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HOUSE OF GREATNESS.
With the increasing competition in the world market mostly brought about by the online side of the world, brands are in need to find strategies that will thrive and strive in this world. As it stands, most brands have it all figured out when it comes to targeting baby boomers and millennials but now it is the time to focus on the younger generation which is Generation Z. Generation Z provides a huge opportunity for growth and profits for businesses especially those that belong to an ecommerce business models that largely resonate with this generation. This generation is more tech savvy as compared to their forerunners thus are more likely to research about a product or service before purchasing it. My brand, House of Greatness, has taken into consideration this generation and embarked on a journey of selling our products to them. Here are several strategies considered. 
First, this generation has grown up with the internet thus they are immune to the obvious marketing campaigns and are not interested in the information of how great and amazing a brands product is. They are mostly interested in how the product benefits them. Regardless of this, video content is key and this is because this generation is unlikely to spend their time reading newspapers or even long blogs. Research has shown that the concentration span of this generation ranges at eight seconds as compared to the previous generation whose concentration ranges at twelve seconds. Therefore, to capture the attention of generation Z, any brand would have to employ video content which is eight seconds or below. 
Our management plan on using platforms such as Tiktok to create creative videos but also pushing our product and making sure to capture the audience in the first few seconds in the video. Also most of this generation use platforms such as YouTube when they want to gain more information and more skills. In selling clothes from our brand, the management plans to employ the YouTube platform to give our consumers especially the Generation Z content. It will do this through creation a YouTube channel to showcase different types of content that relates to this generation. For instance, having videos of activities such as travel vlogs and even lifestyle videos with the vloggers in our products. 
The management also plan on expanding this to other platforms such as Instagram and Tiktok which is currently the most used platform by this generation. This is not new to the market however what usually happens is that most brands use major influencers to showcase their products in the platforms where the advertisements come between the vlog and most consumers usually skip these and focus more on the influencers content. This takes us to the next strategy which currently most brands tend to use celebrities in pushing their products to the market. Generation Z mostly don’t buy to this type of marketing and this is because according to them these celebrities or major influencers are just doing their work. That is, at the end of the day they get paid and it does not matter whether the product benefits the audience or not. In fact, most of these influencers don’t even use the products they advertise. This makes it hard to trust the products for generation Z. In going down this influencer route, Made of Greatness has opted to use the micro influencers. This is because the chances of these influencers engaging our target market is way higher that with major influencers who hardly engage their audience on one to one. 
Generation Z like to feel that they are being heard and being engaged thus these micro influencers create this environment with them. Also for the consumers with less followers in the social platforms will highly relate to these micro influencers. The management has established a strategy of providing favorable prices for high quality and trendy clothes. This is not new in this market we will just adapt to what has been in practice. Most brands in this market are expensive and not easily affordable to this generation. As we are aware most consumers in this generation are yet to be financially stable as they mainly depend on their parents. Therefore, providing affordable products which are trendy to them will definitely attract them as it benefits them. Showing them that anyone can buy our products despite of their financial position and look good in them is important as they focus more on the influence of a brand on the society at large. 
Lastly, our management plans on improving our feedback program. This includes actively replying to consumer’s feedback. Most generation z usually checks the ratings of a brand before they embark on purchasing most products. Most brands have embraced this strategy however what we plan on doing different is directly engaging our consumers by replying to their feedback instantly or within a reasonable time. As earlier stated most consumers in this generation z like to feel engaged and their opinions heard and how we accomplish is through directly engaging them in our social media platforms, this will help them relate to our brand and thus improving our market to this generation. Most of the strategies discussed are already in use but not effectively. Our brand plans on improving to them.
