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OUR PURPOSE.
To create an action plan and
strategically build on top of the strong
foundation Ruby Tuesday has created
with their social media presence.

TARGET GROUP.
“Adults aged 35 to 54 take a balanced approach to social media”.
This age group are aware of who they are and what they like.
INSTAGRAM

STATISTICS

“Most (90% of the age group) believe that their social media accounts
reflect their true self; compared with younger users, they care less about
validation and how others perceive them” (Taylor, 2018).

RESEARCH.
EXTERNAL

Analysing the competition:

BUTTER AND HAZEL

RESORT FINEST

KNI-TED

RESEARCH.
EXTERNAL

What can we learn from them?

CLUB L’AVENIR

GRAUMANN DESIGN

RESEARCH.
EXTERNAL
Pattern Identiﬁcation
Ruby
Tuesday

Butter &
Hazel

Resort
Finest

Kni-Ted

Graumann

Club
L’Avenir

Following / Followers x 100

7.1%

0.54%

61.0%

16.0%

9.0%

50%

Engagement rate

1.37%

5.17%

2.12%

0.80%

0.60%

1.15%

Average amount of likes

61

815

40

32

58

132

Summary of Potential Future Improvements & Strategies Identiﬁed:
⭑ Incorporate the adjective ‘sexy’ more into the aesthetic of the Instagram content
⭑ Have seasonal themes within the visual content/themes on Instagram
⭑ Speciﬁcally in the “aesthetic” content, use a lot of (relevant) hashtags
⭑ Post more video content on the Instagram feed
⭑ Share more content that can emotionally appeal to viewers (playing into themes such as friendship and
togetherness)

CONSUMER
RESEARCH.
“Women view shopping as recreational, which is why it is important to maintain the perception of physical shopping.”
Women are interactive when they shop and they always want to see, feel and try on the clothes before buying. The
uniqueness and quality of the product plays a major role in the decision making, The female fashion consumer behaviour by
Öberg, Holmberg and Öhnfeldt (2010) Shopping is seen by them as their free time, in which an emotional, psychological and
symbolic role plays.
The study Self‐concept and the fashion behavior of women over 50 indicates that “apparel purchase decisions for senior females
are complex and involve issues beyond style, ﬁt, and price.” With this, they refer to the fact that older women are more likely
to base their choice of shopping on someone else's opinion. Adult children, family and friends might be (directly or
indirectly) involved in the shopping experience and influence the purchase decisions of older women”. Peters, Chelton and
Thomas (2011)

CHANNEL
RESEARCH.
Of the target group of Ruby Tuesday (20 to 65 year olds),
especially the younger people up until 40 years, are
influenced by influencer marketing. But there is also an
opportunity endorse to older influencers in order to
influence the other age groups. Branded posts on
Instagram have a 15 times higher engagement rate than
Facebook and Twitter. This would mean, that you could
reach big part of Ruby Tuesday’s audience via Instagram.

Instagram Stories

⭑ Show what makes the brand fun and recognizable
For Instance, Tarte
⭑ Organize instagram influencer ‘takeover’
This way, loyal followers will follow the
instagram page, to see their influencer
⭑ 'Swipe Up' link feature on Stories
Direct link to the product website
⭑ Use personal discount codes for influencers
You can track how many customers the
influencer brought in and possibly offer
another code/offering
⭑ Be prepared to respond to instant messages to
properly implement Instagram Stories.
Direct Messages is an easy way to
communicate with your audience, this way you
can achieve higher loyalty with followers

ENGAGEMENT
RESEARCH.
Customer engagement was found to influence customer loyalty. Brands should offer customers various platforms,
such as blogs and Instagram Stories, to engage them, and keep track of customers’ conversations so as to know more
comprehensively what type of brands customers love and the images that customers consider to be ideal.
By posting the like, share and tag posts, you can attract a new audience, and create an e-word-of-mouth. This is the
quickest way. This content should be mainly visual, but the results are hard to analyze, since style and content is deﬁned
by personal style and personal need. Take NA-KD’s example of e-WoM, through sharing this image on your personal
story, this post accumulated 10 times more likes.
You should also use each point in the user journey to show them that you value them. You can do this by displaying
personalized product recommendations based on past purchases, commenting on their comments and showing
products based on personal afﬁnity and browsing history.
Use influencers, “with an audience of between 10k-100k followers, it is easier to reach a more targeted audience.

INFLUENCER (BRAND)
RELATIONSHIPS.
How to create a good influencer relationship:
⭑ Reach out to influencers who have organically used your brand.
⭑ Don't send a generic email, but a personalized message.
⭑ You should offer to help and support their causes.
⭑ Look them up on LinkedIn and try to ﬁnd common acquaintances, this way you can have a
common acquaintance, and ﬁnd a link.
⭑ Follow them and their posts on social media. Try to like, share, or comment on their posts
whenever applicable > This way they will recognise you when you contact them
⭑ You should be compensating them fairly for their work.
⭑ Find influencers that stand for the same cause, values and have the aesthetic.

SURVEYS.
SURVEY #1 RESULTS

We conducted 2 separate surveys via SurveySwap to get a more
personal insight into the target group.

These results have been translated from Dutch to English.

SURVEYS.
SURVEY #2 RESULTS
Age:

What kind of Instagram stories do
you enjoy watching?

On what kind of posts do you comment?

SURVEYS.

Why or why not?

After showing them Ruby Tuesday’s Instagram
feed we asked if they would comment on any of
the photos:

General improvements:

CONSUMER
INSIGHT.
“I think it's important for me to look nice, I know who I am and I'm
expressing this through fashion. I enjoy wearing timeless, trendy and high
quality clothes and so I'm always happy to pay for it. I consider it very hard
to ﬁnd a brand that would match me. I ﬁnd it hard to ﬁnd time to ﬁnd both
trendy, comfortable and functional clothing, because the trend goes really
quickly. I don't think that there's an easy way to ﬁnd clothes that's
fashionable enough because I'm no longer going to the club. I wish I could
ﬁnd the brand that suits me to enhance my lifestyle via visuals through the
fashion influencers I follow.”

PERSONA.
Laura Visser

PROFILE

MOST USED SOCIAL MEDIA

Age: 35 years
Gender: Female
Location: Amsterdam
Occupation: Esthetician

“It doesn’t interest me what you do for a
living. I want to know what you ache for –
and if you dare to dream of meeting your
heart’s longing. It doesn’t interest me how old
you are. I want to know if you will risk
looking like a fool – for love – for your
dreams – for the adventure of being alive.”

Education: Cosmetology

GOALS

Marital Status: Married

- Build a strong cliental and open her own salon.
- “Level-up”: Improving personal style.
- Have a child

STRENGTHS

FRUSTRATIONS

- People/Networking Skills
- Observant
- Popular and Friendly
- Energetic and Enthusiastic

- The amount of competition in her industry.
- Finding a style that perfectly fits and represents her,
- The long process of buying a house..

WEAKNESSES
- Overthinking
- Emotionel
- Poor Practical Skills
- Easily Stressed

PERSONALITY
INTROVERT

EXTROVERT

THINKING

FEELING

SENSING

INTUITION

JUDGING

PERCEIVING

OBJECTIVES.
THE TIME-SPAN IS BASED ON
THE CONTENT CALENDAR.
1. By the end of the month-long content calendar we aim to have achieved an increase of
60,000 in the reach of the Ruby Tuesday Instagram account, through new content and use of
the Facebook Ads Manager.
2. By the end of the month-long content calendar we also aim to have increased the Ruby
Tuesday Instagram engagement rate by at least 1% (as reflected in the per-post Instagram
insights and the Tanke engagement rate calculator).
3. By September 2020 we aim to have established a promotional agreement with 5 new
Dutch influencers by dynamically contacting them via Instagram direct message and
sending them their selected favourite Ruby Tuesday items.

CONTENT CALENDAR
RESEARCH.
Research into the best times to post on Instagram

★
★
★
★

Most consistent involvement are from Tuesday
until Friday from 09.00-18.00
Worst days are on Sundays and Mondays
Posting at 05.00 generates some of the highest
engagements.
Posting between 11.00 and 15.00 during weekdays
generates engagement.

CONTENT CALENDAR.
We have separated the content calendar in 1 “major”
event per event, aimed at increasing engagement:

The rest of the content is divided into 11 diﬀerent
categories (that each have a story-formatted
template:)

TEMPLATE 1: quotes
TEMPLATE 2: videos
TEMPLATE 3: collage
TEMPLATE 4: behind the scenes
TEMPLATE 5: consumer photo
TEMPLATE 6: Tuesday announcement story
TEMPLATE 7: influencer photo
TEMPLATE 8: quotes #2
TEMPLATE 9: aesthetic ﬁller #1
TEMPLATE 10: aesthetic ﬁller #2
TEMPLATE 11: clothing

CONTENT CALENDAR
THE MAJOR EVENTS (TACTICS FOR INCREASING
ENGAGEMENT)

Consistently Tuesday update:
Week 1: Competition about creating a collage of Ruby Tuesday
items
Week 2: Continuation of the competition last week with
announcement of the clothing winner
Week 3: Game with the Ruby Tuesday playlist to select a song that
matches a picture of Ruby Tuesday
Week 4: Quiz about matching Ruby Tuesday outﬁts with movies
Week 5: Give away of a clothing item

STORY
MARKETING.
MOCKUP FACEBOOK AD CAMPAIGN

By setting the campaign objective to Engagement, and then the engagement-type to “post
engagement” the ads will also be directed at consumers more prone to engaging with the
given content. In terms of Delivery, we would set the optimization for ad delivery to “post
engagement.”

INFLUENCER

RESEARCH.
The ﬁrst step in ﬁnding suitable
influencers is doing a deep-dive
into this social media platform. The
recommendations algorithm of
Instagram enabled us to rapidly
identify a diverse range of
influencers that had a strong level
of potential when it came to
matching Ruby Tuesday’s brand
image and aesthetic, as shown in
the table.

SELECTED INFLUENCERS.

LULU VERBEEK

NIENKE HELDER

MILOU TJIOE

ELLA DIEKE

DUTCH VERSION

INFLUENCER
APPROACH.

ENGLISH VERSION
Don't send a generic email when reaching out - make sure
to customize the email, referencing things that are
speciﬁc to that influencer.
Be open about the endorsement and let the influencer ‘be
free’ about what the post should look like, as long as its
positive
Be clear about how to frame the message in a certain
way. Maybe you want them to tell a certain story instead
of simply positioning the product in their photos.

MOOD BOARDS.
VISUAL ELEMENTS

FLYER(S).

VISUAL ELEMENTS

Version 2

STORY TEMPLATES.

Tuesday Announcement(s)

Quote of the day

Aesthetic Filler

STORY TEMPLATES.

Influencer

STORY TEMPLATES.

VIDEO STORY TEMPLATES
FOR INSTAGRAM

1.
2.

3.

CONTROL.
Measuring Success
Brand Awareness: Using impressions as a metric.
Brand Engagement: Number of likes, comments, shares and
saves.
Social Media Growth: Trackable data with Instagram analytics, or
an external platform such as Hootsuite or Buffer.
Website Trafﬁc & Sales Analysis: Setting up Google Analytics ,
campaign URL, afﬁliate links

BUDGET.
ESTIMATED AMOUNTS

Based on previous experiences with
Facebook ads manager we estimate that
we need approximately 55 euros
(minimum) to achieve our objectives.
Cost of flyer printing (via
“superdrukker”)

THANK YOU FOR
LISTENING.

