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Project Name Type / Focus Core Deliverables Key Skills Highlighted 

  
The Unpacked 
Journey 

Multi-Channel Growth 
Campaign (Away 
Luggage) 

Competitor Matrix, 
Target Persona, SEO 
Strategy, Meta & 
Google Search Ads, 
3-Part Email Drip, KPI 
Framework 

End-to-End Strategy, 
Paid Social, 
Copywriting, Lifecycle 
Marketing 

Growth Analytics & 
CRO Framework 

Data Storytelling Asset 
(GA4 & Looker Studio) 

KPI Ribbon, 
Conversion Funnel 
Architecture, 
Source/Medium 
Attribution, A/B Testing 
Matrix 

Data Analysis, 
Performance Tracking, 
CRO, Executive 
Reporting 

Project 1: Away Travel — "The Unpacked Journey" 
Campaign 
Executive Summary & Strategy Overview 

Objective: Expand Away’s reach beyond core premium luggage by launching "The Unpacked 
Journey"—a multi-channel seasonal digital marketing campaign designed to capture Gen Z and 
Millennial leisure travelers during peak vacation periods. 
Core Value Proposition: Positioning Away not just as a durable luggage provider, but as an 
essential travel structure system that enables seamless, stress-free packing through smart 
internal compression and minimalist design. 
Campaign Mantra: "Travel light without leaving anything behind. Away gives you the structure to 
unpack less and experience more." 

Market Intelligence & Target Persona 



Brand Positioning Core Price 
(Carry-On) 

Primary Channels Key Advantage 
  

Away Sleek DTC luxury 
lifestyle 

$275 – $345 Instagram, 
Editorial, TikTok 

Lifetime warranty, 
iconic 
compression 
system 

Béis Aesthetic, 
functional fashion 

$218 – $238 TikTok (UGC), 
Instagram, 
Influencers 

Organization-heav
y pockets, viral 
color drops 

Monos Minimalist, 
eco-conscious 
luxury 

$255 – $295 Pinterest, Search 
(SEO), Instagram 

Quiet luxury 
aesthetic, 
climate-neutral 
materials 

Samsonite Traditional 
mass-market 
durability 

$120 – $220 Google Ads, 
Department Stores 

High retail 
availability, strong 
legacy trust 

Target Persona Profile: "The Intentional Explorer" 
●​ Demographics: Alex Chen | Age 28 | Associate Product Manager | $85k/year | Urban 

Suburb 
●​ Psychographics: Prioritizes aesthetics, functional design, and efficient travel. Prefers 

short, frequent weekend trips over long annual vacations. 
●​ Key Pain Points: Overpacking, bulky luggage, zipper strain, and disorganized packing 

for combined work/leisure trips. 
●​ Media Habits: Active on Instagram Stories/Reels, Pinterest travel boards, Google 

Search, and travel blogs. 

Content & Organic Search Strategy 

●​ SEO Article 1: How to Pack 7 Days in a Carry-On: The Capsule Wardrobe Method 
(Target Keyword: how to pack a carry on for a week). Focuses on Away's compression 
pad system and 5-4-3-2-1 outfit framework. 

●​ SEO Article 2: The Ultimate Weekend Getaway Packing List for Every Season (Target 
Keyword: weekend trip packing list). Features a downloadable checklist PDF and product 
spotlights. 

●​ Short-Form Video Hook: "Stop rolling your clothes until you try this compression trick." 
(Side-by-side demonstration of standard vs. Away internal compression). 

●​ Pinterest Board: Pack With Away — Color-coordinated outfit grids, luggage matching 
guides, and destination packing infographics. 

Paid Media Campaign (Meta & Google Search) 

Channel & Stage Ad Creative & Visual Copywriting Strategy 
  

Meta (Top-of-Funnel) UGC Video: Fast-paced airport 
security traversal + effortless 
carry-on zip-up. 

Primary: Built for the trip you 
planned—and the 3 extra 
outfits you brought anyway. 
Lifetime warranty. 100-day trial. 



Channel & Stage Ad Creative & Visual Copywriting Strategy 
  
Headline: Meet The Bigger 
Carry-On. (CTA: Shop Now) 

Meta (Bottom-of-Funnel) High-res product carousel 
showing hardshell durability, 
whisper-quiet wheels, and 
compression pad. 

Primary: Still thinking about it? 
Pack it, test it, travel with it for 
100 days. If you don't love it, 
return it. 
Headline: Free Shipping & 
Returns. (CTA: Complete 
Order) 

Google Search High-converting Search Ads 
targeting terms like "best 
durable carry on suitcase". 

H1: Away® Official Site | 
Premium Luggage 
H2: Built-In Compression & 
Smooth Wheels 
Desc: Engineered for seamless 
travel. Ultra-durable hardshell 
backed by a lifetime warranty. 

Lifecycle Email Welcome Automation 

●​ Email 1 (Immediate): Subject: Welcome to Away. Here’s your exclusive pass. Focus: 
Brand manifesto, crisp lifestyle imagery, and clear CTA to claim welcome perk. 

●​ Email 2 (Day 2): Subject: Fit 7 days of outfits into one carry-on. Focus: GIF breakdown of 
internal compression panel + customer review spotlight. 

●​ Email 3 (Day 4): Subject: Take it on the road for 100 days—risk-free. Focus: Highlight 
trust badges: 100-Day Trial, Free Shipping, and Lifetime Warranty. 

Measurement Framework & Analytics 

Funnel Stage Key Metric (KPI) Target Benchmark Optimization Action 
  

Top of Funnel Video Completion Rate 
(VCR) & CPM 

> 25% VCR / < $15 
CPM 

Retarget users 
watching >50% video 
with feature-focused 
ads. 

Middle of Funnel Click-Through Rate 
(CTR) & CPC 

> 1.8% CTR / < $2.50 
CPC 

A/B test hook variations 
and luggage colorway 
creative assets. 

Bottom of Funnel Conversion Rate (CVR) 
& ROAS 

> 2.5% CVR / > 3.0x 
ROAS 

Serve cart abandoners 
risk-reversal ads 
(100-day trial 
guarantee). 

Retention (Email) Email Open Rate & 
CTOR 

> 38% Open / > 12% 
CTOR 

A/B test curiosity vs. 
benefit-driven subject 
lines. 

Simulated Campaign Results: In a 30-day simulated launch across Meta, Google Search, and 
Email Automation, "The Unpacked Journey" campaign delivered a projected 3.2x ROAS and 



reduced cart abandonment by 18% through targeted lifecycle workflows. 

Project 2: GA4 & Looker Studio Analytics Dashboard 
Blueprint 
Overview: A structured framework and metric specification sheet for a custom Google Looker 
Studio performance dashboard, turning raw multi-channel campaign data into executive-level 
insights. 
Strategic Goal: Enable real-time tracking of acquisition channels, conversion rates, and ROAS 
across organic and paid touchpoints. 

Dashboard Layout & KPI Architecture 

●​ Top Metric Ribbon (Scorecards): Total Revenue / ROAS ($ / x.x), Blended Conversion 
Rate (%), Cost Per Acquisition ($ CPA), Total Organic vs. Paid Sessions. 

●​ Core Visualizations (Charts & Tables): Daily Conversions by Source/Medium (Stacked 
Bar Chart), Funnel Drop-Off Rate: Cart to Checkout (Funnel Chart), Top Landing Pages 
by Engagement Rate (Data Table). 

A/B Testing & Insights Experiment Framework 

Experiment Element Hypothesis Primary Metric Optimization Target 
  

Landing Page CTA 
Button 

Changing CTA from 
"Learn More" to "Claim 
100-Day Risk-Free 
Trial" will increase 
checkout starts. 

Click-Through Rate 
(CTR) 

Target: +15% Lift in 
Checkout Transitions 

Email Welcome Drip Adding a product 
compression GIF in 
Email 2 will increase 
click-to-open rates. 

Click-to-Open Rate 
(CTOR) 

Target: +12% CTOR 
Increase 

Disclaimer: This document is a conceptual digital marketing e-portfolio project created strictly for 
demonstration, educational, and professional showcase purposes. Jerrad Ward is not officially 
affiliated with or endorsed by Away (J-A-W Inc.) or third-party tools mentioned. 
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