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1.a. Company’s current digital presence  

 

Strengths  

1. Attitude is good when it comes to the Mairead deBlaca brand, good news articles 

being features on front Google search and her website shows up first.  

2. Growing preference to shop online.  

3. The jewellery industry is looking to have a great future. “Annual global sales of €148 

billion are expected to grow at a healthy clip of 5 to 6 percent each year, totaling 

€250 billion by 2020.” (Dauriz, Remy, and Tochtermann; 2014) 

4. Lower costs – as a business with one employee who maintains a digital store, 

running costs are relatively low. 

 

Weaknesses  

1. The brand faces competition from both other small self-named jewellery brands and 

mainline stores such as Next, River Island  jewellery brands such as Tiffany and Co, Pandora 

and Swarovski. 

2. The primary competitive factors in the markets are brand name recognition, sourcing, 

product styling, quality, presentation and pricing, timeliness of product development and 

delivery, store ambiance, customer service and convenience.  

3.The online jewellery industry has low entry barriers, means more competitors to 

compete with.  

4. The brand is vulnerable to pricing pressures to keep up with competitors.  

 

Opportunities 

1. Online purchasing used to make brand awareness and recall 

2. Coloured stones choices are increasing globally, but needs more brand awareness 

through TV ads or social networking sites 

3. Collaborate with fashion houses or Irish celebrities through sponsorships 
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Threats  

1. Difficulties in securing retail store locations 

2. Competition from other family owned business in this sector 

3. Competitors have their own distinct reputation for style, quality and expertise, and 

customer service similar to hers.  

 

 

Heuristic Website Evaluation 

Overall the website follows Heuristic evaluators.  

- Match between system and the real world by the use of  shopping basket.  

- Recognition rather than recall. A pop when first coming onto the site allows new and 

old users to sign up quickly to a mailing list. 

- Aesthetic and minimalist design. The website uses a basic layout where everything is 

easily accessible and clear by drop-down menus at the top of the page.  

- Consistency and standards. The website uses a search bar for quick access for the user 

and a basic profile icon for customers to easily sign up for buying products.  

- The only heuristic evolution that the website fails on is Help users recognise, diagnose, 

and recover from error. This is with the social media links a the bottom of the page are 

missing linked websites. Users are sent to a new unrelated Chinese website or a social 

media button with no information instead of the desired two social media profiles of the 

company.[Nielsen, 1994a]  

 

Social Media Channels  

Very little conversation happening around the brand on Twitter, even though she’s 

Tweeting often, nobody is subtweeting and her tweets are getting seldom likes even with 

over 3,500 followers she’s never gets over 10 likes. It’s the same with her Facebook.  
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Instagram 

 

 

 

One of deBlaca’s strong features is that she can work Instagram and focuses on her 

products. Her tags are spot on with #handmade #Ireland #jewellery #jewelry being used and 

she jumps onto festive hashtags such as #christmasgifts and #giftsforher being used at the 

right time at the start of December.  

 

She is quick and polite when customers comment on one of her posts that isn’t just a one 

word reply. Example: 

 

 

 

The issues with her Instagram is that she doesn’t stick to an upload schedule, some weeks 

she goes three days posting, while others she’ll miss two days and occasionally posts twice 

in one day. She could easily do a daily post Monday to Friday, if she wanted on her pieces 

and post it early in the morning to get the people clicking throughout the day. (Ellering, 

2018) 
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Facebook 

 

 

 

Facebook banner is better than her other platforms, she shows off her pieces, but yet choice 

of font is bad. Her choice of graphics is poor, for new years day, instead of posting a picture 

of her jewellery or her name with a quote placed over it or onto it, she uses a unlicensed 

photo of Morgan Freeman. An explanation of using a celebrities imagery is by Spotted blog 

which highlighted the moments where celebrities sued due for unfair-use of their images.  
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“Despite being very public-facing figures, celebrities do have the right of publicity, allowing 

them to control the commercial use of their respective names, images or likenesses, or the 

other unequivocal aspects of their own identities. It allows them to keep their image and 

likeness from being commercially exploited without permission or contractual 

compensation.” (Data Dirt: The Spotted Blog, 2017).  She would be better of not using any 

celebrities in her social media posting, just to keep out of the legal murky waters.  

 

Twitter 

A businesses goal on Twitter is for easier communication with their audience. DeBlaca’s 

platform should have a professional heading that’s inline with their brand, but deBlaca uses 

a fuzzy blue and white Christmas splash, she could have done this by using her logo and 

jewellery and putting Christmas baubles around the pieces of items to get the same effect. 

She would have to put in a little bit of effort, but the end result would mean a better brand 

style to her audience.  

 

 

 

When graphics are used, they are poorly made either badly edited or pixelated. She could 

easily pick Creative Common graphics or pictures to get the same point across and even has 

some automated tweets from Sumall Performance metrics in her news feed on Twitter. 

Even a non-brand Twitter would lose followers by having these pop up every-other-week. 

People don’t want to be bombarded with useless information.  
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Conclusion 

Her social media posting is consistent, but not on the same time each week. She needs to 

post on the same day at the same time to get a better traction with her followers or 

would-be fans so that they know when to come back and check for something new.  

 

She needs to stop using images that aren't creative commons, such as the photo of Morgan 

Freeman, even though it's acceptable to use on personal profiles on a professional profile 

and if she got bigger in the future could possible mean a hefty lawsuit on her hand that she 

would lose without the rights of such images. 

 

Her graphic-design skills are poor and brings down the tone of the brand to seem 

amateurish, even the photo used on her website, due to being blown up to fit the screen 

comes across as too large and pixelated. So new banners for her Twitter and Facebook 

would be a bonus and the use of a graphic-designer would benefit the overall tone of the 

brand.  
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1.b. Company’s customer analysis  

Online Persona  

She is a young professional with young kids and new into her married and motherhood. She 

still likes her nicer things in life and loves spending money on herself occasionally. Now with 

less time, she still wants to be able to shop for her favourite items.  
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1.c. Competitor analysis  

Main Competitors  

Easier competitions from handmade jewellers on websites such as Etsy and Ebay. Too easier 

now for new designers to start up their business on the same lines as hers and to start 

posting on social media better than what she has been doing. She also has competitions 

from websites such as Etsy for customers to get their equally appealing jewellery but at a 

lower price and a better selection.  

The Main Competitors for Mairead deBlaca Jewellery are other female Irish jewellers. The 

jewellers sometimes have better social media skills than MB, one example of this is Loulerie.  

 

 

Based on their landing pages of both the companies websites. Loulerie ’s plain design and 

another competition of Blaithin Ennis brings another simplistic but very streamline and 

professional website and this is the type of professionalism that her brand is up against.  
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They use celebrity endorsements on their instagram and majority of their social media 

posting is focused on their brand. Unlike Mairead deBlaca who posts half-personal related 

photos and half-business.  

Her competitors use better tags and descriptions than de Blaca, their Instagram posts 

including hashtags that correspond directly with their brand. DeBlaca has barely used her 

#deblaca hashtag and even when she did she used it with emoticons, something that cannot 

be searched for on Instagram. Her competitors used more popular instagram tags to gain 

likes and comments, hashtags such as #instadaily #instafashion #instafun are instantly going 

to gain more traction and get out to a wider audience.  

Other competitors are mainstream jewellery brands such as Pandora and Tiffany & Co are 

known worldwide and have a much bigger budget to get their content across to a much 

bigger audience and across seas. Deblaca doesn’t have the money to reach the same levels 

as these, but by streamlining online adverts to reach the right audience at the right time 

according to Richard Shotton would greatly benefit the brand and in relation to aiming 

advertisement around payday he says that “Consumers' likelihood to respond to 

commercial messaging varies across the month in relation to payday. As payday approaches, 
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consumers have less disposable income and are, therefore, less likely to purchase 

discretionary items. In contrast, after payday, consumers feel less financial pressure and 

spend more lavishly.” (Shotton, 2015) 

Conclusion 

A part of their social media posting is on the same mind-frame as deBlaca with the use of 

selfie photos of earrings, rings and necklaces being worn. So for deBlaca to stand out she 

would need to change how she takes photos and change up her weekly posts to be able to 

stand out from the crowd. She should also use the time of the month to post more regularly 

on social media to get a tiny bit of advantage when it comes to advertisement.  
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1.d. External Factors  

Economical  

People are now more money-aware, meaning that they are less likely to ‘go looking’ for the 

elusive Irish-made piece, but will go for the cheapest and best alternative. Jewellery brands 

are more likely to get the customers than a small brand that doesn’t really have a 

conversation going on the internet.  

 

Downturn in Global economy 

“A change in consumer behaviour especially after economic recession in recent times in UK 

is observed wherein consumers prefer to invest in precious metals and jewellery rather than 

resorting to deposits in bank at lower interest rates” (Kothiwal & Goel 2012).  

 

Could benefit from the increase in the Gems and Jewellery business. According to in-house 

research in Tiffany and Co, “the overall jewellery, watches and accessories industry is 

expected to grow at a CAGR of 8.1% during 2015-2020. By the end of 2020, it is expected to 

reach a value of US$710.3 billion at an increase of 47.5%. Clothing, footwear, accessories 

and luxury goods accounted for the largest proportion of sales in the global jewellery, 

watches & accessories market.”(Tiffany & Co, 2017) 

 

 

Technology  

"E-commerce is growing in many European sectors, including jewellery. All the major brands 

and most minor ones today have attractive, professional web shops, or e-boutiques. A 

successful online sales strategy also involves other aspects, such as good technology and 

digital marketing." (Cbi.eu, 2016) 

deBlaca will have to keep on top of any changes or new technology in the e-commerce 
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sector to make her site compete against her competitors and to make shopping as easy as 

possible for her customers.  

 

Crossovers 

"There is a growing demand for combinations of materials, for example metal and wood or 

stone. Combining different techniques is also creating exciting new designs and 

opportunities. Some suppliers are discovering the added value of working together with 

other suppliers’ teams who offer additional specialties." (Cbi.eu, 2016) 

deBlaca could think about doing a new line that crosses between two different materials. As 

of now, the brand sticks to one metal for all jewellery, either gold or silver. She could do a 

new section that added pearls or small jewels. 

 

Sustainable products 

"The demand for sustainable jewellery is growing, along with European consumer 

awareness of social, environmental and economic issues in the sector. For a long time, 

corporate social responsibility was not as big an issue in the jewellery industry as in fashion, 

but this is changing and the sector is quickly incorporating new standards and 

requirements." (Cbi.eu, 2016) 

The world is getting more aware of their impact on the planet and deBlaca needs to be on 

top of the new standards and requirements for her jewellery if she wants to keep these 

customers and fans. If she doesn't, they will only turn to a brand that has the same values.  

 

 

 

 

16 



 

2. Objectives 

Contact Growth  

Number of contacts, followers and enquiries that have come through social media. Try to 

get 50+ new contacts through these channels to see if the social media is working properly 

and making a positive impact to the company and not wasted time and money.  

 

Conversation Starter  

 

Getting more likes/ comments on Facebook. Getting likes and comments are great ways for 

getting your content seen;  but sharing is better. The more people see the social media 

postings the more chances of getting a customer. Making a share/like competition is a great 

opportunity to getting products out to more people.  

 

Social Media Presence 

 

Getting the number of clicks, follows and responses; retweets higher.  Getting more 

followers is the starting point of getting a better online content strategy. Seeing how many 

likes or follows a tweet or photo earn means that that is the type of content that the brand 

should be continuing with.  

 

Referrals 

 

Get a better number of referrals via social media. To see which platform is getting more 

traffic to the website which one should be giving more time and effort into and what types 

of posts should be made to get referrals.  

 

Customers Thoughts  
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Follow what comments are saying and what it means for the brand. Whether good or bad, 

to keep on top of all social media postings. It’s important to see what people are saying to 

the brand and be quick to reply to any negative conversations that would possibly happen 

about the name and to ensure customer queries are resolved within 24 hours. 

Brand Awareness. 

 

To make the brand the preferred choice when woman think about Irish handmade 

jewellery.  Find out what people think of the new brand change and how many people know 

or have seen the social media postings. Having a positive brand awareness is important to 

the customer journey.  
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3. Strategy and Tactics 

Blog Posts 

Posting on her blog post on a regularly weekly day such as a Monday, Wednesday and Friday 

will keep the blog relevant and in turn the e-commerce store that is linked to the blog. This 

means that it will show up higher in search results on Google and more likely to attract new 

and old clients to the online store. 

Video 

Video “is the way of the future and where the buyers are going—if you can say it faster than 

I can read it, I may be in the market to hear more.” (Del Rowe, 2016) 

 

Due to the low subscriber count of '1' on the brands YouTube, the hiding of the subscriber 

counter would benefit the company. To keep the channel running and being a positive for 

the brand it needs to be updated regularly to be of benefit. As of now, the latest video 

update hasn't been since two years ago. If she wants, she can go down the blogging route 

and talk directly to the camera telling her customers/fans what's happening and giving them 

tours of her work place or secret snippets. Like behind-the-scene looks of what’s happening.  

 

Tweets  

Post on twitter when there’s a major announcement, whether it be being on a newspaper, 

magazine or having new products. Also used to answering customer queries and re-tweeting 

people that post photos of her jewellery.  

 

Email Marketing  

The use of email marketing for sending out monthly newsletter of the brand is the perfect 

way to keep the idea of the brand at the forefront of consumers is a great way to make 
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them buy deBlaca. This can either be done  in-house or by hiring a graphic designer to build 

the newsletter and for deBlaca to easily put in the monthly information. The use of 

MailChimp is perfect and easily to track the amount of readers and the amount of people 

who are opening and seeing the news followed by the amount of click-through rates onto 

the website.  

According to Evans, “many leading email marketers are using data science to make emails 

more relevant to consumers by automating recommendations.” (Del Rowe, 2016) 

 

Snapchat 

Snapchat isn’t being utilised for the brand, must have been thought about as the link to use 

it is on the website. Snapchat is good to take quick videos and snaps and link them to the 

website or page of said pieces of jewellery. Use popular snapchatters to post about their 

products. 

A better opportunity and seeing as she’s using the platform already is by using Instagram 

Story, in getting inbound and outbound linking to her website and other beauty 

Instagrammers. She would just have to give them a piece of jewellery to wear in a photo 

and link back to her page, blog or website. This is seen done really well by her competitor 

Loulerie. The platform is also better than Snapchat for linking to other users and for getting 

linked back by using relevant hashtags and names. This can only be achieved on snap 
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But it’s not just small brands that benefit from the new instagram stories, people link a 

companies name and it sends the new viewer back onto the companies page and easy 

access to their website and in turn their products and shops. Major brands such as Tiffany & 

Co are big on instagram.  
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She could link to her blog or her store for people to get more information. Examples of 

companies linking to their blog is by swiping up on the photo:  

  

 

Instagram Ads  

Amongst all the advertisement channels that deBlaca can go down, to start off with. 

Instagram would be the best platform to start off with, the majority of the concentration on 

the brand would be on Instagram and then the following step would be to reach out 

through Google Adwords but by then the brand will have such a good Instagram platform 

that it’ll automatically get new followers.  
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Bloggers  

She could use twitter and beauty bloggers to get the word out about her brand, by getting in 

touch asking if they’d be interested in posting a pre-written blog post onto their website 

when she has a new line up and running or giving them ‘special’ code for a discount offer on 

her products.  
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Two Week Calendar 

Week 1 

Monday  

Post in the early morning of a piece of jewellery both on Twitter, Instagram and Facebook. 

Instagram being a photo, Twitter being a one-line with hashtags embedded into the words 

and then Facebook would be more details and a photo.  

Tuesday 

A Giveaway, to get over the early-week hump, to do a giveaway and the person who likes or 

shares the post will get a voucher or a ring that she chooses.  

Wednesday 

Wear it Wednesday. She could use the hashtag with #whowearsdeBlaca and posts photos of 

UGC from fans and followers wearing her pieces out and about or in selfies with a comment 

or quote under their photos. Get people to hashtag #wearingdeBlaca and whoever gets the 

most likes on their post gets a voucher in the last week of the month.  

Thursday  

Tour Thursday. A show around either where she makes the jewellery, where she lives as a 

little blog or a one-on-one snippet of what’s to come.  

Friday  

People on weekly-payment system in work get paid on a Friday. So if they want to buy one 

of your products that you be better off posting on Fridays to let them know what’s available. 

Again, post in the early morning on a piece of jewellery on Twitter, Instagram and Facebook 

to get the word out. 
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Saturday - Sunday 

Either post something that happened during the week or a photo of one of her customers 

wearing her pieces on a night out or in a selfie. Then could do a riddle to entice people into 

what she’s working on and if someone answers the riddle they either get a free sample or 

get a voucher for the online or offline shop.  Riddle example: 

“ am not a heart 

Club or a spade 

I’m put on a ring 

When it is made”  

[Answer: diamond]  

 

Week 2  

Monday  

Post in the early morning of a piece of jewellery both on Twitter, Instagram and Facebook. 

Instagram being a photo, Twitter being a one-line with hashtags embedded into the words 

and then Facebook would be more details and a photo.  

Tuesday 

Tour Tuesday. A show around either where she makes the jewellery, where she lives as a 

little blog or a one-on-one snippet of what’s to come.  

Wednesday 

The same as the week before. To do a Wear it Wednesday. Get people to hashtag 

#wearingdeBlaca and whoever get the most likes on their post gets a voucher. This will only 

improve deBlaca’s reach to more customers.  
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Thursday  

Tour Thursday. A video or a few photos of either where she makes the jewellery or as a blog 

post where she lives [which part of ireland]. Could be a blog post or a snippet of what’s to 

come.  

Friday  

People on weekly-payment system in work get paid on a Friday. Could do the exact same 

each week like the previous week or she could do a ‘deal friday’ something like spend €75 

get €15 voucher. So people who would probably spend €50 on a piece are inclined to spend 

a little bit more for the voucher to buy something extra for themselves.  

So if they want to buy one of her products that you be better off posting on Fridays to let 

them know what’s available. Again, post in the early morning of a piece of jewellery both on 

Twitter, Instagram and Facebook to get the word out. 

Saturday - Sunday  

Posts about deals that is going on in the shop to let people know and what to look out for in 

the following week. If a new piece of coming out, could do a snippet post of either the new 

box or a saying that people have to think about to get the meaning of it, a riddle. Riddle 

example: 

I live in the ocean. 

I move slowly.  

I eat clams. 

I have five arms.  

I am a... 

 

[Answer: starfish] 
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4. Measurement and Control 

 

Proposed Measures for Each Channel  

 

While metrics such as “an increase in Facebook friends” or “an increase in Twitter followers” 

do not necessarily relate to increased sales, it is clear to see that a company’s presence 

across the social media platforms can ultimately lead to financial gain. (Taylor; 2011) and 

this is the reason why it’s important to have a growth goal in mind going either 

week-by-week or month-by-month. 

 

Website  

Website measurements will be in the amount of click-through rates from social media 

channels and then the amount of these clicks that funnel into sales on the e-commerce 

section of the website. “Social commerce and social shopping are forms of internet based 

social media that allow people to participate actively in the marketing and selling of 

products and services in online marketplaces and communities”  

 

As per the findings of Business Insider, online social commerce has helped the top 500 

retailers to generate $2.69 billion in 2013, an increase of 60 percent over the previous year 

(Workman and Adler, 2014). 

 

Email Marketing  

To start grow the monthly email marketing campaign. The amount of emails we would like 

to aim for is for an addition of 100 emails  This would be achieved by posting on social 

media to remind them and let them know that they should sign up for the emails to get the 

latest news and trends from deBlaca. 

 

She can also automate what the emails say for each customer that signs up, Evans says that 

“I would encourage marketers to [use] their data and predictive intelligence to .. .automate 

the process of the best recommendation for each user that opens their emails,”  (Del Rowe, 
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2016) but then goes on to say that “Overall, including something of value to the recipient 

should be the number one priority when it comes to email marketing. “ (Del Rowe, 2016) 

 

Twitter  

Post more brand-centric tweets and to get rid  of the generic tweets that don’t add to the 

brand. When the brand starts a new line or jewellery or when they bring out a new product, 

they can get Tweeters to post about the product to influence their followers to either share 

or buy the product and for their followers to do the same.  “As a result, a large number of 

users could receive this marketing information through the online word-of-mouth effect. 

Due to the constraints of the budget or relevant resources, it is necessary to find a set of 

influentials as seed users to maximise the expected coverage.” (Mei, Zhao and Yang, 2017) 

 

Instagram  

To get the followers to over a 1,000 and to post at least twice a week to keep it active and 

up-to-date. For a small business to be recognised as credible on Instagram, “1,000 followers 

are argued to be the minimum” (Miles, 2014). So getting to the minimum number of 

followers is one of the first targets for the brand, as people are less eager to follow brands 

her are under this number. 

 

Virtanen, Björk and Sjöström developed a model while doing a study on the marketing on 

start ups and small business on Instagram and found that “It points out following as a 

first-order practice that small- and medium-sized enterprises (SMEs) can employ to gain 

followers instantly on Instagram.” And their findings were that “Companies can attain 

success in social media marketing by actively engaging with customers and potential 

customers on various social media platforms.” (Virtanen, Björk and Sjöström, 2017) 

 

Their study then states that: “When a company is unknown to customers, endorsing 

potential customers on Instagram may be one of many marketing tools for creating and 

increasing awareness of the company and its business and gaining engaged followers.” 

(Virtanen, Björk and Sjöström, 2017) 

 

So, liking similar photos and following other same-like brands is a great way to get their 
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followers to see you and to create an awareness around the brand in and outside Ireland. 

This can be done by finding who’s posting under the tags of #Dublin #Ireland #jewelry 

#jewellery  and filter out what is being said and who’s saying it. 

 

ORM Strategy  

 

Don’t be generic  

As the brand stands, there is nothing striking about the jewellery that makes it stand out 

from other jewellers like Loulerie and Blaithin Ennis , so it is really important for Maread to 

get the brand image across on her social media site to break it apart from other brands.  

 

Tracking Blogs, new sites and social media.  

To save up time and to stop from the constant thinking of what is being said about the 

brand, Mairead deBlaca should set up a google alerts for any time that important keywords 

are used throughout the internet, these keywords could be ‘Mairead deBlaca’,  

 

Negative Comments  

On a study of 500 business owners and high decision-makers by Igniyte, the reputation 

management agency it found that “a third (31%) believe the issue will become a major 

concern in the future with one-in-five reporting that dealing with negative content has 

become the main focus of their online strategy, surpassing even raising brand awareness or 

generating new sales and followers.” (Warc.com, 2014) 

 

So checking out for negative comments should be one of the brands main focus to stop 

press from bleeding into the brand image. Crockett goes on to explain how to achieve this 

by stating that “There will never be a 100% fail safe solution, therefore the strategy should 

include an incident response process to deal quickly with a brand safety issue, to course 

correct and to avoid any recurrence.” (Crockett; 2017) 

 

"80% of consumers changed their mind about a product after reading a negative review 

online" (Engaging Customers Where it Matters Most, n.d.) 3. 83% of user reviews say 

reviews often or sometimes impact their purchase decisions (Engaging Customers Where it 

29 



 

Matters Most, n.d.) and according to a Google report, “Today’s social consumer is 

empowered, and often feels entitled. In fact, 50% of all Facebook users and 80% of Twitter 

users expect a response to a customer support inquiry in 24 hours or less.” (Engaging 

Customers Where it Matters Most, n.d.) 

 

A quick and polite response to these negative posts and reviews when they appear on social 

media is the best way to protect the brand’s online reputation.  
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5. Strategy Implementation 

 

Social Media Manager 

Responsibilities: Posting on the array of social media platforms. They would have a clear 

view of the strategy for each platform and they will know important information such as 

what times to post on a given day on which platform for the most traction along with which 

tags to use and if they are capable, will taking photos to go along with the posts.  

 

SEO specialist  

SEO can make or break a brand on whether prospective customers are able to find the 

website. The SEO specialist would put together content around specific phrases and keep 

themselves posted on updated phrasing or popular words to use within the website and 

social media posting. Because it's such as small company, they could write the monthly or 

weekly blog post on deBlaca’s website and send out the newsletter to fashion bloggers and 

customers.  
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Proposed timeline  

 

The easily fixable issues, such the broken links, can be fixed within a day.  Then it would be 

followed by brainstorming words to use around the brand and then a content strategy for 

the following month.  

 

This strategy would be based around the most popular days that has shown up from 

previous postings and following along with these findings. To start with a month of social 

postings around a weekly time-frame where on specific days there will be specific postings 

such as:  

 

Monday Metal  

Wednesday Wrist Wonders  

Friday Flowers  

  

Fixing the issues with user experience with the website, such as no links and the pop-up 

screen for adding items to the cart not disappearing would need to be fixed early on for a 

more streamlined user experience for customers that come onto the website.  

 

The bad graphics on the twitter timeline would need to be deleted if they idea of getting a 

more professional approach was taken on board. These graphics would need to go so 

people will no longer see them once they scroll down the Twitter Feed and the addition of 

either a part-time graphic designer would be a great benefit to the company. Either a 

student that can fix up the monthly graphics in a week or a part-time worker who can put 

them together in a few days out of the month out-of-office and then send them onto the 

social media manager for usage.  

 

Over the first month to take into account the analytics of each posting whether social or 

blog and to find which funnel brings the most sales and then followed what makes the most 

positive conversation around the brand.  
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After the first month of gathering the findings, to then put them into effect. So to then know 

what date and time to post on social media platforms of Twitter, Facebook and Instagram, 

what phrasing or hashtags to use to get the most likes or comments and to get a binder 

together on any major jewellery event coming up in the next 12 months that Mairead could 

use to the brand’s advantage and to thinking ahead of time of what to do.  

 

From the changes in social media posting, such as timing and hashtags would be a month 

before we go back and see what changes has been made by the number of likes or 

comments on social media posting on Facebook, Twitter and Instagram. We would leave the 

new Snapchat profile for a month also and see where we are at at the end of the thirty days.  

 

The major high-level phases would be getting the right phrasing and the right wording for 

writing descriptions and social media posting so it all has the same tone-of-voice.  

 

Getting the hashtags is important so that the entire team is on the same page of what they 

should and shouldn’t be using within each posting and getting the new Snapchat profile up 

and running as soon as possible and posting links on twitter and facebook is important.  

 

Creating a weekly content plan would be the first step, to see what content to post on which 

days. Research into days and times to which platform would be of benefit here. This would 

then be followed by a monthly content plan where major events such as Halloween, 

Valentine's Day and Cyber Monday would be put into and then build a content strategy plan 

around these major dates. Getting a weekly and monthly plan is the first steps in getting this 

new marketing strategy up and running smoothly. 
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