
Client Overview 

Long time friends, Ms. Gem Co and Ms. Denise Young, have always dreamed of 

entering the fashion industry. After attending fashion courses and having all necessary 

preparations done, they established Olivia and Fifth last January 2009.  Olivia and Fifth is a 

Philippine clothing company located in Metro Manila. It offers trendy dresses, blouses, and 

skirts to its customers  

Olivia and Fifth is currently handled and managed by Ms. Co and Ms. Young. They 

are the designers of the clothes sold by the firm. The work that goes into the manufacturing 

and delivery of the products are outsourced. The owners are also the key online marketing 

personnel of Olivia and Fifth. It engages itself to two social networking sites – Multiply.com 

and Facebook.  Aside from these online channels, the firm also operates one brick and mortar 

store. The products of the firm are also sold in two department stores in Manila, The Ramp 

(Shangri-la Plaza Mall) and The Ramp (Trinoma Mall). Olivia and Fifth also joins various 

shopping bazaars. 

In the year 2011, Olivia and Fifth launched a website of its own. However, it was 

taken down because the domain was not renewed. Recently, a new domain 

(www.oliviaandfifthph.com) was obtained by the firm. Through this website, its clients can 

view their latest collections and purchase their products. This website has two conversion 

goals – purchases and customer subscriptions for news and updates.    

Market Analysis  

The customers of Olivia and Fifth are women between the ages of 20 to 30 years. The 

current competitors of the firm are other online sellers of trendy dresses, blouses, and skirts. 

They also compete with other clothing brands sold in department stores, particularly those in 

The Ramp (Trinoma Mall and Shangri-la Plaza Mall). Style Break and Dress in Manila are 

some of its competitors.  

Olivia and Fifth operate in a saturated industry because there are many established 

clothing brands in the Philippines. There are also many local designers, such as the owners of 

Olivia and Fifth, who enter the industry with their own products.  

 Olivia and Fifth is now a small player in the Philippine Fashion industry. The unique 

selling points of Olivia and Fifth are its unique designs and limited edition products. Since 

the owners themselves design the products of the firm, these items cannot be found anywhere 

else. The business also focuses on giving customers a certain degree of exclusivity by 



producing only a few pieces of each design. In addition, the firm does not re-stock once items 

are sold out. 

 The company does not experience seasonality because it is located in a tropical 

country. The temperature does not vary widely, and so similar clothes can be worn year-

round. Because of this, the company’s inventory does not easily go out of style and can be 

sold at any time of the year. 

Current Marketing 

 Olivia and Fifth mainly uses its Multiply account and the new website to show the 

market its complete product line as well as share up-to-date information about product 

availability. Customers can also place their orders or inquire about certain products through 

these websites. Ms. Co and Ms. Young communicate to their customers through these sites.  

 In 2011, Olivia and Fifth was advertised through Multiply.com. Given a budget of 

Php 5,000, it was able to generate a CTR of 2.1% and a conversion rate of 2.6%. Olivia and 

Fifth also advertised its products through AdWords last April 2011. It was able to generate an 

average CTR of 0.21% and an average conversion rate of 1.81%. These results will serve as a 

success metric for our AdWords campaign. The company has not used AdWords since then. 

 In Google.com.ph, Olivia and Fifth is the first suggestion provided when the 

keywords “Olivia and” are typed. However, when common keywords for online stores in the 

Philippines and in Manila (i.e. “manila online store”, “Philippines online store”, “manila 

online fashion) are entered, Olivia and Fifth does not appear in the first 100 search results.  

Aside from its online presence, Olivia and Fifth also engages in offline marketing. 

This is done through magazine features. Cosmopolitan, Chalk, Candy, and Status are just 

some of the magazines that already featured Olivia and Fifth products.  

Conclusion 

The Google AdWords campaign aligns with the client’s business because, as an 

online store, the client is dependent on web traffic from online buyers. Given the low 

visibility of Olivia and Fifth in Google search results, the business can benefit from Google 

AdWords. Though the online marketing campaigns, people can easily find the online store of 

Olivia and Fifth by simply searching it in Google, or by searching related keywords. Olivia 

and Fifth will also appear in fashion-related websites with the help of the Display campaigns. 

As a result, the online presence of the business will be improved.  

The Google ads can also increase awareness of the brand, which can facilitate sales in 

online and offline channels. With this in mind, the aim of the AdWords campaign is to 



stimulate an increase in sales and the number of customers who subscribe to news and 

updates from Olivia and Fifth.  

 

Proposed AdWords Strategy 

 The online marketing team decided to have three advertisement campaigns to promote 

Olivia and Fifth’s products. These campaigns are segmented according to the network they 

will run on Google AdWords, namely display and search, and targets only Metro Manila. 

This is done in order to find out which type of marketing program would be most beneficial 

to the client. 

 The first campaign, ‘Search Manila’, has different ad groups that will focus on 

different customer intents, such as people looking for dresses, skirts, and blouses. The second 

campaign is the ‘Brand Campaign’ which focuses on the people searching specifically for 

Olivia and Fifth items. This will likewise run on the search network. The Keyword Tool was 

used to generate relevant keywords and the traffic estimator tool to estimate the cost-per-click 

of the campaigns that run on the search network. These are summarized in table 1. 

Table 1: Search Campaigns sample Ad Groups, keywords, and ad copy 

  

The third campaign, ‘Display Manila’ is aimed towards potential customers visiting 

fashion-related websites. The Contextual Targeting Tool was used to identify which sites are 

best to display the ads in order for them to reach out to target customers.  

 

 

 

Campaign Sample Ad Group Keywords Ad Copy 

Search 
Manila 

Dress Dress online, online dress, 
womens dress online  

Blouse Blouses for sale, party 
blouses, blouses in style  

Brand 
Campaign 

Olivia and Fifth 
Blouse 

Olivia and fifth blouses, 
blouses by Olivia and fifth  

Olivia and Fifth 
Dress 

Olivia and fifth dress, 
dress by Olivia and fifth. 

 



Table 2: Display Campaigns sample Ad Groups, keywords, placements, and ad copy 

Campaign Sample Ad Group and 
Keywords Sample Placement Ad Copy 

Display 
Manila 

Blouse 
(cotton blouse, fashion 
blouse, party blouse) 

www.chictopia.com 
www.collegefashion.net  

Dress 
(party dress, sexy party 
dress, summer dress) 

www.dressesmania.com 
www.thisnext.com 
  

 

 To prevent untargeted customers such as people looking for formal wears or any other 

product not sold by Olivia and fifth, negative keywords such as “-wedding dress”, “-bridal 

gowns”, “-evening wear”, etc. are used to exclude them in the campaigns. 

Initially, the $250 worth of credits will be divided evenly for the three-week campaign 

period. The $83.33 weekly budget will be divided further in to three, which is the proposed 

number of Search and Display campaigns. Each campaign is allotted a weekly budget of 

$27.78 or a daily budget of $3.97. On the first week, the budget will be used to test all the ads. 

By the second week, ads with low CTR’s will be eliminated, and the budget will be used to 

promote well-performing ads. The goal is to generate positive ROI by the third week of the 

campaign. 

 Our success metrics are based on the performance of an AdWords campaign 

conducted for Olivia and Fifth over a year ago. The average CTR of that entire campaign is 

0.21% (0.83% for search campaigns and 0.19% for the display campaign). The average 

conversion rate is 1.81% and average cost per conversion of $4.26.We aim to get better 

results from Google AdWords this time by learning from the lessons gained from the last 

campaign. 

 The maximum CPC bid for any advertisement at 200% ROI is $0.22 or Php 9.43. The 

table on the below summarizes the computation. 

 Other tools that will be used include 

Google Analytics, which tracks customer 

behavior on the site. Using the data from this, 

online marketers can optimize their landing 

pages to get the best possible results. AdWords 

Editor will also be used to easily manage the 

account structure. 


