
E V I O R Y K I T P A G E  0 1  /  0 1

Strategic Execution Matrix
Sourcing, Allocation & Tactical Drops

Generic retail calendars lead to wasted ad spend. Not every global holiday matters to your product. Align your

sourcing timeline, budget allocation, and tactical drops directly with the moments that drive actual intent.

Q1
J A N  —  M A R

R E N E W A L

M O M E N T S  &  F O C U S O P E R AT I O N S  &  S O U R C I N G A D  B U D G E T  &  TA C T I C S

Q2
A P R  —  J U N

E V E N T S

M O M E N T S  &  F O C U S O P E R AT I O N S  &  S O U R C I N G A D  B U D G E T  &  TA C T I C S

Q3
J U L  —  S E P

B A S E L I N E

M O M E N T S  &  F O C U S O P E R AT I O N S  &  S O U R C I N G A D  B U D G E T  &  TA C T I C S

Q4
O C T  —  D E C

V O L U M E

M O M E N T S  &  F O C U S O P E R AT I O N S  &  S O U R C I N G A D  B U D G E T  &  TA C T I C S

Q1 Focus

WAITLIST BUILD

Q2 Focus

QUALITY ASSURANCE

Q3 Focus

CREATIVE & PHOTOGRAPHY

Q4 Focus

SCALING CONVERSIONS

Consultant's Note
A beautifully curated aesthetic won't produce your garments or scale your ad account. Stop

operating on impulse. Install this baseline system and protect your margins. Strong execution won't

eliminate uncertainty, but it dramatically improves consistency.
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Valentine's Day (Feb 14). High intent

for prestige beauty and fine jewellery.
—

Lunar New Year / Early Spring. Crucial

for regional gifting and fashion

transition.

—

Ramadan Prep (shifting dates).

Modest fashion turnover peaks here.
—

Finalize Q3/Q4 complex items like

heavy knitwear and custom hardware

now.

—

Drop Q2 transition collections by mid-

February. Late launches often enter

discount cycles before reaching their

full sales potential.

—

Deploy aggressive top-of-funnel

spend early January for "new

aesthetic" intent.

—

Shift the majority of your budget to

retargeting in early February. Cut off

standard shipping guarantees by Feb

7.

—

Mother's Day (May). Secondary peak

for curated gift sets.
—

Wedding Season. Massive surge for

occasion wear and bridal party

accessories.

—

High Summer / Swimwear drops.—

Q3/Fall inventory must clear customs.—

Begin aggressive QA on Q4 Black

Friday exclusive SKUs. Do not wait for

August to spot defects.

—

Scale budget for Mother's Day up to

May 1. Focus copy on legacy, not self-

purchase.

—

Pause cold traffic entirely during late

June. Hoard cash for Q3 acquisition.
—

Fall Transition. Shift away from bright

aesthetics to muted, structured

pieces.

—

Post-summer skincare recovery

regimens.

—

Q4 Teasers and early waitlist building.—

Black Friday inventory must hit your

warehouse by early August. Late

shipments can significantly reduce

your selling window.

—

Execute holiday campaign

photography. Lock in all creative

assets.

—

Expect lower ROAS. Focus strictly on

lead generation and email list growth.

—

The goal is acquiring cheap traffic now

to retarget aggressively in November.
—

Double Dates (10.10, 11.11). Aggressive

volume clearance.
—

Black Friday & Cyber Monday. Your

highest traffic window.
—

Last-Minute Holiday Gifting.—

Freeze all supply chain changes. No

new vendors.
—

Clear out slow-moving inventory via

October bundle offers.
—

Enforce strict shipping cut-off dates

by Dec 1.
—

For seasonal brands, Q4 typically

deserves the largest advertising

investment. Shift heavily to conversion

objectives.

—

Do not test new creatives; scale the

proven winners validated in Q3.
—


