








eBrand Statement

We offer affordable handamade, high-quality leather
boots and accessciies direct-to-consumers
alongside exceptional customer service.
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eBrand Voice

We are casual, but we are not unprofessional.
We are polite, but we aie not pretentious.

We are Texan. We say, “Please,” “Thank you,” and most

iImnoitantly, “How can we help?”
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Voice and Tone Examples

Examples of On-Braric Voice:

When the desert caiis, The Lizard
answers. The all-new Limited Edition
Limestone Relic coiiection is available
now. Don’t wdait for the dust to settle,

y’c!l. They’ll be long gone.

roduct launch (Facebook)
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Target Audience Statement

Tecovas creates autheritic content to foster
a genuine connection with customers to

keep them engaged so they can become
brand advocates and repurchasers.
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P r | m ary A u d | en C e Our primary audience is “fashion-first”. They are on-top of

the latest fashion trends and likely to repurchase regularly.

* Demographics: Male and female, late-twenties, Caucasian, mid to upper-level income.
* Psychographics: Fashion-first use, likely to shop online, active lifestyle.

e Challenges: Finding high-quality products online at a reasonable price.

e Pain Points: Tecovas offers handmade boots richt from the factory for under $500.

e What Drives Them to Purchase Our Product: Seeing others in their “orbit” using and reviewing Tecovas
products: Friends, co-workers and celebiities.

e Where Do They Find Their Information: They follow fashion and lifestyle influencers online, from major
celebrities ( ) to social media influencers ( )

e What Type of Content Do They Preier: Social media posts, short videos, blogs posts.

e How Do We Help: Tecovas can partner with lifestyle influencers to open our brand to their audiences.
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https://www.instagram.com/kimkardashian/?hl=en
https://www.instagram.com/rachparcell/?hl=en




SeC on d ary A U d | @NCEe  Oursecondary audience is looking to “buy it for life”.

They may only buy one pair but will become vocal
advocates for the brand and may repurchase with the
right content.

e Demographics: Male, mid-thirties to late fifties, mid-lcvel income, works in a skilled trade.
e Psychographics: Practical-minded, looking for a durab'e product.

* Challenges: Finding a durable product that will ho!d up to intense environments.

e Pain Points: Tecovas offers high-quality boois that live up to any task.

*  What Drives Them to Purchase Our Produrct: These customers are looking to “buy it for life” — they are
willing to pay for quality and durability.

e  Where Do They Find Their Infoi matiori: Word-of-mouth, social media.
e What Type of Content Do They Prefer: Social media posts, blogs.

e How Do We Help: Stories that show adventurous people using Tecovas products in rigorous environments.
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sCompetitors

Large: Patagonia
Large (new to segment): RK=d Wing Shoes

Startups: Cuero
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Content Types

. Lifestyle blogs (blogs covering fashion trends with boots)

e Adventure blogs (blogs covering a day-in-the-life of adventurous people)

e Social media pOStS (partnering with influencers and engaging with audiences)
 Emalil newsletters (highliahting new products and blog content)

e Short videos (covering new product launches and supporting blog posts)
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Content Example — Lifestyle Blog

his blog interviews musician
Whitney Rose and discusses
how her boots complete her
fashionable southern stvle.
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https://www.tecovas.com/blogs/the-outpost/unpausing-the-music-with-whitney-rose

Content Example — Adventure Blog

Blog told from the perspective of
CEO Paul Hedrick which detalls
his trip to a working ranch In
Montana to see a new line of
Tecovas work boots In aciiorn.

THE STOCKTON TAKES ON BIG 5KY COUNTRY.

Can The New Roper Boot Live 'Ip to Life on a Real,
Working Ranch in Montana?
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Content Example — Engagement

Brands like Starbucks
understand the importance of
engaging customers on social
media. Tecovas will aim to
start a dialogue with every
customer who commerits on a
Tecovas social media post.
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Content Example — Social Media Influencers

Tecovas will utilize lifestyle and
fashion influencers to
showcase products to new
audiences. Influencers like
Rach Parcell regularly pariner
with brands and can provide
metrics to gauge the success
of marketing campaigns.
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Content Example — Emalil

This newsletter utilizes a simple
content format: Project, Product,
and Inspiration.

Tecovas should use a simiiar
format, offering three pieces of
content per newsletrer: Fashion-
centric blogs, new product
releases, and inspirational blog
posts (adventure blogs).
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Content Example — Short Videos

Short videos are a great way to
keep engagement high and can
be used to convert sales with
the right CTA. Short videns can
be casual (simply produced In
the office) or professionally
created from footage.
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https://www.instagram.com/p/CUvk1kAlyM0/?utm_source=ig_web_copy_link

Promotional Channels

* Website Blog
e Soclal Media (Instagram, Facebook, Twitter, LinkedIn)
* Influencer Outreach

 Email Marketing
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Soclal Media — Primary Rankings

Instagram
Facebook

Twitter

e L o

LinkedIn (company culiure and awards, recruitment)
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Publishing Schedule

 Blog Posts
« Post 2 times per week (1 lifestyle and 1 adventure)

* Videos
* Post 2 times per week

 Emalil Newsletters
e Send 1 time per week

e Social Campaigns
» Post 2 times per day
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KPIS

* |s our audience interested in our conteini?
(Do they follow our CTA? Is Tecovas interacting with cusinmers and answering questions and concerns?)

e Does our audience engage with aur content?

(# of comments, social shares, and interactions on content)

* Follower and Subscriber Growth
(Increasing newsletter subscribers and social media followers)
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Metrics

. Click-through Rate (Does the audience coniinue their journey on the website?)

* Open Rate - Emall (Is the content inteicsting to the audience and worth opening?)
 Website Traffic (Increasing overall traffic to the website)

e Email Subscriber Growth (Incieasing newsletter subscribers)

e Social Media Follower Growth (Social media follower counts)

TECOVAS









	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29



