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about #e brand

- founded in NYC in 2006 by Mary Kate and Ashley Olsen

- minimalist, classic, simple, cut-focused designs

- quiet luxury wi# focus on details  

- brand began wi# #e idea for #e perfect t-shi% but has 
evolved to include a full range of items including eyeware 
and handbags

- sold in depa%ment and mul$-brand bou$ques

- manufactured in #e U.S.

- price range: tops: €200-€900, pants: €400-€1,500, ski"s: 
€600-€1,200, bags: €1,000-5,000 €, sunglasses: €300
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- sold #rough high-end, mul$-brand online stores

- #ese include: Barneys New York, Net-A-Po%er, Bergdorf 
G"dman, Just One Eye, Lane Crawford, and Maria Lucia

- complete collec$on and accessory range sold #rough 
#ese sites

current online distribu$on
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www.#erow.com online distribu$on strategy
current home page

- maintain exis$ng distribu$on #rough mul$-brand sites

- add e-co!erce to brand website and make it primary 
focus on home page

- keep select items from each seasons’ collec$ons as 
“exclusives” for #erow.com

- pricing will be consistent across all e-co!erce sites 
selling The Row however #ere will be occasional 
promo$ons unique to #erow.com

‣ ex: free shipping wi# a code, percent off for 
bi%hdays of registered customers, etc

- interna$onal shipping

- drop menu arborescence will include separate categories 
wi#in each of #e #ree main categories (tops in apparel, 
etc)

- filter op$ons will be: color, price, silhoue'e, material, size, 
& leng#

new home page
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- “How Would Mary Kate/Ashley Style This L"k?”  

- for select products on #e website each season (10 per 
designer), offer styling sugges$ons to consumers based 
on what Mary Kate or Ashley would put wi# #e specific 
item 

- a “ ” icon will appear under an item wi# #is feature

- when consumer cli(s on item to go to full product view, 
an image on #e right side of #e page will show #is item 
styled wi# o#er clo#es and accessories by one of #e 
head designers

e-co!erce innova$on

styled by Mary 
Kate

Wednesday, February 20, 13



marke$ng strategy overview

- focus on banner ADs, banner re-targe$ng, SEM, SEO, and 
a blog complimentary to #e e-co!erce site

- primary target is visibility and transac$onal, secondary 
target is rela$onship

- first #e goal is for consumers to be very aware of #e 
brand which hopefully will lead to purchases, and #en #e 
goal is for #em to become loyal and involved in #e 
culture of #e brand #rough #e blog and social media

10%

35%

25%

30%

blog
banner re-targe$ng
banner ADs
SEM

budget alloca$on:
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banner ADs

- 35% of marke$ng budget

- adve%ise on fashion-focused websites: style.com, 
vogue.com, businessoffashion.com, NYT.com style 
sec$on, 

- design of ads:

‣ high quality photographs of items from seasonal 
collec$ons wi# varying focus, ligh$ng, and z"m/
crop (point is to have an interes$ng image #at is 
not just a plain “product shot”)

‣ complimentary to website #ey are placed on, not 
intrusive

- aim is not cli(s but to generate consumer awareness

banner AD examples
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banner re-targe$ng

- banner ads following customers who shopped on 
#erow.com wi#out making a purchase

- ADs relevant to consumer shopping history 

‣ ex: AD for sunglasses appears on page of customer 
who shopped for sunglasses, and same for any

- pay per cli(
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SEO & SEM

- make sure each page has a relevant $tle and items are 
tagged wi# keywords

- design URL so #at name of item is included

- submit descrip$on/su!ary of website to g"gle and 
o#er search engines 

current google search result for “shop the row”

SEO

- purchase ad in search engines so #at #erow.com is #e first 
sponsored link

- cost per cli(

SEM
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- “behind #e scenes” format similar to Oscar PR girl

- working wi# The Row’s corporate office, select #ree 
employees of #e company in different posi$ons (PR, 
sales, design; for example)

- have each person contribute two posts a week each 
wri$ng about #eir daily experiences working for #e 
brand

- point is to give customers and fans an “inside l"k” at #e 
inner workings of The Row 

- maintain consistent complimentary social media (faceb"k, 
twi'er, instagram, etc) 

blog
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conclusion

- create brand’s own e-co!erce channel in addi$on to 
exis$ng online distribu$on

- website innova$on working wi# pre-exis$ng consumer 
fascina$on wi# style of head designers

- marke$ng strategy targe$ng visibility and transac$onal 
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#ank you.
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