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Executive Summary

The “Comfort Tour” is a 6 month long campaign with a budge‘( of
3300,000 that will use experien{ial retail and social media
campaigns. It is designed to bring the comfort of Lake Pajamas to
life J(hrough pop ups offering exclusive pa jama designed created for
this cijtg that the pop up is located in. The p[an is to hit around 20
ma jor southeastern cities with the first J s{ops being New York
Ci{g, New York, Austin, lexas, and Atlanta, Georgia. This campaign
will blend s‘(org{e“ing with social media sj(m{egies that will
increase engagemenj(, awareness, and sales. Qur social media
s{m{egg will use \ns{agmm, TikTok, and Pinterest. We will also

utilize influencers on ‘ns{agmm and Tiklok.




MARKETING CAMPAIGN FRAMEWORK

Name: Rinne Furlow Client: Lake Pajamas

To celebrate the most comfortable part of your day.

Goal/Mission:;

SMART Ojective: Generate $600,000 in revenue over the next 6 months.

Audience: Comfort Seeking women in the age range of 16-50 located on the east coast.

Strategy: Experiential marketing (pop-ups) and New Product Line (limited edition pjs)

Big Idea:

( TOFU: Awareness H MOFU: Engagement N BOFU: Purchase >
Communication
“ 7 imi . i ni ue pjs made to correlate imite ition Pis Ofer ‘Mix and Match”
Sl SBNES B Comfort rour” 3 ( b Pop-Ups :ff;:;d o sh;:;l::;z“xitz“g
th emes. Announcement . . is oactedin person pop up shorts and pants
Engagement
Measurement: Rates Generated




Whatisl. A K [£?

Lake Pajamas is a modern brand built on the idea that comfort should be both beautiful and simple.
Theg were founded in Savannah, Georgia. Theg are a blend of minimalist design and southern charm.
m Theg take pride in offering timeless sleepwear made with the sof test cotton and fabrics. Their
designs use clean lines and calming colors that give a feel of understated elegance. n\eg appeal to
women who value self care and quali{g.

Lake Pajamas offer luxurg sleepwear, [oungewear, and [iFethgle essentials. Theg are
%@d@@t@ known for their Peruvian Pima Cotton which makes their pmduc{s sof t and breathable.
Theg offer pa jamas sets that come in long sleeve, short sleeve, panJ(s, and shorts and can
be mixed and matched. Theg offer ma{ching Fami[g PJ sets and bridal/ giF J(ing collections.
Lake Pajamas markets themselves with a blend of emotional connections

k 2 and authentic s{org J(e“ing. The brand focuses on what H\eg are rather than
@ n focusing on fast fashion trends. Theg lean on influencer par{nerships, familg

oriented con{en{, and collaborations with similar brands.



Digital Competitive Review

. PETITE |
LAKE & .F  riume  eberjey

@2’5\

180,000 followers 231,000 followers 126,000 followers 130,000 followers

d. 6,454 followers 163,700 followers 11,600 followers J,263 followers
TikTok

@ 3,600 followers 20,300 followers 3,000 followers 13,100 followers



Competitors
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Mission Statement:

“Our mission is to outfit vibrant lives with clothes and

accessories that make us dream, lif t us up, let us plag,

pu’( us at ease and free us to cherish every moment
with our loved ones.”

Roller Rabbit’s brand is warm and appmachable
with a focus on fun. Their prin{s are colorful and
g[oba“g inspired. Theg radiate a creative enerqu.
Their designs are J(rendg in color l)ujt, the brand is
inspired bg hand block prin{s and Indian textiles.
Roller Rabbit is an established brand with a logal
fo“owing. Theg take pride in making PJs fun and
giving people jou. Their prices are on the higher side,

but are not unreachable.



Competitors

Mission Statement:

TO creajte IUXUHOUS Jumeless sleepwear cmHed From

J(he ﬁnes’( COJ[{OH garmen{s {hd{ wrap people in comfor‘t,

eleva{e evergdag TI{UQIS and bllll({ endunng memones

Petite Plume is known as luxurg s[eepwear with a heart.
Their messaging is warm, emo{ional, and familg
centered. Their producjt lines are s{m{egica“g planned
rather than trend driven. Theg value heri{age and
tradition which is reflected in their offering. Petite
Plume is established in the luxurg PJ depar’(men{. n\eg
are refined but still carry warmth and familg traditions.
Petite Plume focuses on being a luxurg brand and are
leaning more 1o the exclusive side. Petite Plume is an

elevated and {houghjtf u“g premium brand.



Competitors

eberjey

Mission Statement:

“To design with care, offering garmen{s that wrap you in
sof tness, suppor{ rest, and reflect genuine
au{hen{ici{g $0 you can feel relaxed, conﬁden{, and
true to gourself every dag.”

[berjeg is a brand that represenjts sof 1 e[egance
and emotional in{imacg. Their voice is personable
and comfor{ing. Their design process is planned out
emphasizing fabric developmenjt and quali{g. Theg
use a blend of modern fabric innovations with their
timeless silhouettes. [berjeg is a mature and
established brand that is priced more on the
premium side Theg J[argejt customers who want
elevated comfort.



Winilte Space

Unlike Lake Pajamas compe{i{ors that lean towards a more minimalistic side, Lake uses a blend of
clean designs with approachab[e warmth. Their commitment to 1007 Peruvian Pima cotton sets them
aparJ( from their compe{i{ors who use other materials to make their PJs. Lake Pajamas also focuses
on l)randing around rituals such as slow mornings, self care nigh’ts, and ma{ching pJs for the Familg.
Lake pa jamas has a sJ(rong iden{ihj ad heing more that a produc{ and being more of a lifes’(tjle
brand. Theg also have been able to successf u“g J(argejt audiences over a wide audience age range.
Unlike their compejtijtors who emphasize sexy comfort or luxurg Lake Pajamas emphasizes being
au{hen{ic, re[a{able, and genﬂe.

Lake Pajamas has several oppor{uni{ies in the marke{place. Theg could look into expanding more into
the home ca{egorg with items such as bedding or home sets. Lake Pajamas could also work more on
their social media presence such as pos‘(ing more about how the pjs are made. Lake Pajamas could
also look more into experienjtia[ retail and could look into doing themed exclusive pop ups in bigger

cities. This could allow them to expand their brand reach and deepen emotional s{onj J(e“ing and

connection. 1 O



Goal:

lo celebrate the most comfortable par’t of your dag in
comfort that is both beautif ul and simple.

Objective:
Generale 3600,000 of revenue during our 6 month

campaign.
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Our Audience

Lake Pajama's audience for this campaign are comfort seeking women ranging in age from 16-30. Theg are
genera“g located in the Southeastern United States. Their income range is 370,000‘3150,000 and their
education level is ranging from current student to bachelor’s degree. The audience is a mix of young
professionals who are sing[e and in relajtionships and moms. Their needs and wants are pa jamas that are
comfortable but also s{g[ish and high qualijtg. The brand represen{s warmth, calm, and self care rather
than trends and fast fashion. The audience values a balanced lifes‘(gle of relaxation at home and
professional success. Theg appreciaJ(e aes{he{ica“g driven brands who have a J(houghjtf ul presence on social
media. Their bigges{ fears are Feeling burnt out from their fast paced dai[g routines and forgejtj(ing to
value the small details. The audience is frustrated with cheap and uncomfortable sleep wear that doesn't
last and falls apar{ after too many cgcles Jthrough the washing machine. n\eg feel guil{g spending money
on themselves so J(hetj decide to jus{if y it bg ca“ing it self care. Their motivations and seasonal J(riggers
consist of familg connection, seasonal rituals, gif t giving moments, influencer inspira{ion, and self care
J(riggers. The holidags cause them to want ho[idag themed pa jamas which are also offered in ma{ching sels
for families. Self care J(riggers are moments such as a stressf ul season that makes them desire a reset or
recharge. Gif t giving moments can be a holidag or a bir’thdag. Influencers can also inspire them to treasure
down time and want to spend it in sjtg[e. The audience is intentional with what “'leg bug and J(heg believe
that Laka Pajamas is not jus{ sleepwear, its a way of life.




Mindful Mia

Location: New York Ci{g, New York

Age’ 16 years old

Gender: Woman

Career: Brand S{ra{egis{

Income: §105,000

Simplici{g | Effortless [legance | Sus‘(ainabili{g | Natural | Minimalistic

Mia is a 208 year old who enjoys skin care, ma’(cha, pila{es classes, and keeping her wardrobe
capsu[e s{gle. She vales being minimalistic and believes the fewer J[hings the better. She enjoys
spending her weekends reseJ(J(ing at home in her Lake Pajamas with a candle lit and a skin care
mask on. Mia lives in a sun lit one bedroom apar{men{ in Manhattan. Her apar{men{ feels like a
Pinterest board come to life filled with her simple personal touches. Her week consists of a
routine of going to work where she collaborates designers and brainstorms campaigns. She leaves
work bg 9 PM and heads to her favorite pi[a{es place after work. Her weekends are filled with
slow breakfasts, yoga flows, and J(rips to the local farmers market in the ciJ(g. for Mia, Lake
Pajamas are a perfecjt value of elegance and ease. She enjoys calm spaces, slow mornings, and
sof t neutrals.
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Comfortable Caroline

Location: Atlanta (Sandgsprings), Ga

Age’ 41 years old

Gender: Woman

Career S{ag at home mom and parJ( time interior designer
Household Income: 3160,000

Sentimental | Cozg | Familg | Gentle | Love

Caroline is a cozy and chic mom of two who lives in the suburbs of Sandgsprings. She loves earlg

morning school drop off's and being a member of the PTA at her kid's school. She believes that a

greajt pa jama set can make every dag moments special. Caroline is the heart of her household ]jlfgr(%c'geaungcaé
o DRI RRRIONR, i warm, HO R L brighLy and! il SRRITES AR e Her e er Oﬁgﬁy ’
weekdags are filled with J(aking her kids to their acJ(iviJ(ies, mee{ing with her design clien{s, fOI' myself and

grocery runs, and reading bedtime stories to her kids to pu{ them to sleep. She finds joy in making my family.

life beautiful. On the weekend Caroline en joys baking, gardening, and making pancakes for her

Familg on Sundag. Caroline receives a pair of Lake pa jamas for jus{ about every occasion because
her Familg knows she will alwags love that as a gif t. She also enjoys buging the lake pa jamas for her
kids so she can match with them. She likes Lake because of their ma{ching familg sets, their classic

southern charm, and sof t fabrics.




Thoughttul Tessa

Location: Ausjtin, Texas

Age’ 30 years old

Gender: Woman

Career: Social Media Cordinator

Income: $70,000

Aesthetic | Jogf ul feminine | Generous | Detailed | Savg

lessa is (0 years old and values the little details that make life beautiful. She is the friend

who a[wags finds the perfec{ giF t. She loves flowers, curated ins{agram feeds, and custom

s{a{ionarg. She appreciajtes aesthetic presen’(a‘tion and sen{imen{ali{g. lessa rents a small
natural lit apar{men{ in Last Austin which is filled with sof t blues and thrif ted furniture. Her
weeks consist of managing content for the lifes{gle brand she works for. lessa spends her
weekend enjoying iced lajtjtes, bmwsing the South Congress shops for J(houghjtf ul gif Jts, and
hos’(ing dinners where she serves homemade meals and sets the table with linen napkins. She
keeps a gif t drawer and looks forward to her Sundag reset where she lounges in her lake
pajamas while she does her laundrg and c[eaning. She loves Lake Pajamas because it represen’(s

the idea of comfort that can be beautif u“g given and worn.



Marketing Strategy

Lake Pajamas will announce an experien{ial campaign called “The Comfort Tour. The pop ups
will bring the brand's unique sJ(gle and sof tness direc“g to their customers. The tour will visit
New York, Aﬂania, Aus{in, and other ma jor southeaster cities. These pop ups will blend luxurg
shopping with brand s{org{e“ing. The pop ups will offer new pa jama designs designed speciﬁcallg
for the cijtg the pop up is located in. The new pa jama designs will on[g be sold at the pop up of
the cijtg the design was made for. The duration of this campaign is 6 months with a budge{ of
3300,000. Within the campaign duration there will be a promojtion phase of 5 weeks. This will
increase brand awareness “\mugn direct customer engagemen{. This will alse deepen brand
logaljtg bg enhancing emotional connection J(hmugh their unique pajama designs for the cities on
their comfort tour During the promo’(ional period Lake Pajamas will progressivelg release the

dates and locations of the pop ups.
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Communication Objective

TOFO
MOFO

BOFO

Evangelize

Awareness SJ(age’
Hignligh{ the features of the Lake Pajamas while inJ(roducing the tour sJ(ops and the unique designs that will be sold at each

sJ(op. This can be presenJ(ed with social media teasers and counJ(downs, influencer sneak peaks, and pinJ(eresJ( mood boards
showcasing the brands new designs.

Consideration Sj(age’

[ncourage poJ(enJ(ial customers to plan to visit the Lake Pajamas “Comfort Tour” so J(heg can learn more about the brand. Share behind
the scenes clips of the creation of the “Comfort Tour’. This can be presenJ(ed on insJ(agram stories showing the behind the scenes set up.
Influencers can pos{ viogs of aJ(J(ending the comfort tour and “Comfort Tour Looks™ can be pos{ed in boards on Pinterest.

DCCISIOH S{age~

Cause urgency amongs’( consumers bg promo{ing the exclusive limited edition designs for the “Comfort Tout” s’(ops. This will heip with conver‘(ing
leads into customers. This can be presenJ(ed on ins‘(agram bg pos‘ting a carousel of pic{ures fea{uring the exclusive tour pieces. Influencers can pos‘(
J(rg on hauls on Tiklok and include reminders about the dates and locations of the tour. On Pinterest Lake Pajamas can pos{ a board called “Shop
the Tour”.

After Purchase:

[ncourage customers to share their experiences at the “Comfort Tour” pop ups using cerlain hash{ags or filters. To presenjt this on
ins’(agram Lake Pajamas can reposjt posJ(s made bg customers using pho{os from the “Comfort Tour’. Influencers can make follow up pos’(s

about the tour on insjtagram and Tiklok. On Pinterest Lake Pajamas can pos’( boards Fea’(uring the aestheticness of the pop ups.

Bg using influencers, ins{agram, liklok, and Pinterest at the different s{ages of the funnel, Lake
Pajamas will be able to guide consumers from first awareness to purchase and logal‘(g. 17



Campaign Message
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The “Comfort Tour”

Coming toa cijtg near you with new and exclusive designs to make the best parjt of your

dag even more s{glish.




Campaign Message

What is it Called? n\e “Comfor{ Tour”

The “Comfort Tour” is an experien{ial retail pop up campaign created to bring the brand closer to their
Wha{ is i{? customers. During the campaign, Lake Pajamas will host pop ups located in ma jor southeastern cities. Lach
) sJ(op of the tour will feature limited edition designs made speciﬂca“g for the cijuj the pop up will be in.

_ Lake Pajamas can do this campaign because the brand is built around the idea of comfort being a lifes{gle.
Whg can {hIS PYOdUC{ dO Lake pajamas will use the pop ups as an opportunity to extend the Lake the experience to consumers in
'{7 person. Bg le{{ing people experience the pa jamas in person this will allow Lake Pajamas to s{rengjthen their

emotional ties with consumers.

The idea for the “Comfort Tour” was created from Lake Pajamas' desire 1o bring their online brand to consumers
HOW d|d |{ come {'_() lIF€7 in different cities. Seeing how customers connect with the brand suck as matching sets with their family and
friends and their morning/ nighﬂtj wind down routines. Creajting in person experiences to celebrate these
consumers was identified as an oppor’(uni{g.




Multi Platform Tatics

\ns‘tagram is Lake Pajamas’ s{ronges{ pla{form at the moment. Branded reels genera{e direct
mg% m conversations and emotional engagemenjt. The best success metric for \ns’(agram is earned

media value. To calculate EMV we would track impressions, saves, engagemenjt, and reach.

O
mt@f@gt Pinterest is a discoverg pla‘(form where users look for inspira{ion. The best success metric for
Pinterest is Click Thmugh Rate. Tracking the clicks from pins/ boards to Lake Pajamas website

can measure how many visi{ors make a purchase.

O
TﬂkT@k Tiklok is a P[“{F""“ for bUildi"Q awareness and buzz. The goal is virali’tg and emotional connection. The best
success metric for liklok is engagemen’( rate. This can be measured J(hmugh likes, saves, shares, and

commen{s.
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Lake Pajamas Intluencers

@caAthErine,
loEldaist

@adiramalately;

o Located in Austin, lexas o Located in New York (it o Located in Atlanta, Georgia
e founder of a skin care brand who focuses o rising [ ashion and [ifesfgle creator who o Lifestyle, beauty, and travel content
on clean beauty, wellness, and low tox values style creator
living o success metric that can be used is earned o success metric that can be used is product

o success metric is produc’t sales media value sales 21
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Campaign will last 6 months.
November 2025-April 2076
This allows Lake Pajamas enough time to promo{e the "Comfort

lour” and have enough time to travel for it as well.



Owned Media

Publish 89 curated \ns{agram pos‘ts showing Lake Pajamas’ new s{g[es, pop up
location announcements, and images of the pop ups once J(heg are set up. Create
a video of a summary of each pop up that is 3 minutes [ong. On average Lake
Pajamas will do Z pop ups a month.

Social media pos{s about the “Comfort Tour” will begin being pos{ed during the
BOFU stage to get customers excited about the pop ups.

Paiid Medlias

We will invite influencers located in the cijtg of the pop up to come and have an
exclusive look at the “Comfort Tour™ and pos’t content of their sneak peaks as

well. Theg will also posJ( “J(rg on videos of them J(rging on the new pa jamas.
This will be pos{ed during the MOK0 sJ(age.

23



Comiort Tour Pop up Mock Ups

Midnights in Manhatten

=
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Sample Post: Instagram

ke lakepajamas take  lakepajamas tane  lakepajamas Lake  lakepajamas

‘«
The “Comfort Tour
First Stop: New York City

The “Comfort Tour” The “Comfort Tour”
Second Stop: Mlanta, Georgia Third Stop: Austin, Texas

The “Comfort Tour” | ATLANTA

Coming to a cijtg near you

12/4-5/15 L/18- 01/15-16/126

Ose Q <J"V" Ose Q 1V Ose Q <J1V"

Iakepajamasw cited to e Lake Pajamas comfor lakepajamas Nev Y rl here we come! Here is a special sneak peak IakepajamasAtl nta here we come! Here is a sneak peak at our lakepajamas Howdy Austin! Her
coming to a city near yo b ngi g q ew and exclusive design at our exclusive design made just for the big apple! design inspir ﬂbyALanta! inspired pajama design!

Our ins{agmm pos{s will consist of announcemen{s and sneak peaks about the “comfort tour™ and its pop up
locations and designs created for the individual s{ops. We will plan to posjt s{ar{ing in. November and announce
a different location twice a week.
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Sample Post: Pinterest
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lake pajamas- Atlanta lake pajamas- Austin Lake Pajamas- NYC

On Pinterest we can pos‘( our own aesthetic pho{os and create our own boards that are inspired i)g the designs
of the cities that we have created. This will inspire customers who recen“g jusJ( purchased a Lake Pajama

pa{{em that J(heg liked at the pop ups to purchase more pajamas online.

20



. Use template

ash - 9-

24 - LAKE - 2022-14413 LAKE - 2023-4-11
Our main liklok content will consist of sneak peaks of the pop up shops, “shop with me” videos at the pop ups, and
“J(rg on videos  of people J(rging on our new pajama designs. This will ge{ customers excited about shopping Lake

Pajamas new and unique inven{org for their cijtg.
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Samyple Post: Inffluencers

v, o
‘ e 1‘_‘;‘ - P - )

\_4‘ ‘ ‘1: . . a’ -; /. N ‘_. g
JF- /i .
N i 2
¥ i - ’h .‘ L X 2 ]
Y 3 ."' B ! ’
. Tk /IS i i
T el
3 . 3 4 . /\,{ . ‘ ‘

Fe & N ) ‘ ~
ad e 17 >

WD) 3 reposted e .

o b2 3 . 7 | :

: . Use template s |
o Il\‘u

¥
sav - 7-16

livslowe - 7-21 |

\d : e
My Lake Pajamas favori\s::nd sizing nota chance @ & ) #pajamas #p)S
o)

#pajamaset #matchingset ...more

fyp #girl #haul #pajamas #sho... more

details § as a 9 month phegnan... more

Here are some influencers who have pos{ed about Lake Pajamas and how much {heg love the brand and what makes
the brand so unique. fou can see how the influencers posj( about how Lake Pajamas makes their nigh{ time routines so
much more special.
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Monitoring and Optimization

RO AS . The ROAS will tell me how my ads are doing bg comparing the revenue and what we are spending on
*  those ads. This will help us decide which p[a{form is the most profi{able. | will measure this mon{i\ig

and at the end of the campaign.
Brand Awaren688: This will track how effec{ivelg our campaign is spreading to new

audiences. | will measure this week[g and monj[hlg.

En g d gement: [ngagemenjt Rate will show whether our content is resonajting with our J(argejt

audience. We will measure this weeklg and mon{hlg.

ConverSIOn Rat68: Conversion Rates will connect how effec{ivelg our campaign will turn
interest into sales. We will measure this mon{hlg and the end of the

campaign.

29



Budgets and

Returns:

Total Campaign Budget:

$300.000

/\

Content Development Expenses and
Management Fees:

$100.000

Advertising Expense:
§200,000

30



Content Development and Paid Media Budget: $100,000

Content Development:

Content developmen{ in total cost will be 365,000. We will use 68 pho’tos which
will cost 327,500 in total to produce. We will also produce 9 J minute long
videos which will cost 337,500 to produce.

Management Fees:

The managemenJ( fees will be in total 335,000. Campaign developmenjt will take 58 hours
which will cost 58,700. Campaign launch will take 47 hours which will cost 37,050.
Campaign moni{oring will take 70 hours which will cost 310,500. Campaign sunset will
take 23 hours and will cost 33,450. Perforgnance reporjting will take 39 hours and will cost
2,140

31
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Advertising Expense: $200,000

Influencers:

307% of our budget will go to Influencers.
30% of $200,000= $60,000

Advertising:

707 of our budge{ will go to adver{ising.
707 of $200,000= $140,000

32



Budgets and Returns:

Platform Breakdown: Instagram:50%
Pinterest: 10%
S140,000 total budget TilkTok: 40%
Adver’(ising Total [ngagemen‘( Expected Conversion [xpec‘(ed Conversion [xpec‘(ed
Channel Spen{ o Reach Rate Engagement Rate Conversion Value Revenue ROAS

nstagam ~ $70000  $12.25 5714286 5% S185714 3% 8,571  $175  $§1500,000 .12
Pinterest  $14.000  $7.25 1931034  15%  $18.966 4% $1.159 §175  $202759 08

liklok — §56.000  $10.55 5,308,057 107  $530806 5%  $26540  S17S  §u644550 47

33



Budgets and Returns: Intfluencers

Vide# ™™~ lmages

407%

Platform Breakdown: 560,000  [mages: 40%= $24,000

total budget Stories: 20%= S12,000
Videos: 40%= S24.000

Advertising Lxpected Expected

_— Engagement. Conversion Rate S Comversion Value ~ Expected Revenue ROAS
Instagram §14.640 3% 440 §175 §77.000 1.28:1
Tilok §7.100 YA 360 $175 $63,000 1.051
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Campaign Budget Summary

Ad Spend: $200,000
3140,000 on adver‘[ising and 360,000 on influencers.
‘nsjtagram’ expecj(ed revenue for adver{ising= 31,500,000
Pinterest: expec{ed revenue for adverjtising= 3202,759
Tiklok: expecjted revenue for a({verjtising= 34,644,550
Influencers: total expecjted revenue= 3140,000
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Conclusion and Call to Action

The “Comfort Tour” campaign is designed to use experienjtia[
marke{ing to expand Lake Pajamas' audience. Bg using social media
campaigns to promo{e the new pop ups we will be able to create
emotional connection and measurable engagemenjt. Using our social

media pla{ﬂ)rms we will be able to build awareness with pos{s from
our own accounts and pos{s from influencers accounts as well. With

a 8300,000 investment and a 6 month J(imeline, the “Comfort lour

will enhance Lake Pajamas’ brand, grow current audiences, reach

hew ones, and genem{e meaningf ul revenue. We are readg to begin!
let's begin with the appmva[ to start the "Comfort Tour™ and start

bringing Lake Pajamas’ comfort o life one ci{g at a time!




