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To creatively connect Roostas to

collegiate markets in the
Southeastern Football Conference




To creatively connect Roostas to
collegiate markets in the

Southeastern Football Conference

*specifically at the University of Alabama
and Louisiana State University
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Environmental Scanning
o AT = 2

Cultural &
Consumer Drivers

Market Dynamics

e Competitive licensing limits e SEC culture drives style,
collegiate branding access gifting, and visibility

e Growing but price-sensitive e Demand for versatile,
belt market lifestyle products




COMPETITOR ANALYSIS

Direct In-direct
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RESEARCH OBJECTIVES

To understand the college football quP\ To identify primary gameday
environments, social hubs, and

culture for key SEC markets
(University of Alabama and LSU) w consumption patterns

A To assess brand awareness To generate data driven
|:||][|[| and purchasing y insights that inform Roostas’
w motivations related ‘:"" : market positioning and
to collegiate o campaign strategy for Fall 2026
accessories |
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Qualitative

In-depth interviews
e Conducted with three participants
regarding SEC cultural norms.
-One UA student
-One LSU alumnus
-One UA alumnus/industry professional




METHODS

Quantitative

Online survey
e 104 respondents
e Alabama(54), LSU(25), and
broader SEC audience(25)
e Gameday behavior, brand
awareness, dand purchase
intent




FINDINGS & INSIGHTS

Target Market Insights

e SEC gameday culture strongly drives purchasing
behavior

e Consumers buy products that fit their social and
school identity

e Belts are seen as more than functional—they signal
belonging and tradition

Brand Image Insights

e Roostas currently has very low brand awareness

e The brand should position itself as an authentic SEC
gameday accessory

e Messaging should connect Roostas to identity,
tradition, and football culture

ACTIVATION TIME DURATION

13

i

1-3 MINUTES 3-5 MINUTES 5+ MINUTES LESS THAN 1
MINUTE

Likelihood to Purchase Collegiate
Branding as a Gift

5 (Very Likely) 4 (Likely) 3 (Neutral) 2 (Unlikely) 1 (Very Unlikely)
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STRENGTHS

e Brand story

e Strong retail relationships

e Boutique + E-commerce hybrid advantage

e Positive positioning within golf industry circles
o Affluent target market




STRENGTHS W EAKNESSES

e Brand story e Lack of brand awareness

e Strong retail relationships e Higher price point

e Boutique + E-commerce hybrid advantage e Weak partnerships with Universities, Colleges in
e Positive positioning within golf industry circles comparison to competitors

o Affluent target market o Lower budget (copyrights, activations, etc)

e Small social media following
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OPPORTUNITIES

e Growing belt & Men's accessories market

e Cultural fit with SEC & golf lifestyle

e Social Media as a scalable growth channel

e Product trends favor Roostas style

e Gift giving behavior in the SEC market

e Story that can resonate with target audience



STRENGTHS W EAKNESSES

e Brand story e Lack of brand awareness

e Strong retail relationships e Higher price point

e Boutique + E-commerce hybrid advantage e Weak partnerships with Universities, Colleges in
e Positive positioning within golf industry circles comparison to competitors

o Affluent target market o Lower budget (copyrights, activations, etc)

e Small social media following

OPPORTUNITIES THREATS

e Growing belt & Men's accessories market e Strong, well-established competitors

e Cultural fit with SEC & golf lifestyle e Licensing & NIL barriers

e Social Media as a scalable growth channel e Price competition from cheaper brands
e Product trends favor Roostas style e Market saturation

e Gift giving behavior in the SEC market e Difficulty penetrating the male market

e Story that can resonate with target audience o Competition for attention on social platforms



BRAND ESSENCE

Values:

e Transparency
e Persistence

e Partnership

e Craftsmanship
e Community

Personality:

Refined, resilient, understated, community-oriented.

Polished comfort
for the southern
lifestyle

Mission: To create
versatile, comfortable belts
that bring personality to
golf and everyday wear.

Benefits:

Functional

Stretch fit with
premium construction.

Emotional

Confidence and
identity alignment

within Southern and
collegiate culture.

-
o, i et S, o



F 4

Al 5 ik ':L: "L; v Jq#;_: i ,_T. . ._ ! :_. .' 3 'I :
e By ll!:' “:::" N .-I‘ 1.1' ‘.-.- F-"Jh ?4‘ 1'" xi?r{l I-"' _'_r -I:I- vy ; _.‘
-::.-. ,‘.u.: N Eﬂhﬁ
' t ‘| "'l.




GENEROUS
JENNIFER

Age: 40
Gender: Female
e Married with 3 kids

e Stay-at-home Mom
e Boutique shopper

Primary Social Media channels:

PE0n




BIG DREAMS
BROOKS

Age: 22
Gender: Male

e College student studying Real Estate

e HUGE sports fan

e From an affluent family with deep
southern roots

Primary Social Media channels:

OIX]J[>




COMMITTED
CHRIS

Age: 54

Gender: Male

e Married with 2 kids and a grandkid

e Close to retiring from self-owned
business

e Committed fan and proud of southern
roots

Primary Social Media channels:

Olf
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Roostas is showing up and showing out for the SEC by
connecting with the heartbeat of the game: the fans.



ROOTING

WIiTH

ROQOSTAS

Goal:

Position Roostas as the belt brand that allows SEC
football fans to wear what they stand for on gameday



ROOTING

WIiTH

ROQOSTAS

3 phases
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3 phases

1. Awareness
2. Engagement



ROOTING

WIiTH

ROQOSTAS

3 phases

1. Awareness
2. Engagement

3. Conversion






TACTICS BY OJECTIVE

Objective 1: Generate 20,000 social media impressions ACross
Instagram, TikTok, and paid ads during Phase 1



TACTICS BY OJECTIVE

Objective 1: Generate 20,000 social media impressions across
Instagram, TikTok, and paid ads during Phase 1

1. Football Centric Content Launch
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TACTICS BY OJECTIVE

Objective 1: Generate 20,000 social media impressions across
Instagram, TikTok, and paid ads during Phase 1

1. Football Centric Content Launch

2. Influencer partnership



MICRO INFLUENCERS

Louisiana State University

@bombsquad_lIsu - Curtis Thompson
@kennediberthelot_ - Kennedi Berthelot
@lanceeyates - Lance Yates
@arni_sveinsson - Arni Sveinsson

@jjmendell2 - Jay Mendell

bombsquad_Isu

Curtis Thompson

1,980 posts 6,112 followers 79 following

KORN FERRY Tour | @cobragolf |Titleist | @pumagolf | Mav's Dad
| Husband | LSU Alum | GEAUX TIGERS | 392 Challenger,... more

Ej} Followed by roostasbelts

kennediberthelot_ -

Kennedi Berthelot

225 posts 28.6K followers 1,370 following

Real Estate Agent

Southern mama of 3 '+ Beauty - Home - Heirloom Style - Toddler Life
Sharing timeless finds & everyday joy ¥... more

2’ linktr.ee/kennedi.berthelot



MICRO INFLUENCERS

University of Alabama
jcwellbamagolf -

Jay Seawell

@jcwellbamagolf - Jay Seawell

266 posts 5,290 followers 423 following

@canonclaycomb - Canon Claycomb

o g . . L. . canonclaycomb
@tristin_wisener - Tristin Wisener | Canon Claycomb

499 posts 21.8K followers 3,110 following

Athlete

og® [ ] eg e ° 3 T | 1
@ I I Iatoa I Ioa - Lel I IO TOG I IOO - L:-" 3 “,_., . Romans 8:18. University of Alabama Men's Golf . Professional Golfer.

@pingtour @srixongolf @johnnieocbrand Bowling... more
2’ podcasts.apple.com/us/podcast/golf-adjacent/id1839092219

@william_jennings12 - Williom Jennings

f::; Followed by roostasbelts




PR PACKAGES

Dear [inﬂuencer],

Dear [inﬂuencer],

Wwe hope that you will enjoy
¢ this beltand encourage
your friends to consider
Roostas for thier gmeday
pelts this Fall!

We hope that you will enjoy
this belt and encourage
your friends to consider
Roostas for thier gmeday
pelts this Fall!

-

sincerely,
your friends at Roostas

sincerely,
your friends at Roostas

Roll Tide!
Geaux Tigers!




TACTICS BY OJECTIVE

Objective 1: Generate 20,000 social media impressions across
Instagram, TikTok, and paid ads during Phase 1

1. Football Centric Content Launch
2. Influencer partnership

3. Podcast Appearances



PODCAST PITCHES

ENCOURAGE. INSPIRE. CELEBRATE.

CHRIS THOMAS & WINSTON CRUZE




TACTICS BY OJECTIVE

Objective 2: Drive 2,500 website visits from campaign-related
content and promotions during Phase 1



TACTICS BY OJECTIVE

Objective 2: Drive 2,500 website visits from campaign-related
content and promotions during Phase 1

1. Paid social advertising
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TACTICS BY OJECTIVE

Objective 2: Drive 2,500 website visits from campaign-related
content and promotions during Phase 1

1. Paid social advertising

2. Parents weekend popups
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TACTICS BY OJECTIVE

Objective 1: Achieve 10,000 total engagements (likes,
comments, shares, saves, and story interactions) on
Instagram during Phase 2



TACTICS BY OJECTIVE

Objective 1: Achieve 10,000 total engagements (likes,
comments, shares, saves, and story interactions) on
Instagram during Phase 2

1. Interactive Social Content



3

ROOSTAS
REPLAY

S

| 2 GEORGIA 1sT & 10 4 ALABAMA

| eaan = 236 3=
Ke B -34 4TH 4D] & 3-0 1ﬂ

A

Ole Miss

Mississippi State

ARE YOU

FOR??

) OV

Tigers by how much
today?

Type something...




TACTICS BY OJECTIVE

Objective 2: Drive 4,000 clicks to product pages through social
mediq, influencer partnerships, and gameday activations
during Phase 2



TACTICS BY OJECTIVE

Objective 2: Drive 4,000 clicks to product pages through social
mediq, influencer partnerships, and gameday activations
during Phase 2

1. Gameday Interviews



GAMEDAY
INTERVIEWWS

Street side interviews on
LSU v Alabama rivalry
gameday

Partner with Seth J. Trotter

@ roostasbelts - 2025-11-09

Callin’ Baton Rouge or Dixieland Delight?
#RootingWithRoostas y
#LSUvBama #TailgateTrivia #SEC mere




TACTICS BY OJECTIVE

Objective 2: Drive 4,000 clicks to product pages through social
mediq, influencer partnerships, and gameday activations
during Phase 2

1. Gameday Interviews

2. Enter-to-win Giveaway



WEBSITE REGISTRATION PAGE

(i;l Q. What are you looking for? A Sign in or Register < (0)
ROOSTAS

SHOP ALL STRETCH NEEDLEPOINT EMBROIDERED THE HOLIDAY EDIT

REGISTER TO ROOT WITH ROOSTAS

NAME

|

|

Lousiana State University

University of Alabama
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TACTICS BY OJECTIVE

Objective 1: Secure 4,000 total belt purchases by the end of
the campaign



TACTICS BY OJECTIVE

Objective 1: Secure 4,000 total belt purchases by the end of
the campaign

1. Paid Social Advertising
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TACTICS BY OJECTIVE

Objective 1: Secure 4,000 total belt purchases by the end of
the campaign

1. Paid Social Advertising

2. Gift Guide Integration



PINTEREST

GIFT GUIDES

¥ NGIFTIGUIDE
for quys .
'

Qi Qs T

@ Roostas Belts

8- L AGIETRGUIDE

Qi Qs I

@ Roostas Belts




TACTICS BY OJECTIVE

Objective 1: Secure 4,000 total belt purchases by the end of
the campaign

1. Paid Social Advertising
2. Gift Guide Integration
3. Shop the Look



GAMEDAYE T I 2 GAMEDAYE T (1477

PINTEREST

“SHOP THE
LOOK?”

Qi Qs T coe Quw Qs & s

@ Roostas Belts @ Roostas Belts




TACTICS BY OJECTIVE

Objective 2: Achieve a 2—-3% website conversion rate from
campaign-driven traffic



TACTICS BY OJECTIVE

Objective 2: Achieve a 2—-3% website conversion rate from
campaign-driven traffic

1. Ongoing Interactive Content
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Aug 29, 2026 - Jan 25, 2027

Objectives Aug Sep Oct Nov Dec Jan
+ Tactics

Phase 1: Awareness
Paid Social Ads S

Influencer Partnerships

Podcast Promotion

Phase 2: Engagement

Live Polls
Enter in giveaways

Game-day interviews

Phase 3: Purchase

Gift Guides

Game day content

“Shop the Look” drops



Buffer
16.0%

Pop-up signage
4.0%

BUDGET

Influencer
58.0%

Paid Social
22.0%




EVALUATION

@
Paid social ads
e Click-Through-Rate | i THE NOLA
e Cost per million impressions ' B3
e Cost per click - g S
e Return on Ad Spend

Influencer Partnerships/Organic Social
e Likes, comments, shares
e Saves
e Impressions/Reach per post
e Video views and completion rate
e Story interactions (polls, Q&A, likes, etc.)

Parents weekend popups
e Event attendance
e Conversion Rate
e Revenue earned







FUTURE RECOMMENDATIONS

1.. Search Engine Optimization (SEO)




FUTURE RECOMMENDATIONS

1.. Search Engine Optimization (SEO)

2. Highlight Origin Story




FUTURE RECOMMENDATIONS

1.. Search Engine Optimization (SEO)

2. Highlight Origin Story

3. Give the Brand A face




ROQOTING




THANK YOU

ROOSTAS
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