do not open in new tab or window
· Link text is descriptive (do not use “click here”

	□
	Photos
	· Represent White’s Boots Brand (no unnecessary stock images)
· For website images, use alt text 
· Size correctly; no pixilation, long downloads or awkward cropping
·  Use as permitted by copyright

	[bookmark: _GoBack]□
	Review steps
	· Inspected by at least four individuals. 

 Initials: _____    _____     _____     _____ 


	□
	Readable
	· Uncluttered and easy to scan
· Headings are used frequently
· Paragraphs are short and to the point
· Lists are used to break up long text if possible
· Hashtags are used in the comment section to keep captions clean


	□
	Common Mistakes
	· No spelling, punctuation or grammar errors





Strategy Briefs
STRATEGY BRIEF- “Honed In Style” Campaign social media posts (Wilson & Ogden, 2015).
· Key Publics: Male working professionals with an interest in luxury menswear with an average annual salary ranging between of €80,000-€180,000.  The ideal consumer is motivated by style, craftsmanship, genuine leather and wearing high end brands.  Self-interests include an active social life, a successful career, and representing a luxury lifestyle.
· Secondary Publics: Male Millennials between the ages of 25 and 38 years old who have an interest in high-end brands, style, and a living a comfortable lifestyle.
· Actions Desired by Publics: 
· Recognize White’s Boots as a contending brand in the high-end boot market.
· Perceive White’s Boots as a luxury brand in the high-end boot market.
· Purchase White’s Boots and continue to invest with the brand.
· Overriding message for series of posts: White’s Boots is a premium brand in men’s fashion with luxury style and leather craftsmanship.
· Photos and graphics: Unlike White’s Boots’ primary market advertisements, which features outdoorsman, this campaign will feature the new line in urban and luxurious settings.
· Hashtags: #HonedInStyle, #WhitesBoots, #Menwithstyle, #dapper, #whatiworetoday, #menslookbook, #fallinspo, #gq, #gqstyle
· SEO terms: White’s Boots, Whitesboots.com, leather boots, dress shoes, dress boots, leather shoes, men’s business shoes, men’s boots, boots with jeans, boots with slacks, shoes for event, boots for event, Alden boots, Viberg boots
· First Five Posts:
1. 
· Message: Hone in Your Style with White’s Boots.
· Art: Image of Otto Derby Boot stepping out of a classic car.
· Links: www.whitesboots.com
· Hashtags: #HonedInStyle, #WhitesBoots, #fromwhereistand, #Menwithystyle, #stylishgent, #dapper, #menslookbook, #fallinspo, #gq, #gqstyle
2. 
· [bookmark: _Hlk24661370] Message: How will you hone in your style with White’s Boots?
· Art: High energy video of a variety of men in different luxurious settings all putting on their White’s Boots.
· Links: www.whitesboots.com
· Hashtags: #HonedInStyle, #WhitesBoots, #HonedInStyle, #WhitesBoots, #Menwithystyle, #dapper, #whatiworetoday, #menslookbook, #fallinspo, #gq, #gqstyle, #workhardplayhard, #leather, #classicmenswear
3. 
· Message: White’s Boots will keep you styled for success.
· Art: Image of a man in a suit with his feet up on a desk showing his White’s Boots.
· Links: www.whitesboots.com
· Hashtags: #HonedInStyle, #WhitesBoots, #HonedInStyle, #WhitesBoots, #Menwithystyle, #dapper, #whatiworetoday, #menslookbook, #fallinspo, #gq, #gqstyle, #workhardplayhard, #classicmenswear
		4.
· Message: Pick your winning boot for British Open Polo Championship.
· Art: “Introductory” video for each style of fashion shoe but making it seem like it is a horse being introduced at a sporting event.
· Links: www.whitesboots.com
· Hashtags: #polo, #britishpoloday, #britishopenpolo, #britishpolo, #HonedInStyle, #WhitesBoots, #HonedInStyle, #WhitesBoots, #Menwithystyle, #dapper, #whatiworetoday, #menslookbook, #gq, #gqstyle
		5.
· Message: Burberry and White’s Boots: “Sole” Mates.
· Art: Flat-lay photo of special edition collaborative boot.
· Links: directly to online site to purchase special edition boot.
· Hashtags: #HonedInStyle, #WhitesBoots, #Burberry, #HonedInStyle, #WhitesBoots, #Menwithystyle, #flatlay #dapper, #whatiworetoday, #menslookbook, #fallinspo, #gq, #gqstyle
· Analytics to monitor posts:
· [bookmark: _Hlk24662011]Facebook (Ahluwalia, 2019):
· Reach
· Number of Impressions
· Clicks to website
· Audience demographics
· Instagram (Holtz, 2019):
· Audience reach
· Impressions
· Clicks to website
· Audience demographics
· Pinterest (Hongiman, 2019):
· Number of pins from website
· Number of visits to White’s Boots from Pinterest
· Most pinned product
· Most clicked content

[bookmark: _Hlk24663604]STRATEGY BRIEF- “Honed In Style” Media Kit for Traditional Media (Wilson & Ogden, 2015).
· Key Public: News outlets and affiliates such as ABC, NBC, CBS and Fox (USA) or BBC, EUReporter, EuroNews (Europe)
· Secondary Public: Other various news sources (such as blogs, fashion and lifestyle magazines), Burberry Group
· Actions Desired: 
· Traditional Media: Spread the word about White’s Boots: who they are and that they are expanding to European markets.
· Burberry: Enter into a strategic partnership with White’s Boots.
· [bookmark: _Hlk24664600]Opinion Leaders:
· Reporters
· Audience of news media
· Social media users
· Burberry Board of Directors
· Proposed Content:
· Background on White’s Boots
· “Menu” of designs available in high-end line
· A “look book” of various photographs from the social media campaign
· Executive Bios
· Informational brochure on the boot making process
· Press release
· Contact sheet
· Proposed Packaging: leather textured folder with a brand-ironed logo on the front
· Color Palette: Black, white and brown leather accents
· Packaging graphics: logos, pictures of shoes for the “menu” and “look book”
· Method of distribution: First, the kit will be mailed with an introductory letter from White’s CEO followed by a digital version that is emailed during the follow-up process.
· Timing of distribution: The first three weeks of July 2020
· Specific Media to receive kit:
· Pacific Northwest: News affiliates of ABC, NBC, CBS and Fox, Spokane Journal of Business, The Seattle Daily Journal of Commerce, The Seattle Business Journal, The Seattle Times business section, Spokesman Review business section.
· Europe: BBC World, Bloomberg, CNBC Europe and Euronews
· Other: Forbes Magazine, GQ
· Proposed follow-up: Within four days of sending the initial media kit.
· Timeline/Deadline: All kits to be sent out by the last week of July 2020.

STRATEGY BRIEF- Press Release on White’s Boots Expansion to European Markets (Wilson & Ogden, 2015).
· Key Publics: Traditional news media interested in Pacific Northwest business news, European news media and other news sources (blogs, magazines etc.)
· Secondary key publics: 
· Male working professionals with an interest in luxury menswear with an average annual salary ranging between of €80,000-€180,000.  The ideal consumer is motivated by style, craftsmanship, genuine leather and brand representation.  Self-interests include an active social life, a successful career, and representing a luxury lifestyle.
· Actions Desired by Publics: 
· Cover the story on White’s Boots Expansion into European Markets
· Recognize White’s Boots as a comparable luxury brand 
· Give free publicity to White’s Boots
· Visit White’s Boots website 
· Purchase from White’s Boots
· Proposed Headline: White’s Boots Enters High-End Fashion Market
· Proposed Lead: Spokane’s beloved White’s Boots is expanding their brand to high-end European fashion markets.
· News Hook: No longer just work boots!  White’s Boots will feature luxury boots as part of their expansion into European markets.
· SEO Terms: White’s Boots, Whitesboots.com, leather boots, dress shoes, dress boots, leather shoes, men’s business shoes, Spokane, Washington, USA, Europe, Japan, men’s boots, boots with jeans, boots with slacks, shoes for event, boots for event, Alden boots, Viberg boots
· Messages:
1. [bookmark: _Hlk24664516]Primary: White’s Boots offers a new style of fashion with the same American craftsmanship.
Secondary:
a. White’s Boots has a 150-year history of making high quality footwear in the USA.
b. White’s Boots uses skilled craftsmen and traditional techniques to make their boots.
2. Primary: White’s Boots uses luxury materials to produce the finest handmade boots.
Secondary:
a. White’s Boots used high quality, raw materials such as Horween Leather. 
b.   White’s Boots has honed the craft of handmade custom boots.
· Opinion Leaders:
· Reporters
· Audience of news media
· Social media users
· Photos/graphics: Image of the collaboration boot held by CEOs from White’s Boots and Burberry.
· Where and when distributed: Two weeks prior to release date the press release will be emailed to key media contacts from both White’s Boots and Burberry rolodexes. 
· Additional uses after publication:
·  Included in all press kits 
· Shared on all social media channels
· Posted on White’s Boots website
· Timeline/Deadline:  Press releases will be sent out the first three weeks of July.  White’s Boots will reach out within four days of sending to follow-up.
Evaluation Criteria
	The objectives of the “Honed In Style” campaign revolve around increasing interest and sales online.  Social media metrics, offered by Facebook, Instagram Insights and Pinterest, will be used throughout the “Honed In Style” campaign to measure engagement, reach, clicks to website.  Additionally, we will use Google Analytics to analyze website traffic and conversion to customer ("Get deeper insights with Enhanced Ecommerce", 2019).  Using Google Analytics’ Enhanced Ecommerce, “you can see how far shoppers get in the shopping funnel, and where they drop off. Understand which products are viewed most, which get left in carts, and which lead to conversions” ("Get deeper insights with Enhanced Ecommerce", 2019).
	For objectives that are time specific, White’s Boots will create a timeline with specific goal deadlines.  At weekly meetings, we will check on the status of the objective and adjust the deadline if needed.
Evaluation Tools
Because “Honed In Style” is primarily over social media, it is easy to monitor the campaign in real-time using Key Performance Indicators (KPIs) such as engagement and click-through-rates (Wilson & Ogden, 2015).  Fortunately, there are free analytic tools that are available for all verified business accounts on Pinterest, Facebook, and Instagram to measure KPIs.  Social media will be monitored on a daily basis to ensure prompt responses to consumer questions and feedback.  Every 48 hours, the marketing team will review analytics of the campaign and adjust if needed.  
Social media will be the primary channel for the “Honed In Style” campaign as it is a great way to get people into White’s Boots’ marketing funnel at little to no cost.  White’s Boots will post images and links via “pins” on Pinterest.  “Pinterest can drive greater visibility, more customers and sales for the website over time” (Hongiman, 2019).  Because these pins are created from White’s Boots website content, they can measure the daily average of pins from the website.  In addition, they can measure the number of visits to White’s Boots website from Pinterest, the most pinned product, and most clicked content (Hongiman, 2019).  This metric will allow us to understand what products are resonating most with White’s Boots’ audience on Pinterest.
Instagram and Facebook will be the primary platforms for the “Honed In Style” campaign and will share the same content.  Aside from showcasing new images and videos that will heavily represent the high-end line, White’s Boots will utilize the “stories” feature with the option to “swipe-up” so the user is directed to the website to view products or make a purchase. White’s Boots can monitor the campaign on Instagram by using the application’s free analytics tool for business called Instagram Insights.  Instagram Insights provides basic stats for assessing Instagram marketing efforts by finding out more about White’s Boots followers, when they’re active on Instagram, and what their top performing posts are (Holtz, 2019).  With this tool, one can monitor reach, impressions, clicks to website, as well as see our follower’s demographics (Holtz, 2019).  Similarly, with Facebook, White’s Boots can view the insights of how a post is performing by seeing the number of clicks, audience reach, and the amount of engagement (Ahluwalia, 2019). 
White’s Boost will invest in Sprout Social’s Professional Plan to assist in monitoring the campaign’s success.  The Professional Plan will allow us to monitor and engage messages across all social media platforms, view competitive reports for Instagram and Facebook, plan posts around optimal times, view reports on response rate a time analysis reports, and trend analysis for keywords and hashtags ("Sprout Social Pricing - How Much Does Sprout Social Cost?", 2019).  This tool will help optimize our marketing strategy and report progress to stakeholders.  White’s Boost should also invest in Google Analytics’ Enhanced Ecommerce feature so that we can better understand our website visitor’s shopping behavior and product performance ("Get deeper insights with Enhanced Ecommerce", 2019)
These features will give us real-time feedback on how the campaign is performing and allow White’s Boots to monitor and adjust the message if they are not seeing favorable results.  By using social media, White’s Boots can engage with stakeholders, develop brand loyalty, respond to crisis, and provide quality, real time customer service at little to no cost to White’s Boots.


Conclusion
This strategic marketing communications plan weaves multiple marketing opportunities such as social media, traditional news media, paid advertising and a collaborating with another luxury brand.  Objectives and tactics have been designed to introduce White’s Boots to a global market.  By implementing the strategies contained in this plan, White’s Boots can leverage their distinct products and position themselves as a strong competitor in the global market (“Instructional Design and Delivery”, n.d.).
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