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Situation
 Birkenstock is looking to expand from 
its niche market of women ages 35 - 54 
with a 75,000+ income to college students 
aged 18 - 24. However, Birkenstock’s iconic 
style and design has branded their shoes as 
unique. This is opposite of mainstream shoe 
markets that cater to younger demographics. 
 Within the United States, college  
students collectively spend more than $5 
billion a year on apparel, such as clothes 
and shoes, according to StateUniversity.com.
 To capture this allusive audience, 
Birkenstock must promote its three most 
applicable college benefits: comfort, 
functionality, and style. These are the 
aspects that most college students look for 
when buying shoes. Birkenstock needs to 
appeal to this idea to effectively connect  
to them. 

- Eco-friendly
- International market
- Quality craftsmanship 
- Unique products
- Health benefits

- Targeting only specific groups of people
- Prices are set too high for their target audience  
  of college students
- Styles are constrained 

- Enter the college market
- Increase revenue 
- Enter new media markets
- Promote their reputation by venturing with  
 donation groups 

- Enter an established market that has less  
  expensive products
- May lose revenue 
- College students are not consistent 

Weakness
Threats

Strengths
Opportunities



Data
National*

Internet

Outdoor

Magazines

Radio

TV

Yellow Pages

Newspaper

12%

7%

2%

-1%

-6%

-16%

-24%

*Mediamark Research & Intelligence (MRI+) 
reports a sample of over 25,000 United States 

consumers on their media preferences

Adults 18-24 Spring 2008

Local*
Outdoor 145%

Internet 95%

TV 12%

Newspaper -36%

Radio -47%

Direct Mail -49%

*Media Audit surveyed the Eugene and 
Springfield area with a sample of 10,810 

consumers within this age group

Adults 21-24 Spring 2009

Data

Did You Know?*

* We used Facebook survey of 45 of our friends who study at the University of Oregon 
to understand students’ perceptions about shoes and the Birkenstock brand

• Besides Facebook, Myspace and Twitter, YouTube ranked as    
  their #1 website with school websites coming as second

• Students buy shoes depending on their looks, style,  
  functionality, comfortableness and cost. They usually only    
  buy new shoes for special events or if their current shoes  
  are worn out

• About 49% (22/45) have their parents pay for their  
  expensive purchases; and about 53% (24/45) pay  
  themselves *(Percentage more than 100 because some  
  have both parents and themselves pay for them)

• Perceptions of Birkenstock in this group: Hippie style, 
  comfortable, expensive. 17% (8/45) have never heard of  
  Birkenstock; 0.6% (3/45) do not like Birkenstock

• What would make them buy a pair of Birkenstock? If it’s 
  cheap, comfortable, has better style and appearance, and if 
  their friends have it

Note: Percentage indicates how much more or less likely the sample consumers prefer on the media, compare to all of the 
sample consumers. Positive indicates more likely; negative indicates less likely.



Objectives

Audience
• 18 – 24 years old
• Prefers shoes that are casual, comfortable, and stylish 
• Parents help them out with financial needs
• Technology generation 
• Consumerist lifestyle of buying the latest gadgets 
• Everything is available to them and at their fingertips
• Provides instant gratification
• Dependent on digital equipment 
• Cell phones, iPods, laptops, television, Internet
• Immediate access to information
• Connects them to their circle of friends and family
• More informed about the world
• i.e. politics, current events, global and environmental issues 
• While in-store they like to try on the shoes, ask the sales representatives  
  questions, and see how the shoe fits before committing to it. 
• Will not go out of their way for anything, unless it is something they desire  
  to have 
• When buying shoes, they prefer in-store but will also buy online if there is not  
  a store near by, it is convenient, or if they are familiar with the product and trust  
  the brand
• College students research the product beforehand

General:
Advertising objectives:
- Create brand awareness among college students
- Change perspective of Birkenstock from hippie to stylish and “cool”
- Show the exciting, creative and functional aspects of Birkenstock
- Promote a Birkenstock trend within the campus area to increase college students’  
  desire in purchasing Birkenstock

Marketing objectives:
- Increase product awareness among college students
- Inform college students about the benefits of Birkenstock
- Open additional retail stores close to campus

Media objectives:
Internet:

- Attract college students
- Change perception of Birkenstock
- Create a positive hype through viral videos
- Inform people on promotions and events

Outdoor:

- Promote the comfort and functionality 
of the shoes by allowing students to 
try on Birkenstock shoes



Followers:
• Concerned about image 
• Brand conscious
• Loyal to their brands; brands must have value to their life and low in cost
• Marketers receive free advertising from word-of-mouth and loyal customers
• Major purchasing influences are their friends and celebrity endorsements. Also if a product is  
  mentioned in a pop culture reference, as long as it was viewed in a favorable light and looks cool 
  on them. 
• Up-to-date on the latest trends and are one of the first to adopt a product and influence others
• Do not wish to put much of an effort into anything that does not involve themselves
• Media creates persona of the brand and relays factors of security, authenticity or coolness
• Parents help them out with financial needs

Non-Followers:

Description

• “Down-to-earth” lifestyle
• Are eco-conscious 
• Products must be functional, not about what is in fashion
• Seek out what is important to them and will be beneficial 
  to them
• Up-to-date on the latest trends and are one of the first to adopt  
  a product and influence others



Sponsor the Relay For Life 
where Birkenstock will donate 
their shoes to people who have 
cancer and allow people to wear 
Birkenstock while they walk. This 
will demonstrate the comfort of 
the shoes and the ability to walk 
long distances with ease. There 
will also be a piece of cork as a 
message board for people to write 
supportive messages.Media

Facebook

There will be student representatives of 
Birkenstock for their campuses. These students 
will be wearing Birkenstock starting April so he 
or she can inspire other students and also create 

a trend of wearing Birkenstock. Some of these students will 
be in charge of maintaining the Facebook fan page and Twitter 
account, in addition to handling all events and promotions put 
on by Birkenstock, such as the University of Oregon Street Fair 
in the Spring.  

Relay For Life Local

Outlets Twitter

On the Twitter page, 
representatives will post 
tweets about Birkenstock, 
which will update our 

followers on important information. For example, 
there will be tweets allowing users to discuss 
their experiences with Birkenstock, upload 
pictures of their shoes, and other related content, 
which we will then re-tweet. College students 
will enjoy this creative outlet that allows them 
to talk about themselves. Also, we can tweet 
about special events and web specials to inform 
our followers on the latest deals. This will be 
effective for college students who are always 
looking for deals on products. 

National Local
This will feature many of the 
same elements as our national 
campaign; only we will 
specifically update followers 

on local businesses that carry Birkenstock and 
events sponsored by Birkenstock. Since posts 
can sometimes get buried on the home page, 
this will accomplished by sending direct posts 
to followers. There will also be posts about the 
Relay for Life sponsorship and other related 
local events. We want to get college students to 
follow the brand, while not ignoring the regular 
demographic.

Birkenstock is focusing on the 18- 24 years old 
college student demographic with a varying 
income range. By creating a Facebook fan page, 
it will increasing awareness of promotions, 
events, and information on new products. This 

will be more effective with college students as they do not respond 
well to the advertisements on their page and tend to think these 
ads are bothersome. The fan page will demonstrate the number of 
college students who enjoy Birkenstock. These fans either own a pair 
of Birkenstock or will purchase one in the future so the information 
provided on our page will be beneficial to them. In order to gain more 
fans, the page will be as “cool” as what college students prefer so 
that people will want to show their friends and invite them to be fans. 
On Facebook, there is a discussion section where people can comment 
on their shoes, which will give an indication to marketers if they are 
doing an adequate job of advertising to this market. Also, updates on 
fan pages are displayed on the home page, which will make it more 
relevant in their minds.    

National

Local

Internet has been the major mode of communication for college students.
- Facebook and Twitter can help sharing the Youtube video around 
the world. They also help promoting local events to a mass number of 
students within the finger tips
- Viral video on Youtube shows everyday lifestyles of Birkenstock, which 
will urge students to try on the shoes at U of O Street Fair and participate 
in Relay For Life.

How they relate



University of Oregon Street Fair
During the Spring Street Fair at the 
University of Oregon, Birkenstock will 
have a booth to display their shoes 
and various styles. College students 
can try on Birkenstock shoes to see 

how comfortable they are and how stylish the shoes 
look on their feet. This is a valuable aspect for this 
market when purchasing shoes. A piece of cork as 
a message board will be placed in the booth for 
students to leave comments or notes to others. 

Local

YouTube

This video will please University of Oregon students and 
alumni because it will be filmed on campus and will feature 
students wearing the shoe while having amazing and 
entertaining adventures.

Local

We will create a viral video that will demonstrate 
Birkenstock users in a fun, cool and engaging way.  
It will be a video that people will want to share with 
their friends and watch numerous times. YouTube is 

highly used by college students to share messages and pieces of valuable 
information. Also, the video can be shared easily through Facebook and 
Twitter once the representative tweet it and post it on their friends’ 
Facebook walls.

National

Schedule
2010

According to the sales representative at Footwise, May and June are the most popular months 
for students to purchase new sandals. Running the campaign during Spring 2010 is beneficial 
because near the end of spring is the time when college students start to change their 
fashion style and think about summer vacations. As college students are starting to prepare 
for summer vacation, they are more likely to seek for new products from advertisement. 
During this period, the viral video will run and the shoes will be at the Street Fair booth. 

A Year of Birkenstock

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

Twitter and  
Facebook

U of O Street Fair

Relay For Life

x x x x x x x x x x x xx

x
Viral Video

x

x x x x x x x xx



Budget
The student representative will monitor the 
Facebook and Twitter pages and will have a set 
income of $2,400 per year. The Spring Street Fair 
is three days long, from 10a.m. to 5p.m. According 
to the Associated Students of the University of 
Oregon (ASUO) approximately 20,000 students pass 
by the Street Fair daily. It costs $285 for the three 
days for a craft/business vendor booth. There is an 
application fee of five dollars and a parking permit 
fee of fifteen dollars. During this time, there will 
be two shifts where two people will facilitate the 
booth at a time. They will be paid ten dollars an 
hour. This totals to $725 for the event. 

For the viral video, we will have five actors, one 
cameraman, and one editor. They will each be paid 
$10 an hour. We estimated that we would film for 
two hours and have five hours of editing time. The 
total for this video comes out to be $170. 

The Relay For Life sponsorship will cost $11,155 
due to $10,000 for 100 pairs of shoes that will be 
donated by Birkenstock, $100 for the booth rental, 
$55 for table and chairs, and $1000 for 2 pieces of 
cork as message boards. 

Viral video production

Actors

Camera man

Editing 

Worker Duration (Hour) Wage per hour ($) Total ($)

5

1

1

2

2

5

10

10

10

100

20

50

170

Twitter and Facebook

Maintain page and 
keep tweeting

Worker Duration (months) Wage per months ($) Total ($)

5 12 200 12000

U of O Street Fair

Parking Permit

Worker
Each worker  
duration  
(Hour/Day)

Wage per  
hour ($)

4

5

33.5

15

285

Duration (day) Total ($)

Craft/Business 
Vendors 10 x 20

Application fee

Sales 10 420

3

725

Relay For Life Sponsorship
Shoes donation: 100 pairs of shoes and $100 per pair

Total ($) 11155

10000

100Booth rental 

National 
and Local

Local

Total cost: 24050Local: 11880National: 12170

Table and chairs 55

Piece of cork works as a message board so people 
can leave comments or supportive phrases.
2 pieces of 3ft x 5ft

1000 Allocation

Budget distribution 

Viral video production

Twitter and Facebook

U of O Street Fair

Relay For Life

170
725

2400

11155



Evaluation
Workers in the booth will suggest customers to write on the cork message board. This will be 
an opportunity to understand what customers are thinking about Birkenstock, while also give 
feedback on how to improve Birkenstock’s relationship with college students

Street Fair

Facebook Fan Page
Can be evaluated the publicity by calculating how many people 
become fan of the page.

Twitter
Can be evaluated by how many followers we have. 

Relay For Life
During the event, participants will write down their names and e-mail 
addresses as they receive the shoes so Birkenstock can calculate how many 
people received shoes. Participants can then be updated on future Birkenstock 
events and promotions to keep them loyal to the brand. 

YouTube Video
Simple see how many people view the video.


