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 Executive Summary 
 
Levi’s Jeans has experienced a lot of problems in the recent years. The most significant 
ones are new competitors gaining market share in the jeans market, sales and brand value 
decreasing tremendously, and failure to reach Generation Y. The baby boomers and 
generation X, which used to be the Levi’s target market, have switched their preference 
of lifestyle, perception and attitude. Thus Levi’s Jeans, which used to be the number one 
jeans brand in America, offering fashionable attire for the youth, is no longer the leading 
brand. 
  
To maintain revenues, we started to move our production line to relatively lower cost 
countries in order to drive down the cost. Fortunately, this effort was a success and 
profits have increased notably in the past few years.  However, in the long run, this 
solution is futile. In order to achieve solid and sustainable growth, Levi’s needs to re- 
establish a new image and reclaim a significant amount of the market.  
 
In order to do this, we would need to connect to the main consumer group, the Generation 
Y by adopting a counter-culture image.  So we are proposing an Integrated Marketing 
Communication (IMC) campaign with the slogan, “Alter Your Jeans” to revolutionize 
our brand’s image. Our main objectives are to achieve 7 percent increase in sales and 30 
percent increase in brand awareness by the end of this campaign. We will try to establish 
an emotional connection with Generation Y, by embracing the values that define the 
group, and by adopting their characters and behaviors.  With this, we have defined our 
brand mantra to be “Dinstinctive Individual Definition”. 
 
Our message and concept will be communicated through the different media vehicles 
which we have chosen and recognized to be the best medium to reach the group. In 
addition, we will also communicate closely with our distributors and internal stakeholders 
to ensure that they have understood Levi’s values and new image, and also help 
communicate them to our target market. 
 
With Levi’s strong reputation in jeans design, cutting, manufacturing technology, and 
product innovation, there is no reason why Levi’s cannot once again emerge as the 
uniform of American youth. 
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 Situation Analysis: Internal Analysis 

History & Background 
 
Founded in 1853 by Bavarian immigrant Levi Strauss, Levi Strauss & Co. (LS&CO.) is 
one of the world's largest brand-name apparel marketers with sales in more than 110 
countries. There is no other company with a global presence in the jeans and casual pants 
market like Levi Strauss. Our market-leading apparel products are sold under the 
Levi's®, Dockers® and Levi Strauss Signature™ brands (Hoovers). Four core values that 
are at the heart of Levi Strauss & Co. are:  

 Empathy – to understand and appreciate people 
 Originality – being authentic and innovative 
 Integrity – being ethical and socially responsible 
 Courage – to stand up for the right thing(“Levi Strauss: Vision and Values”)   

 
In 1873, Levi Strauss and Nevada tailor Jacob Davis patented the process of putting 
rivets in pants for strength, and the world's first jeans - Levi's® jeans - were born. Today, 
the Levi's® trademark is one of the most recognized in the world and is registered in 
more than 160 countries.  
 
The company is privately owned by descendants of the family of Levi Strauss, the Haas 
family; shares of company stock are not publicly traded.  Levi Strauss & Co. (LS&CO.) 
strives to provide the world's casual workday wardrobe, inside and out. Levi's jeans -- 
department store staples -- were once the uniform of American youth, but LS&CO. lost 
touch with the trends in recent years. In response, the company has transformed its 
product offerings to include wrinkle-free and stain-resistant fabrics used in the making of 
some of its Levi's and Dockers slacks. 
 
In late 2002 Levi Strauss overhauled its market strategy and, for the first time since the 
introduction of Dockers in 1986, rolled out a series of new brands. Varied and tiered in 
markets rather than relying on its basic one or two styles and brands, Levi's hoped to 
regain some of the market share lost to VF Corporation (makers of Lee and Wrangler) 
and others over the past decade. 
 

SWOT Analysis 

STRENGTH 

Global Brand Recognition  
Levi’s was created in 1873 as a brand name under Levi Strauss & Co. and it is 
historically known as the No. 1 maker of jeans and brand-name clothing.  Levi Strauss 
also operates under two other brand names; Dockers and Levi Strauss Signature.  
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Levi’s is marketed in more than 110 countries worldwide and is the trademark of 
American fashion.  

Global Production and Distribution Network  
Though the company is based in San Francisco, the product is produced in factories 
outside of the North America, for example Mexico and China.  Overall, Levi Strauss 
has 21 production facilities and 25 customer service centers worldwide.  Levi’s 
products are distributed through many distribution channels including department 
stores, mass channel retailers, franchise stores and specialty retailers (Datamonitor 
2004).  This global network helps reduce the production and distribution costs while 
also exposing the Levi’s design to international designers and their fashion designs. 

Leader in Merging Fashion and Technology 
Levi Strauss has more than 72 jean cuts.  They produce other denim products such as 
jackets and also non-denim products such as khaki pants and inner-wear.  Levi Strauss 
has recently taken a step ahead to keep its designs up-to-date with the latest 
technology.  In 2003, Levi’s and Phillips combined to produce the ICD+ jacket, a 
denim jacket that has a special compartment for an MP3 player.  In February, they 
announced the production of their new, and the first in the market ‘I-Pod Jeans’, which 
is a pair of jeans with an iPod compartment and retractable earphones.  Levi’s is the 
first company to try to merge fashion and technology to produce ‘electronic clothing’ 
and they are well on their way to becoming leaders in a new fashion genre 
(Panepento). 
 

WEAKNESSES 

Declining Brand Value 
The Levi’s Brand has been declining in value since 2002, according to 
BusinessWeek’s ‘Top 100 Global Brands’ report, Levi’s has lost 11% brand value in 
2005 since 2004.  The position of the brand on the chart has also been dropping every 
year.  While it was at number 67 in year 2001, it is now at number 96 and is almost off 
the charts. 

Declining Sales 
In fiscal year of 2004, the company reported revenues of $407 2.5 million, a 0.4% 
decrease over the year 2003. The company’s net sales have declined over the last 
seven fiscal years from $6.0 billion in 1998 to $4.1 billion in 2004.  A slowdown in 
the company’s revenues can impact its operations and future organizational 
restructuring programs (Datamonitor 2005).  

Lack of Attractiveness among Younger Generation       
Since the mid-1990s, Levi's mainstay five-pocket jeans have steadily lost ground to 
newer jeans brand like Abercrombie, Gap and Guess because of they could not keep 
up with the latest fashion for example the big-pocketed denim cargo and carpenter 
pants. ''When fashion shifted, Levi's never caught on to what the youth wanted,'' says 
Leonard Rothschilds, owner of Lark Clothing Stores Inc., a Chicago-based chain that 
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quit selling Levi's four years ago. Philip A. Marineau, Levi Strauss & Co.'s new chief 
executive acknowledges that Levi's missed trends ranging from flared jeans legs to 
stretchy fabrics. ''We've always been a season behind,'' he says. To catch up, Levi's is 
unveiling a line called Engineered Jeans and Levis 501 (Lee). 

Closure of manufacturing plants 
As result of declining sales, the company has been forced to close six domestic 
production facilities and 2 foreign production facilities.  The company has closed 42 
owned manufacturing plants in North America and Europe since 1997 and closed its 
remaining Canadian facilities in March 2004.  Production has now been shifted to 
contract manufacturers to enable reduction in cost of goods, however the distance 
makes the transportation of products and product turnover a little slow. 

 

OPPORTUNITIES 

Product Innovation 
Realizing the need to catch up with the latest trend and fashion, Levis has put a lot of 
effort to innovate its products so that it can fulfill the needs of consumers today.  In the 
year 2000, Levis with Phillips Electronic created a product called the Levi Strauss 
ICD+ Jacket.  This product was designed to take advantage of the MP3 player hype 
that was going on at that time.  The jacket is equipped with remote-controlled mobile 
phone and an MP3 player (Panepento).  Most recently in January 2006, Levis launched 
its Ipod compatible jeans, the “The Levi’s® RedWire™ DLX Jean.” This product was 
designed to enable users to enhance their digital lifestyle, to carry and listen to their 
iPod easily and fashionably where ever they go (“The Original Denim Brand Kicks off 
the Next Revolution in Digital Music Storage”). 

Product Diversification 
Levi Strauss & Co. has entered into a licensing relationship with GMI Europe to 
manufacture and sell men’s and women’s lifestyle footwear under the Levi's® brand 
name in the U.S., Canada and Latin America. The products made a debut at the 
Fashion Footwear Association of America (FFANY) and the World Shoe Association 
(WSA) trade shows in June and August 2005.They are expected to be available in 
footwear stores in spring 2006. GMI Europe has been the licensee for the Levi's® 
brand in the Asia Pacific region for three years. The decision to extend the relationship 
was based on the consumer appeal of Levi's® brand footwear in Asia (“Levi Strauss & 
Co. Signs License with GMI Europe"). 

Taking Advantage of Technology for New Marketing Efforts 
Levis has turned to the internet and technology to boost its marketing efforts. In 2003 
the Levis Web Store was launched to follow the trend of online shopping and appeal to 
online shoppers.  Later in 2004, Levis used SMS (short text message) to help launch 
the Type 1 jeans and optimize their Super Bowl ad (MMA Global).  Recently in 2005, 
Levis started testing a new electronic scanner, ‘The Intellifit System’, that 
recommends jeans based on body measurements in merely 10 seconds (“The Levi’s® 
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Brand Tests New Electronic Scanner That Recommends Jeans Based on Body 
Measurements”). 

 

THREATS 

Intense Competition 
Levi’s faces threat of losing market share to younger and trendier brands like Gap, 
Guess and Calvin Klein.  Levi’s is trying to regain the market share of the younger 
consumers by introducing newer and cheaper lines of Levi’s and Dockers.  This 
problem is aggravated by the multiplying number of jean brands. Levi’s faces a variety 
of competition from jeanswear and casual apparel marketers, fashion oriented apparel 
marketers, athletic and sportswear marketers, vertically integrated specialty stores and 
retailers of private label products (Levi Strayss 10K 2005).   “It’s a bubble, and 
everybody’s jumped in, “says Jeff Shafer, founder of the L.A.- based Jake Agave 
denim line on the ease of entrance of the jeans business. “There’s way too much 
supply.” (Chensvold). The ease of entrance into the business makes it even tougher for 
Levis as they now need to keep up with the competition as well as the trend.  
Launching a jeans line is as simple as making eggs and toast; anybody can do it 
(Chensvold).   

Target Market Getting Older 
In 1986, Levi Strauss decided that they should change the identity of their jeans to 
target the 15-24 year olds because at that time, its target market were only buying 2-3 
pairs of jeans a year compared to the teens who were buying up to 6 pairs of jeans a 
year.  Hence the teens, (then baby-boomers), born between 1946 and 1964, adopted 
jeans as a symbol of their disagreement with the tastes and traditions of their parents.  
However, those teens have grown and their character, styles and shopping behaviors 
have changed.  They are not the ‘rebel’ they used to be, and with the current 
generation viewing Levi’s as “your grand-father’s” pants, Levi’s has a threat of going 
into extinction. 

Decline in Apparel Spending 
With the gas prices rising, it is harder for consumers to now plan their spending. 
Consumers are always kept on their toes with the uncertainty of the prices that are 
continuously rising and prepare themselves for higher prices by reducing their 
expenditures in other areas such as apparel shopping.  Recent catastrophes like the 
Hurricane Katarina have put a lot of consumers out of work and created an unexpected 
need for expenditures on living necessities. 
 
The decline is also due to diverted consumer spending (especially among teens) to 
electronics purchasing.  According to the NPD Group, teen apparel purchases declined 
12.5% in 2003, as spending was diverted into exciting consumer electronic categories. 
The popularity of iPods, DVDs, cell phones, and digital cameras means that the 
consumer electronics segment has garnered a larger share of the group’s disposable 
income (Standard & Poor). 
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 Situation Analysis: External Analysis 

Competitive Analysis 
 
Levi Strauss’s products are sold to retailers in diverse channels across a wide range of 
retail price points.  As a result, Levi’s faces a wide range of competitors, including: 

 vertically integrated specialty stores – Gap Inc., Abercrombie & Fitch and 
American Eagle Outfitters 

 retailer private or exclusive labels – Wal Mart Store brands and Kmart 
Corporation brands and Target Corporation brands 

 premium jeanswear brands  - Diesal, MUDD and FUBU 
 branded apparel marketers – Liz Clairborne, Polo Ralph Lauren and Perry Ellis 

International 
 altheletic wear marketers – Nike Inc. and Adidas 

 

Competitor SWOT 

Competitor 1: GUESS? Inc. 
Guess jeans are designed in classic yet trendy and upscale styles, 
including pants, overalls, dresses, skirts, shorts, shirts, blouses, 
jackets, and knitwear.  Forbes Magazine describes the market: 
"catering to teenage cravings for sex, power, attention and self-love 
... electric not only with sexuality but with an implicit brutality and 
exhibitionism as well." 

 

STRENGTH  

Superb advertising campaign 
Guess' advertising campaigns are well known for their innovative 
and creative images, having been highlighted in international ad 

campaigns in nearly every major magazine and on television. Guess advertising has 
been awarded nearly every distinguished design award, and The Metropolitan Museum 
of Art chose the Guess Press Book and Nashville catalogue for its Permanent Library 
Collection.  The next Guess girl, Paris Hilton, was hired in 2004 to help recapture 
business along with the company's glamorous image. 

Licensing 
Licensing continues to be an important source of revenue, with products now 
including home furnishings, infant wear, and junior knitwear.  In less than fifteen 
years, the Guess label has grown from 30 pairs of jeans to a diversified, billion-dollar 
branded empire. 
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Online Presence 
Guess started its first virtual retail (e-commerce) store at its web site, http://www. 
guess.com. The web site has interactive success in combining fashion images, 
information, and technology. 

 

WEAKNESSES 

Copyright Issues 
The founders gave Jordache 50 percent ownership of Guess in exchange for $4.8 
million and use of Jordache's Hong Kong manufacturing plants. This is a weakness 
because under the deal, Jordache was also licensed to set up a new line of jeans, called 
Gasoline, to use parts of Guess designs in a lower-priced line. The Guess-Jordache 
deal neglected, however, to provide for written assurances against copying each others' 
designs.  

Change of Leadership 
Georges Marciano stepped down as the company's chairman, chief executive officer, 
and designer, citing differences of opinion with his brothers over the direction of the 
company. 

 

OPPORTUNITY 

Improvement of Guess Men 
The style of the Guess men's line was improved in order to create products that were 
more appealing to customers and more consistent with the Guess brand. 

Wider Online Exposure 
Guess.com partnered with Amazon.com in order to give the Guess brand wider online 
(Internet) exposure. 

Brandwidth 
Guess announced a development and distribution partnership with Parlux Fragrances, 
Inc. in which a new Guess fragrance collection would be tied in with the company's 
image and its customers' sexy and casual lifestyle. 

 

THREATS 

Decreasing consumer confidence 

Continuing negative economy 
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Competitor 2: Calvin Klein Jeans 
 
We have identified Calvin Klein as a viable competitor to Levi 
Strauss.  From its tighty-whitey briefs to the haute couture of 
runway fashion, Calvin Klein is known for simply elegant and 
plainly pricey clothes for men, women, and children; fragrances; 
and accessories. The company makes its flagship ready-to-wear 
collection of women's clothing, but gets most of its revenue from 
licensing its name for items such as shoes, coats, fragrances, jeans, 
underwear, furnishings, hosiery, watches, bedding, and tabletop 
products.  
 
The firm was founded in 1968 by Barry Schwartz and Calvin 
Klein, who were its sole owners until clothing maker Phillips-Van 
Heusen bought the company in 2003. Calvin Klein Inc. (CK) was 
sold to Phillips Van Heusen Corp (PVH) under financial incentives.  In December 2005, 
the Warnaco Group acquired 100% of the shares of the companies that operate the 
licenses and related wholesale and retail businesses of Calvin Klein Jeans and accessories 
in North America and Fratini Group owns the business in Europe and Asia. 
 
The key values of Calvin Klein, as recognized by an associate network of knowledge are 
classy, young, trendy, aggressive, and American style.   
 

STRENGTH 

Core Values  
Anti-traditional; in-line with target consumers 

Sexy Campaigns 
CK uses conditional stimulus (sex) to appeal to base emotions of excitement, anxiety, 
arousal, attention, and desire. The advertisement campaigns of CK was also a 
successful factor that helped the company maintain strong over years, even though 
these advertisements were always controversial using sexual appeals. Vogue Magazine 
calls Calvin Klein “a definitive picture of the American look” 

 

WEAKNESSES 

Image 
CK uses models that look anorexic, underage, drugged and sexual and controversial 
advertisement campaigns were always claimed to be negative and unethical for 
children. The advertisements feature suggestive poses and astonishing messages.  
Billboards are displayed in Time Square and other heavy traffic areas in urban cities. 
With being reprehensible to criticisms from former New York City mayor Giuliani, 
CK had to pull the ad that was claimed to display children pornography. This can be a 
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negative affects to CK because the campaigns affect the attitude of parents toward the 
brand since they have the power to affect the purchase decision. In addition, if CK 
changes its traditional advertisement, it might change the perception toward loyal 
buyers. 

 

OPPORTUNITIES 

Global sourcing strategy 
CK is still a well-known brand globally. Its power to reach customers is very strong. It 
has many extensive networks which own license agreements to manufacture and 
market under the CK brand. The fact that CK uses in-house designs and sourcing 
group to produce generate many extra opportunities for growth for this brand.  

Greater distribution technology 

Internet sales 
 

THREATS 

Competition 
Polo Ralph Lauren wide licensing agreements and Haggar forms alliance with Liz 
Claibourne to brand men’s pants and shorts. 

 
 

Competitor 3: Gap Inc.  
Gap Inc. has three brands: Gap, which sells casual American 
style outfits; Banana Republic, sells luxury apparels; and Old 
Navy, sells fashionable and value clothing lines. Started in 
1969, the concept of Gap clothing and accessories is to enhance 
personal style while providing great value and service. The 
lines cover working or casual wears. The main market is in the 
U.S., while stores are also available in Canada, United 
Kingdom, France and Japan (Sarkar).  
 

STRENGTH 
 

By offering a wide range of  the most fashionable clothing 
with affordable price, Gap is in every American’s wardrobe. 
The company has retail stores in almost every shopping mall 
or shopping district. It has the power to lead fashion trend and its strong sales reflects 
the satisfaction of consumers. 
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WEAKNESSES 
 

Gap competes on style and affordable price. The major weakness is that the company 
focuses on simple style. In addition, Gap also once used cheap labor in sweatshops for 
production in 2002. This affected customers’ attitude towards this brand and the 
company received negative comments for low quality production and a boring clothing 
line. 

 

OPPORTUNITIES 
 

With strong sales in the U.S. market, Gap still remains strong compared to other 
brands. Furthermore, its worldwide market is undeveloped. With its solid financial 
health, the company can generate many opportunities for expansion in the foreign 
market with the “the American brand” image. 

 

THREATS 
 

The biggest threat to Gap is that the brand is recognized as a domestic brand. Although 
there are stores outside of the U.S., the coverage is not as wide as Levi Strauss, CK, 
Guess or other globally recognized brands. In this fast changing industry, more 
customers prefer to choose a foreign brand. The increasing competition from foreign 
brands or other global brands is diminishing GAP’s competitive advantage. The 
perception of a global brand is prestige and good quality. Therefore, it is important for 
Gap to find global appearance in order to maintain a strong and long-lasting brand. In 
addition, Gap’s biggest competitor, Express, has moved to the designer jeans line. 

 
 

Target Market Analysis  

Demographic Characteristics 

Age 
 The target market for this campaign are youths aged between 15-25 years old, 

better known as ‘Generation-Y’, ‘Echo Boomers’ or the ‘MTV Generation’. The 
label, Generation Y signifies the youngest people to appreciate the changes of the 
Digital Revolution (Wikipedia: Generation Y). 

 The birth years of the Generation Y would be around 1980 up to about 2000 
(BusinessWeek).  

 There are 70.4 million youths in the U.S. aged 5-22, composing approximately 
26% of the whole U.S. population and is three times the size of Generation X 
(Faust et. al.). 

 Gen Y will be a gigantic group of teenagers in history, even larger than the baby 
boomers (Bensley and Whitney). 



Levi Strauss & Co.  Alter Your Jeans 

  11 

Ethnicity  
 Gen Y is the most diverse generation in terms of preferences, culture, and ethnic 

backgrounds (Boss).  
 One in three is not Caucasian and nine out of ten children under the age of twelve 

have friends of different ethnicity other than their own (Faust et. al.). 

Household Size 
 One in three is not Caucasian (BusinessWeek). 
 One in four lives in a single-parent household (BusinessWeek).  
 Three in four have working mothers (BusinessWeek). 

Income 
 Generation Y have an average of $100/week of disposable income and 40% of the 

members of this generation have at least part-time jobs (Faust et. al.). 
 One out of nine high schoolers has a credit card co-signed by a parent 

(BusinessWeek). 

Connectivity 
 Generation Y seems to be less cynical and more concerned regarding social issues 

than Generation X (Faust et. al.).  
 75-90% of the teenagers have a computer at home (Faust et. al.). 
 50% have access to the Internet from home (Faust et. al.). 
 The Internet is their medium of choice because TV is homogeneous, while the 

Internet is diverse. If you aren’t online, the perception is “What’s wrong with 
you?” (Boss) 

 More than 50% teens 12 to 17 own a mobile phone, according to reseach by 
Boston consultant Frank N. Magid Associates and Upoc.com, a mobile community 
marketer (Krotz). 

 
 

Psychographic Characteristics 

Personality 
The defining feature of Generation Y is a disdain for authority and the ‘Milenial’ 
personality – a propensity for risk-taking.  Members of Gen Y are thrill-seeking 
experiencers culminating adrenaline-rush (American Sports Data). The extreme sports, 
favorite of Gen Y, are organized not according to the degree of danger but based on 
levels of adrenaline production and they provide an escape from supervision and 
authority. 
 
As described in the demographics, Gen Y is a very diverse group and so is their 
personality.  Green hair, tattoos, piercings, and ethnic foods are a small part of the 
diversity this generation has grown up with.  Products of the civil rights movement and 
the children of boomer parents, they reject prejudice and are incredibly tolerant of 
people, their looks, experiences and preferences (Merrill Asoociates). 
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Marketing experts say that Gen Y shoppers have a practical world view.  Already been 
given financial responsibility at a young age and they grow up to become self reliant.  
Surveys show that they are deeply involved in family purchases. “This is a very 
pragmatic group.  At 18 years old, they have five-year plans. They are already looking 
at how they will be balancing their work/family commitments,” says Deanna Tillisch, 
who directed the survey (BusinessWeek).  
 
Other personality traits of the Gen Yers are that they motivated, goal-oriented, upbeat 
and confident, they have high self-esteem, are self-inventive and are positive thinkers.  
Because they are techno-savvy and are capable of grasping a greater breadth of 
information faster, they often assert their “intellectual authority” over their parents and 
teachers (Chicho State; Inside). 
 
When working Gen Yers like to be challenged, they strive to work hard and do well 
and desire to work in highly motivated and committed teams because they are trained 
to be ‘Doers and Achievers’ (Chicho State; Inside). 

Social Values 
The internet has made the world ‘flat’ and this generation was born in an era where the 
world is no longer divided by social or cultural differences.  Members of Generation Y 
are more free-spirited, open-minded and more tolerant towards multiculturalism and 
internationalism (Wikipedia: Generation Y).  Gen Yers are more socially conscious 
than any generation since World War II.  They put a higher value than previous 
generations, on the importance of participation in volunteerism, nonprofits and in 
donations of time and resources (Krotz). 
 
Gen Yers have traditional values that are inherited from past generations.  They 
appreciate their families, country and planet.  They feel that there are other things that 
are more important than income for success and happiness.  They feel a responsibility 
to make the world a better place and are growing up to be more environmentally 
conscious.  Even as children, they are far more politically active than Gen Xers 
(Bensley and Whitney). 

Thinking 
Living in the fast-paced internet world, Gen Yers have learnt to squeeze 31 hours of 
time in one day by multi-tasking. They are apt to begin tasks randomly, perhaps in the 
middle, as opposed to a traditional starting point because they are parallel (rather than 
linear) thinkers. (Chico State: Inside).  A Gen Yer can play his Xbox Live, 
communicate by text message and talk to another friend via headset, who is playing in 
another tournament.  At the same time, he can also have his TV on, a second computer 
on where he would be IMing and also have his chemistry book open (Vasquez).  They 
thrive on variety and demand change and quick gratification.  They are also 
graphically oriented and see text as merely supporting material (Chico State: Inside). 
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Gen Y and the Internet 
Generation Y gets the latest information and communicate through the internet.  They 
spend 1/3 of their life on the Internet and an average student has at least two e-mail 
addresses (Chicho State: Inside).  Instant messaging is a major feature and popular 
social activity of this internet generation, where instant messengers like AOL Instant 
Messenger, MSN Messenger or Yahoo Messenger are popular connectors.  This is one 
of the most popular modes of communication.  Other forms of communication tools 
are blog-based sites such as MySpace.com, Xanga, and Livejournal, discussion boards 
and chat rooms.  The rise of the Internet has sped up the fashion life cycle and letting 
kids everywhere find out about even the most obscure trends as they emerge.  “I find 
out about the things I want to bu from my friends or from information on the Internet,” 
says Michael Eliason, 17 of Cherry Hill N.J. (BusinessWeek). 

Gen Y and Music 
Generation Y adopted modern forms of music including hip hop, alternative rock, 
emo, metalcore, pop-punk, electronic, dance music, R&B and teen pop (bubblegum 
pop).  Generation Y was the primary generation to rapidly adopt peer-to-peer 
technologies, starting with Napster in order to build their record collections 
(Wikipedia: Generation Y). Many of the popular Gen Y bands use music as the 
channel for  self-expression, for example to respond to September 11, ‘Wake Me Up 
When September Ends’ by Greeen Day, and to express disagreement to the female 
stereotype, ‘Stupid Girls’ by Pink. 

Gen Y and Show Biz 
Gen Yers are not a fan of mainstream or Box Office Movies, but they search for more 
meaningful, edgy, and thought-provoking filmmaking.  Members of Gen Y watch 
much less television in comparison to members of past generations.  This is largely 
attributed to the popularity of the internet and internet viewing surpasses television 
watching.  The favorite type of shows are reality shows but are more becoming 
popular amongst the older Gen Y as many are bored with the trend (Wikipedia: 
Generation Y).  These shows can be found in abundance on MTV like, ‘Viva La 
Bam’, ‘Jackass’, ‘My Super Sweet Sixteen’ and ‘The Osbournes’.   

 
The most popular channels among Gen Y are Comedy Central and FOX.  WB is 
somewhat popular but they began to target an older audience in 2005.  Other popular 
networks for Gen Y are Fuse, G4, VH1, Spike TV, Cartoon Network (mostly adult 
swim), Nicklodeon, Disney Channel, MTV an MTV2.  Typically, news and current 
events outside of pop culture are not closely followed by most Gen Y (Wikipedia: 
Generation Y). 

Gen Y and Sports 
Members of Gen Y are the hoarders of the “Millenial” or “Extreme” sports like 
Skateboarding, Artificial Wall Climbing, Wakeboarding, Paintball and Snowboarding.  
This has caused a drop in participation in traditional American pastimes such as 
baseball, basketball or touch football.  Nonetheless, trendier team sports such as soccer 
and lacrosse continue to enlist the highest number of participants (American Sports 
Data).   
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Behavioral Characteristics 

Consumption Rate 
Gen Yers have an average of $100 a week of disposable income and spend an average 
of $84 a week (Chico State: Inside). In a year, they spend a stunning $150 billion and 
influence another $50 billion in family purchases (Krotz) and this number is projected 

to grow to $192 million by 2010 (Jones 
Lang LaSalle).  Gen Y are also known as 
‘mall rats’ because they like to hang out 
at the mall and they spend on average 
$20 each visit, averaging 56 mall trips a 
year (Bensley and Whitney).  They have 
sophisticated tastes in clothing, dining 
and recreation but nonetheless they are 
dollar savvy shoppers.  66 percent of 
them have savings accounts, 22 percent 
have checking accounts, while 18 percent 
have their own stock and bonds (Chico 
State: Inside) 
 

Buying Behavior 
Generation Y is known to be the most digitally sophisticated group yet.  They spend 
most of their time on the internet conducting research and seeking information about a 
particular product before making a final decision- they are generally informed 
consumers.  This generation takes control of their information by looking to the 
Internet as the place to extend their engagement with the information they receive 
from elsewhere (Meskauskas).  For instance, if they read about something in the 
magazine they go to the Internet to learn more about it and if an event is advertised on 
TV, they cruise the Web to find out whether or not it is something they want to be 
apart of. This presents a golden opportunity and medium for advertisers to inform and 
educate young adults about the benefits of their brand, products or services (Sun).  34 
percent of the Gen Yers find online advertising the most influential means to get them 
to learn more about a product or service (MarketingVOX 2006). 
 
Information on the internet has also encouraged online shopping.  A recent study 
found that 98 percent of college students said they have made a purchase of a product 
or service online, where 52 percent said they have purchased the product or service 
based on an online advertisement (MarketingVOX 2006).  Furthermore, 41 percent of 
this same age group said online advertisement resonated more if it is related to the web 
content that they are viewing, while 17 percent said they would respond to a banner ad 
that is based on their profile or online behavior. This means that content which is 
engaging, interactive and that suits with the character of this generation, is the right 
approach for this audience (Sun).  

Source: Jones Lang LaSalle, 2002 
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Brand Loyalty 
Gen Yers tend to be “early adopters”, trend setters and have great spontaneity in their 
purchases. They are also known for their lack of brand loyalty - they can be brand 
loyal for a month and then switch to a more current brand the next.  One of the reasons 
for this is because the Gen Yers grew up in a media saturated and brand conscious 
world.  They were raised as consumers and unlike the Gen X or the Baby Boomers, 
are not driven by the same brand label consciousness as the two groups (Ageless 
Marketing). “Gen Yers are less rooted in traditional social mores and ethics. They are 
easier targets because they have grown up in a culture of pure consumerism.  They are 
more likely to buy because they see buying as part of life,” said Rob Frankel, author of 
The Revenge of Brand X (Manning-Schaffel). 
 
But having more outlets doesn’t necessarily mean that it is any easier to reach this 
generation with a blanket approach. The easy accessibility of high-speed information 
has made Gen Y fashions more varied and faster changing.  Young consumers have 
shown that they will switch their loyalty in an instant to marketers that can get a head 
of the style curve (BusinessWeek). 
 
However, though it may seem as though the Gen Yers are indifferent about brands and 
switching between them, brands still have a tremendous affect on them for they want 
to share and exploit the brands’ emotional appeal.  They use the brands that they 
support as important forms of self-expression that communicate to peers exactly how 
they define themselves and how they want others to view them.  It is this emotional 
appeal, in contrast to appeal generated from taglines or functional attributes that drives 
the Gen Yer’s customer loyalty (Hogeboom). 
 
Gen Yers are also prone to switch brands because of their social values.  In its second 
annual survey of Gen Y buying habits, which queried online users age 12 to 17, 
Cone/Roper found in 2000 that 91 percent of today’s teen value companies and 
products that support good causes and 89 percent of teens would be likely to switch 
brands to one associated with a good cause. 

Response to Marketing 
The traditional advertising that works very well with boomers, ads that push a slogan 
and an image and a feeling, does not resonate with the younger consumers 
(BusinessWeek). Gen Yer’s fashion choices are driven by faddishness and rebellion.  
Having grown up in an even more media-saturated world than their parents, Gen Y 
responds to ads differently and they prefer to encounter those ads in different places. 
Many companies are handing out coupon books at concerts, ball games, any number of 
out of the way places, the idea being to make kids stumble onto the brand in 
unexpected places (Bensley and Whitney). 
 
Gen Yers have also become intensely skeptical towards brand advertisements and are 
turned off by brands that they feel are trying too hard to be ‘cool’.  Gen Yer respond 
best to humor, irony and unvarnished truth (BusinessWeek).  Hence, the best form of 
advertising for this generation is through recommendation and word of mouth.   
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Viral marketing has proven itself to be a popular and effective medium where lots of 
Gen Yer choices have come from peer-to-peer recommendations.    For example, 
Mountain Dew was not made popular by advertisement but by the Gen Yers 
themselves, passing the word about the drink to their peers (BussiessWeek). Many 
marketers have taken the grassroots approach, hawking their wares at places where 
teens gather and using teens to spread the world to their friends.  Obviously, with 
instant messaging, word gets around faster than a speeding bullet (Manning- 
Shcafffel). 

Events that Stimulate Purchase 
A survey of 2,574 U.S. consumers commissioned by nontraditional marketing agency 
Jack Morton reports (via Adrants and MediaBuyerPlanner) that Gen Y consumers 
prefer live marketing over TV and Internet advertising. 70 percent of 13- to 23-year 
olds surveyed said experiential marketing is extremely or very influential on their 
opinion of a product or brand. 65 percent said participating in an event would cause 
them to act more quickly to purchase a product. 76 percent said that participating in an 
event would make them more receptive to the brand or product's advertising, and 74 
percent said participating in a live marketing experience is something they would tell 
others about (MarketingVOX 2005).   Additionally, 34 percent of Gen Yers surveyed 
said a contest or promotion that presents them with some value would motivate them 
to act on the advertisement (MarketingVOX 2006).   
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 Brand Strategy 

Objectives 
 

 To change the target market from the baby-boomers and generation-X to 
generation-Y, 15 – 25 year olds 

 Brand Awareness - To increase brand awareness by 30 percent by the end of 
this campaign 

 Sales - To increase sales percentage by at least 7 percent by the end of this 
campaign  

 Brand Preference - To change consumer’s current perception of Levi’s and 
establish an emotional connection between the brand and the new  target market 

 Purchase Intent - To re-establish Levi Strauss jeans as the jeans of choice for 
American youth 

 To appeal to generation-Y by adopting a counter-culture image in the 
presentation of the brand and through the design of the new product 

 
 

Target Market Segmentation Strategy 
 
Based on the demographic analysis that was performed, we are certain that Gen Y is the 
best market to target in order to fulfill the brand objectives; to increase sales of Levi 
Strauss Jeans and also to return the Levi Strauss’ reputation as the leading jeans maker.  
Gen Y is a huge market that is triple the size of Gen X and because of the wide range in 
age, they will be consumers for a long time to come. Failure to attract this market would 
be a huge loss for the brand. 
 
The psychographic and behavioral analysis has revealed the facts about the behaviors, 
characters and preferences of Gen Y consumers.  The strategies that have been 
recognized to appeal to our target market are as the following: 

Create Emotional Connection to the Brand 
Gen Yers easily switch between brands based on the latest fashion or fad, but they can 
be loyal to brands that have values that match their own. Levis needs to appeal to this 
diverse group by encouraging them to define and be their own selves – to be confident, 
empowered and independent. However, Levis needs to be careful so that it does not 
seem as though they are trying too hard to be a ‘cool’ brand.  Because of the diverse 
personalities of this group, Levis should create a brand that emulates their many 
lifestyles.  Levis should look at Gen Y not as one market segment but as many market 
segments that each have their own characteristics but are all defined by their rebellious 
character.  It’s not about reaching the masses, it’s about building a community (Chico 
State: Inside). 
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Speak the Gen Y Language 
The psychographic analysis has shown that Gen Yers do not respond well to messages 
that try to push an idea or try to tell them what to think.  They are smart and informed 
consumers who prefer to make their own choices.  Messages to this group need to be 
direct because they naturally do not trust brand advertisements and tricky messages 
will only increase their distrust.  Levis’ advertisements should speak the Gen Y 
language; they should be humorous, sarcastic and straight to the point.  Gen Yers 
come across billions of messages each day and a way to break through this clutter and 
to attract them from their multi-tasking is to focus on graphics and the text would 
simply be supporting material. 

Viral and Grassroots Marketing 
It is clear by now that the only way to gain Gen Yers’ loyalty is to first gain their trust.  
Gen Yers do not trust anyone besides their peers thus viral marketing, or peer 
recommendation or simply word-of-mouth is the biggest factor for Gen Yers when 
choosing a brand.  Levis should work with student leaders or favorite faculty and 
family to build grassroots advertising.  Messages should be communicated at popular 
Gen Y hangouts, events and locations such as skateboarding parks and Xtreme games 
events. 

Exploit the Use of Technology 
The internet is Gen Yers’ main source of information. They spend most of their time 
surfing the internet for more information about an event, news or the product that they 
want to buy.  In fact, the internet is also a source of peer recommendations.  Hence, the 
internet should be made the hub around which all other media are connected.  Levis 
should build an interactive and interesting website that contains convenient 
information and updates on the product that will guide, influence and simplify the Gen 
Yers when making a decision.  It should be the main medium that connects Gen Y to 
the brand.  The internet should also encourage the building of a community that is 
devoted to the brand through sign-ups, and provide channels for self expression and 
channels that encourage emotional attachment to the brand.   
 
Brand advertisements should also be placed on sites that the Gen Yers frequent on the 
web and Gen Yers should be reminded of the brand even when they are not at the 
website through advertising in the email and text messaging.  No matter what method 
is used, the message needs to be short and direct.  
 
Gen Yers appreciate it when their views are considered important.  The Levis website 
could also be a medium where Gen Yers can post feedback and comments about the 
brand or its products.  This interactivity will make the Gen Yers feel important and 
will also help in future development of the brand. 

Support a Cause 
Gen Yers are more socially informed than the older generations.  They place a high 
importance on family and a community service and are highly involved in 
volunteerism and causes.  This is a public relation opportunity for Levis to appeal to 
this generation and also give back to the community.  Levis should try to recognize the 
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causes and ideas that are most popular on Gen Y campuses such as homelessness or 
environmental issues and take a stand to support these causes.  Some brands that have 
done this are Starbucks with their support for Earth Day and Nike for their cause 
against poverty and gender inequality in developing countries. 

Non-traditional Marketing 
Levis must try to keep Gen Yers’ attention and interest by investing in non-traditional 
marketing such as contests and promotions.  A radio station at Albany created a hunt 
called, “Hunt for the Million Dollar Fugitive”.  The ‘fugitive’ carries $15 Million with 
him/her and the listeners are supposed to find the fugitive based on clues that are given 
to them every hour or so.  Listeners are kept in tuned to the radio to wait for the next 
clue from the fugitive. 

Keep Up-to-Date 
Levis should catch up and keep the brand up-to-date with the latest trend and fad. 
Levis has failed to do this previously and this is what that caused them to lose market 
share.  One way of doing this is to employ ‘cool hunters’ or ‘street teams’ to find out 
what is hot among today’s youth. 

 

Brand Identity Statement 
 

“Whether rebellious, unique, distinctive, or expressive; Levi’s will help Gen Y to 
define and express their characteristics.” 

 
The brand identity statement is to tell consumers that Levi’s has revolutionized its 
image. The statement shows that the company understands the values that are most 
important to Generation Y.  We want to communicate to Gen Y that no matter who they 
are, Levi’s jeans can help them define and express their unique characteristics.  The 
brand is designed to fit into our target market and will create a bond between customers 
and company. 
 

Mantra 
 

Distinctive Individual Definition 
 
The brand mantra expresses the identity of Levi’s as a promoter of originality in style and 
character.  It is trying to express that Levi’s is for every individual from even the most 
diverse background and that is the kind of people we would like our Levi’s fans to be. 
The mantra affects not only our customers, but also businesses that sell Levi’s products, 
distributors that deliver the products, and others including shareholders and stakeholders. 
We need to ensure that everyone who is associated with our brand will possess these 
qualities. “Distinctive” is the benefit we want to bring out; “Individual” is who receives 
the benefits and “Definition” is our brand function. 
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 Integrated Marketing Communication (IMC) 
Campaign 

Objectives 
 

 To define and communicate new brand image 
 To increase brand awareness 
 To increase brand value 
 To resonate with Gen Y characteristics 

Target Audience 
 
Our communication efforts are targeted towards our target market, distributors, and other 
internal stakeholders. The copies will be slightly different between them, in terms of the 
use of words, tone of voice. However, though the message will differ depending on the 
target audience, the goals, beliefs, and values will remain the same and should be 
consistent and convincing. 

 

Campaign Strategy 
 
Consumers Strategy 

Gen Yers are not as driven by brands as the Baby Boomers or the Gen Xers.  
Naturally, they are rebellious, unique and expressive.  They love music and extreme 
sports; they honor friendship and constantly seek for information on the internet. Gen 
Yers are informed buyers, so they are realistic and they seek the truth.  This group 
does not like to be pushed or tricked into buying a product hence in accordance to this 
our campaigns will use the pull-strategy.  Additionally, we will not use our campaigns 
to sell the product but instead, we are trying to sell the lifestyle and image of the 
brand. This message will be tactically sent out to various media that have been 
recognized to appeal to Gen Y.  

Distribution Strategy 
The distribution channel will be approached to spread the new image of Levi’s.  We 
want the members of the distribution channel, the buyer, critiques, advisors and jeans 
makers, to fully understand the new image of Levi’s.  This group will be approached 
in a different way than the consumers.  Messages to this group will be more formal 
and through formal means such as public relations and official events, for example the 
fashion show in which we have planned to showcase our latest styles for Gen Y. 
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Internal Stakeholders Strategy 
Stakeholders play an important role in our brand.  They are Levi’s employees in all 
level, corporate governance, and shareholders. Although they might not be our 
target market, we would like them to be committed to the brand and help to deliver a 
positive image of the brand. It is important that the message that is passed to these 
stakeholders is consistent with the rest of our target audience.  Thus we will 
communicate with them by carrying the message frequently over our internal 
communication. 

Positioning Strategy 
The purpose of this campaign is to redefine our image and increase brand value as 
perceived by our consumers, distributors and internal stakeholders. We will maintain 
and publicize the core values of the Levi’s brand, Empathy, Orginality, Integrity and 
Courage, to match the character of our new target market.  We will take measures to 
add extra value and benefits to our distribution channel and create a sense of belonging 
in the brand for our stakeholders. Eventually, with strong support from our distribution 
channel and internal stakeholders, we expect these efforts to successfully give the 
brand a fashionable and expressive personality. 

 
 

Communication Strategy 

Consumers Broadcast Media Communication 
We would like to use television as the main vehicle for express promotion.  The goal 
of this medium is to increase awareness, touch the feelings and gain acceptability from 
Generation Y. We will also incorporate our public relation efforts with television to 
show the positive side of our brand and products. The television channel which will be 
selected will be the ones are the most popular among the youth. 
 
Our television strategy will include two 30-sec TV spots called, “Bam Alters His 
Jeans” and “Kelly Clarkson Alters Her Jeans”.  The first spot is targeted at the Gen Y 
male market, where it will feature Bam Margera, the famous skateboarder, who will 
do some cool tricks on his skateboard wearing Levi’s Jeans. He acts confident and 
stylish while performing the stunts, but suddenly he crashes into the wall and tears a 
part of his jeans. Then he shows a cynical smile and says, “Great, I just altered my 
jeans, man!” Finally the storyboard switches to the “Levi’s, Alter Your Jeans” slogan.  
The concept of this TV ad is to use celebrity influence to show the Gen Y that their 
idol makes Levi’s his choice of jeans.  Bam is also distinctive in his show “Viva la 
Bam” on MTV channel, in which he is well-known and widely accepted in our target 
market. His distinctive and expressive style is the role model of many supporters in 
Generation Y.  
 
The second spot is targeted at the female market.  This spot features a girl, Kelly 
Clarkson, who is riding her motorcycle freely on the road and wearing Levi’s jeans 
with black leather jacket.  She looks very appealing on the road and attracts the 
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attention of the people on the road. The girl finally stops in the front of a club, locks 
her motorcycle and takes off her jacket, showing off her a sexy clubbing top and 
Levi’s Jeans. Finally, she enters the club and starts dancing. The storyboard then 
switches to the slogan.  The motive of the ad is to portray the girl as an eye-catching 
yet audacious person, hence to show the bold and “dare to be different” attitude of the 
female generation Y market.  
 
The strategy is to close the gap between Levi’s and Generation Y by showing who we 
are and how we can fit in to their group as a brand. We choose to use different 
advertisements for the male and female market so to closely appeal to the two markets. 

Consumers Print Media Communication 
Our plan is to advertise in the magazines that the most Generation Y readers enjoy and 
subscribe to. We chose a music magazine Blender to target our male and female 
Generation Y music lovers. The ad will be featured in the March and August issue. 
March is the special edition style issue in August is the Music Awards issue.  By 
featuring our jeans in these special editions, we hope catch the most readers including 
non-subscribers, newsstand buyers, and borrowers. The one-page ad will reflect the 
male television ad, with Bam doing skateboard tricks on the stairs and the slogan 
“Alter Your Jeans” will be at the bottom of the ad.  
 
For our female market we will advertise in CosmoGirl and ElleGirl for high school 
students and in InStyle for the college students and working individuals. For both 
CosmoGirl and ElleGirl, we have planned to place 3 ads in each magazine. The ads in 
CosmoGirl, and ElleGirl, will be featured in March for the Spring Season issue, 
August for Fall issue, and November for holiday season issue. For InStyle, our spot 
will be featured in March for the ‘Best Beauty Buy’ issue and in November for the 
holiday season issue. 

Distributor Communication 
We will keep our distributors informed of our new products by sending them 
campaign so that they can put the posters up at their stores and help promote Levi’s 
jeans.  The way our distributors are important display our products is important 
because it will affect our sales and availability of our jeans to the customers.  We will 
take incentives so that our products are displayed at a good area in the stores and that 
the sales people themselves promote our product.  
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 Media Plan 
 
Our media mix is comprised of the traditional vehicles, which are magazines, television, 
internet advertising and public relations and will focus more on the contemporary 
vehicles such as digital marketing, event marketing and viral marketing.  In addition, all 
these vehicles will point the consumers to our website which will contain all kinds of 
information and updates about the brand.  In order not to suffocate our target market with 
too many advertisements, our campaigns will use the pull and pulsing strategy. This 
campaign is planned for execution beginning January of 2007 and will span for one year. 
 

Internet

TV

Magazines

Billboards

Public 
Relations

Viral Marketing

Internet

TV

Magazines

Billboards

Public 
Relations

Viral Marketing

 

Broadcast Media 

Television 
The television is the only broadcast media which we will use for this campaign as we 
do not feel that the radio is an effective marketing vehicle for our product.  Not many 
of the Gen Yers listen to the regular FM radio.  Most of them have their own music 
(from their MP3 players or iPods) or listen to satellite broadcasts that have no 
advertisements.  The television is one of the easiest and fastest ways to attractively 
inform Gen Yers of Levis’ new image and also in the future, to remind them of the 
brand.  From our psychographic research we found that most Gen Yers spend their 
time online, but Gen Yers are multi-taskers, and in a study that was conducted early 
this year, it was found that 66 percent of Gen Yers watch TV while they were online 
(“Gen Y Feels the Need for Speed”).  Hence, this vehicle fits perfectly in our media 
mix model where the television is in the primary layer of marketing vehicles that will 
trigger the interest of the consumers to the secondary layer that has the most 
information, the ‘Alter Your Jenes’ website. 
 
The television programs that we have chosen to advertise in are The Simpsons on 
FOX, American Idol Finale on FOX, America’s Top Model on UPN and several MTV 
special edition shows; MTV Spring Break Special, MTV Video Music Awards, MTV 
Music Awards and MTV Spakin’ New Music Week.  These programs were chosen 
based on popularity and the number of viewers, illustrated in the table below: 
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 FOX UPN 
(based on America’s Next Top Model) MTV 

Reach 
(viewership) 1.1 million 5.3 million 88.7 million 

Source: FOX – Fox Time Warner Cable Profile; UPN – “UPN's 'America's Next Top 
Model 6' delivers record premiere ratings”; MTV – MTV Time Warner Cable Profile. 
 

Our spots will run according to our pulsing strategy where ads will be concentrated 
during at the first and fourth quarter of the year.  Nonetheless, there are also some 
advertisements throughout the rest of the year to remind consumers of the product.  
Our ads will run during prime time shows to reach the most Gen Y viewers.  During 
our concert tour, we will advertise the tour on local tv, at the area where the concert 
will be held.  

 

  FOX UPN MTV 
(National) 

MTV 
(Local) 

January   
February   

1st
 Q

ua
rt

er
 

March 
MTV’s 
Spring 
Break 

 

April 

The 
Simpsons 

America’s Top 
Model 

  
May     

2nd
 Q

ua
rt

er
 

June American 
Idol   Finale  

MTV Video 
Music 

Awards 
 

July    

August   
MTV 
Music 

Awards 

Levis’ 
Concert 
Tour Ad 

3rd
 Q

ua
rt

er
 

September   
October   

November 

The 
Simpsons 

America’s Top 
Model Spankin’ 

New Music 
Week 

 

4th
 Q

ua
rt

er
 

December     
 

Theater 
Going to the theater is a social event for the Gen Y and they usually go with friends. 
Recognizing this opportunity, we will also place trailer slides in theaters so we will 
have their attention for the first 15 minutes before the show starts to advertise or 
brand. 
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Print Media & Outdoor Advertising 
 
Print media will consist of print ads in magazines and also billboard ads.  Our magazine 
advertisements serve the purpose to introduce new fashion designs, to create brand 
awareness, to spark interest and enquiries about the campaign and to lead readers to the 
website. 
 

Magazine 
The magazines which we will advertise in are CosmoGirl, ElleGirl, InStyle, and 
Blender.  We have focused on more female magazines because we recognize females 
as more frequent apparel shoppers.  The circulation of these magazines are illustrated 
in the table below: 

 

 CosmoGirl 
(female) 

ElleGirl 
(female) 

InStyle 
(female) 

Blender 
(mostly male) 

Paid 
Circulation 0.1 million 0.5 million 

(average) 1.7 million 0.2 million 

Source: CosmoGirl – “Would you want your teenage daughter to read this? No way, says 
outraged Geldof”; ElleGirl – Hachette Filipacchi Media; InStyle - Media Distribution 
Services; Blender – ADWEEK 2002. 
 

The print media also uses the pulsing strategy and the advertisement will be featured 
in the special editions of these magazines.   

 
 CosmoGirl ElleGirl InStyle Blender 
January     
February     
March     1 Full Page 
April 1 Full Page 1 Full Page 1 Full Page  
May     
June     
July     
August 1 Full Page 1 Full Page   
September    1 Full Page 
October     
November 1 Full Page 1 Full Page 1 Full Page  
December     

 

Billboards 
Our research tells us that Gen Yers respond positively to advertisements that they see 
at unexpected places.  Furthermore, we expect a significant number of our target 
market to have their own transportation and like to travel.  We have included billboard 
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advertisements as part of the strategy to reach the target market in a different way and 
when they least expect it. 

Digital Media 
 
The internet will be the hub of communication between the company and the consumer to 
communicate the latest information, to remind and keep consumers interested in the 
brand and product, and to provide assistance to help consumers in their decision making 
process.  Consumers will be able to sign up as a member of the “Alter Your Jeans” 
website where they will be saved in the Levi’s database.  They will receive special 
incentives for Levi’s concerts and other promotional event’s.  These members are also a 
source of information for the company to find out about the latest fashion and trend.  
They can also later become the Levi’s guinea pigs for their new fashion designs.  The 
website will also include an e-commerce site to enable online shopping.  To keep 
consumers entertained while on the site, we will also have some promotional games and 
downloadable items such as ring tones, desktop wallpapers, screen savers and AIM icons. 
 
An extension to the website would be a monthly electronic newsletter to the consumer 
which will contain the latest information about Levi’s fashion and events and 
occasionally some coupons and other purchase incentives. 
 

Event Marketing 

‘Alter Your Jeans’ Stone Wash Contest 
This is a contest for consumers to customize the stone wash on their jeans and send it 
in to Levi’s.  The winner will receive 5 tickets to the Levi’s concert and some 
spending money while on the trip. This effort is directly connected with the ‘Alter 
Your Jeans’ campaign because it allows consumers to be themselves through the stone 
wash designs that they make. It also creates an activity for consumers to be involved 
with and creates an emotional relationship between the brand and the consumer. 

Celebrity Concert Tour 
This is an annual event for Levi’s to get its consumers together and make a good 
impression of the brand.  This concert will feature artists that are popular among the 
Gen Yers and it will be targeted towards both male and female. 

Xtreme Games Event Sponsorship 
We recognize that our target market is very active in Xtreme games such as Paintball 
and Skateboarding.  In the effort to create an emotional connection, we would like to 
be where our target market is, so we will allocate some amount of the budget annually 
to sponsor some Xtreme Games events. 

Fashion Show 
Levi’s will participate annually in fashion shows as part of the public relations effort 
to expose the brand and its new image to professionals in the apparel industry, such as 
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fashion writers, fashion advisors, fashion critiques and buyers.  These are the trend-
setters and most consumers would follow their recommendations.  So we want to 
expose our product to these professionals so that we will receive good reviews and 
will be in the recommended purchase list of their publications. 

Viral Marketing 
 
Gen Yers look to their peers more than the media for advice in fashion in trend – they are 
their own trendsetters. Also because of their distrust towards the media, we will extend 
our marketing effort to blogs and discussion boards, a trend which is popular among Gen 
Yers.   
 
We will place some of our own Levi’s trendsetters in discussion boards to provide advice 
on the latest fashion and will be an arena for fellow jeans customizers to share their 
creations.  The blogs will contain fashion tips, stone wash techniques and it will be a 
place for the Levi’s customers to share their experiences while wearing their Levi’s jeans.  
This is a more down-to-earth effort in order to get emotionally closer to our target 
market. 
 

Public Relations 
 
The objective of our public relation effort is to increase knowledge and generate 
involvement of the Levi’s Brand through use of employee relations, published articles, 
media news, and talk shows.  It is expected that the brand name remain positive 
throughout the campaign and resonate with the target audience and perhaps other market 
groups. 
 
At the commencement of the IMC plan it is imperative that all employees of the Levi’s 
company adopt the brand image that will be promoted in the coming years.  In order to 
relate the IMC plan to all employees, a letter to will be written that explains the plan and 
what it will mean to employees in terms of benefits, longevity of employment with the 
company, and mutual loyalty.  An involvement session will follow by having the 
marketing team travel to each location.  The schedule will engage employees at each 
facility for a four hour session.    
 
In the second month of our campaign, a pitch to the editor of InStyle Magazine will be 
used to promote Levi’s for an approaching trade show.  Ideally the article will appear in 
the magazine in a month’s time.  The general idea is to tell the readers what Levi’s is 
doing to bring about new designs, maintain low prices, adapt to the current culture and 
better acclimate to the internet.   
 
In May, another public relations pitch will be presented to MTV news to relate the results 
of the fashion show.  The news will confirm that Levi’s will be using high-profile 
designers to custom tailor jeans for teenage girls going back to school in the fall.   
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Finally, a pitch will be made to Total Request Live (TRL) on MTV for a Levi’s 
involvement session on the show.  For the expected ‘buzz’ that will be created with the 
‘alter your Genes’ campaign, a member of the public relations staff for Levi’s will be 
asked to appear on TRL.  The VJs of the show will give a live demonstration of how the 
new measuring nylons product interfaces with the ‘My Virtual Model’ on the Levi’s 
website will work.  The following are pitch letters: 
 
 
 

 
 

January 1, 2007 

All Staff & employees 
Levi’s Strauss & Company 
 
Dear employee, 
 
Recently, Levi’s has contracted with a reputable marketing company to promote the 
Levi’s brand.  The idea is to promote a brand image that will resonate with the 
younger generation (Generation Y).  What this means to you is employment with a 
company you can be proud of and that will reciprocate with better benefits to you. 
 
We would like you to be involved in this exciting development for Levi’s.  Therefore, 
in the month of February we will be scheduling trips to the factories in order have you 
better understand what we are planning.  You are required to attend a paid four-hour 
marketing promotions seminar.   
 
Schedules will soon follow on when we plan to visit your location.  
 
Thank you, 
 
The Levi Strauss Marketing Team 
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Other Marketing Activities 

Alter Your Jeans 
 
We have identified a segment of the market in which we would like to focus with a 
campaign called “Alter Your Genes”.  This is the market of young urban woman from the 
age of fifteen to twenty-five within the ‘bootstrapper’ segment in the United States.   
Bootstrappers are attracted by messages that portray aspirations and possibilities for 
products and their uses. Their driving principles include achievement, optimism, and 
power and they have been identified as the “most dreamy and childlike” (Solomon, 141). 
This ties in to our overall identity statement of being expressive as an individual through 
their distinctive measurements.   
 

February 2, 2007 
 
Karen Johnston 
Senior Editor 
InStyle Magazine 
 
Dear Ms. Johnston, 
 
The west was won—yet the virtual remains unconquered.   
 
The idea for this pitch is to relate to your readers what our client, Levi Strauss & 
Company, intends to reveal for the up-coming fashion show and how it will be trendy 
and in style for the immediate future.   
 
After having materially served the industrial revolution, Levi’s intends to position 
itself as a forthcoming revolutionary company.  In 1991, they became the first 
worldwide company to establish a comprehensive ethical code of conduct for 
manufacturing and finishing contractors working with the company.  For the past four 
years, they have been ranked as one of "America's 50 Best Companies for Minorities" 
by Fortune Magazine.  This is the foundation on which they intend to be original with 
respect to the internet.   
 
Hence, the fashion show this spring will reveal Levi’s character, values and vision.   
For a quick review of these attributes: http://www.levistrauss.com/responsibility/  
 
Thank you for your consideration, 
 
The Levi Strauss Marketing team  
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The concept is to have Levi Strauss create a temporary licensing agreement with the 
personal apparel designers for Kelly Clarkson.  These celebrities are chosen as endorsers 
because they have a popular image that ‘matches up’ (Solomon, 263) with the desire of 
the target audience.  They each represent the cultural demographic of the target market.  
It is expected that these celebrity sources will be able to convey a dominant message that 
will be accepted by the target audience.   
 
In addition, Linda Thaler informs us that people have a complex need to feel pampered 
(Thaler and Koval). Moreover, a vice president of programming for Channel One 
communications explained that "when it comes to traditional media, teen girls today want 
it interactive and responsive" (Wells, 282).  Therefore, using this information, it is 
recommended that Levi’s develop a strategy to address the target audience of young 
women with the “Alter Your Genes” campaign to reach the objective. 
 
For a full page display in Cosmopolitan girl and Elle girl the letter reads: 

 
 
This allows the target audience to interact with apparel designers.  Girls are invited to 
interact with these famous designers and get their dream jeans for a limited time.  The 
designers agree to respond to requests via the internet for designing jeans for the young 
females who are so targeted.  The persuasive aspect of the message is to use scarcity of 
time to arouse a sense of urgency (Solomon, 254). 
 
“Online orders can be shipped to the customer directly from the manufacturer.  To entice 
customers further, some online retailers are offering to pay the shipping costs” 
(Mangalindan).  However, due to the opportunities of oversea manufacturing (see another 
portion of IMC having to do with international distribution opportunities), the initial 
delivery of jeans will involve time estimated to be two to three weeks in length.  For a 

Dear Fans, 
 
 We would like to take this opportunity to make you feel special.  We are granting 
you access to our very own designers who will pander to your very wishes.  For a limited time 
they will give you a custom fit for jeans this school year, yet with memories to last a lifetime.  
Ready?  
 All you need to do is go to the Levi's website to talk to your designer.  Give him 
your measurements!  Then in a few short weeks you will be ready for school with your new 
customized look.  In advance of delivery, you will receive a gift for your participation. 
 The gift is a special measurement tool that will be issued while supplies last.  It is 
called the “measuring nylon” that will allow you to interact with your very own virtual model 
for designer fits in the future.  Doesn't that sound wonderful! 
   
We are very happy to be part of your lives as you are part of ours. 
 
Love, 
 
Kelly Clarkson 
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limited time, those who order will receive an adjustable garment that takes measurements 
when expanded like a spandex or nylon.   
 
Typically, while women enjoy their shopping experience, fitting into the right clothing is 
an arduous task.  Expensive laser technology has made an attempt to measure apparel 
buyers to better fit into clothing.  Meanwhile, in addition to the traditional shopping 
experience, both women and men are increasing their purchase for apparel with e-
commerce.  Computer model images are beginning to appear on many apparel sites to 
assist customers with their shopping; however, none are integrated to measure each 
individual in a custom way. 
 
Given the above circumstances, Levi’s Brand has an opportunity to create a measuring 
device, called the ‘measuring nylons,’ that will allow consumers to interact with a 
computer model image on the Levi’s Company web site.  This will allow consumers to 
input exact body measurement for a correspondingly exact computer model image.  The 
measurements taken from the ‘measuring nylons’ correspond to 'My Virtual Model'™ 
(“The 3D Interface: online shopping gets real with My Virtual Model”) on the Levi's 
internet site.  A virtual ‘fitting room’ will then allow consumers to try all of the Levi’s 
Brand products as well as the products of the designers who will be used to assist in 
initially marketing the target consumer 
.   
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 Budget 
 
In keeping with our objective, it is our desire to raise the awareness of the Levi’s Brand 
while maintaining a cost-effective budget by using the following spots:   
 
We spoke with Pam Atkinson, media director of Crosby Marketing, in relation to 
billboard advertising in the Baltimore area.  For the reach and frequency of our campaign, 
she recommended a mix of outdoor advertising in order to properly expose the brand, and 
our a small portion of our proposal includes her recommendation.  The spots of exposure 
we wish to propose the following in the 50 largest cities of the United States (“Top 50 
Cities in the U.S. by Population and Rank”). 
 
For the interstate highways we plan to place 4 billboards in high travel areas at an 
estimated cost of $10,000 each per month.  At the same time 50 30-sheet panels will be 
placed in low travel areas at a cost of $800 each per month.  With a package purchase, it 
is customary to receive a discount.  We estimate the discount to be twenty percent. 
 
In 50 cities we would also like to propose an advertising slide be played in the movie 
theatres 0-10 minute before the movie start time.  The cost is $39 per screen per month 
(“On Screen Advertising”).  We estimate the average city in our target to have at least 3 
theatres for movie exposure. Typically a theatre has 10 screens therefore we estimate the 
cost to be $1170 per month. 
 
To complete our advertising exposure on a per city basis, we would like to propose that 
in 50 cities—mall displays be placed.  These are sold in packages of 8 displays for $5,500 
per month (Billboard Source).  The eight displays will be distributed throughout the 
Malls of a city.  
 

Billboard Ads 
$64,000  X 12   months  = $     768,000 
$1170    X 12   months  = $       14,040 
$5,500    X 12   months  =     $       66,000 
Total for city                 = $     848,040 

 
For 50 cities    = $42,402,000 

 
In addition to our exposure in outdoor advertising in 50 cities, we propose advertising 
spots in magazines and television at the following costs:  
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Print Ad 
Cosmogirl 2 month rate (2cd cover) $     126,980 
Ellegirl 2 month rate    $       93,300 
Blender 2 month rate   $     142,300 
InStyle  2 month rate:   $     109,800 

          Total            $     472,380 
 
 

TV Ad 
American Idol Finale, X2   $  2,500,000 
Simpsons    $  8,858,200 
America’s Next Top Model  $  1,620,294 

              MTV 
 Video Music Awards  $   2,300,000 
 Spring Break   $   2,000,000 
 Music Awards   $   2,000,000 
 Spankin’ Music Week  $   2,000,000 

        Estimated Total Cost           $ 21,278,494 
 
Estimate on production, photography, layout, creative work, etc. will be included at 10 to 
20% of spot costs.  A range of $550,000 to $1,100,000 is expected for these costs. 
 
Aside from spot and productions, other costs related to the IMC plan will include public 
relations, Xtreme games event sponsorship costs and costs associated with the contest. 
 
Costs associated with public relations will include airfare for public relations specialists 
to travel to 50 Levi’s retail store outlets to relate the brand message.  At an average flight 
cost of $400 round trip, 50 trips will be equivalent to $20,000.  $10,000 will be allocated 
for the sponsorship of the Xtreme games event.  This allocation is expected to be towards 
sponsorship of prizes and attire. 
 
Promoting a contest is relatively inexpensive at $50 to $500 
(http://www.worth1000.com/popup.asp?popsearch=100%20credits). The prize money, 
however, should be sufficient enough to draw many entrants: 
 
1st prize winner: 5 backstage passes to a Levi’s sponsored concert including hotel, airfare 

and $5,000 spending money.  
 
5 rooms at  Marriott Hotels Inc.:  $750 
 
Airfare:  $2,500 
 
10 2cd place prizes:  2 tickets to a Levi’s sponsored concert in any city.   
 
Total cost estimates is expected to range between $79,882,048 and $80,432,498. 
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 Evaluation 
 
This campaign will be evaluated in three stages, pre-testing, concurrent testing and post-
testing, based on these attributes: 

 Brand awareness 
 Message association 
 Brand preference 
 Purchase intent 
 Sales 

 
Pre-test 
Before executing the campaign, we will gather quantitative data on the number of people 
in our target market who are familiar with the Levi brand, the number of people in the 
target market who purchase Levi’s jeans, and quantitative analysis on the perception of 
the target market on the brand. 
 
We will also conduct focus groups to test our slogan and ads.  We would like to see if the 
slogan appeals to the focus group, if the focus group can recall the name of the brand 
after the advertisement, if they understand the message, if their perceptions on the brand 
changed and if they are enticed to purchase the product or to know more about the brand 
after viewing the advertisements. 

Concurrent Test 
While the campaign is in progress, we will closely monitor the responses that we receive 
from each of our media vehicles.  These include web hits, concert attendance, speed of 
concert ticket sales and coupon redemption.  We will also monitor how many people can 
remember seeing our ads after viewing them. 
 
Post-test 
At the end of the campaign, we will conduct a survey similar to the pre-test and compare 
the results to the results of the pre-test.  We will measure which gave the most responses 
and if our coupons managed to attract some sales.  Most importantly, we will measure if 
we managed to achieve our objective to increase sales by 7 percent and to increase brand 
awareness by 30 percent.  Based on these results, we will re-evaluate the strategy and 
media mix for our next campaign. 
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 Appendix 

Magazine Pitch Letter 
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Magazine Ad – Male 
 

 



Levi Strauss & Co.  Alter Your Jeans 

  37 

Magazine Ad – Female 
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Billboard Ad 
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Website – Male 

 
 

Website – Female 
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TV Ad – Male 
 

Visual  Audio 
   

Scene 1:A 
pair of Levi’s 
jeans with an 
invisible 
person 
wearing them 
walks up to a 
skateboard in 
the middle of 
a city and 
starts to ride 
the skateboard 
down the 
sidewalk. 

 

 

Music: 
NOFX- 
seeing 
double at 
triple 

   
Scene 2:The 
jeans 
aggressively 
start doing a 
couple 
difficult tricks 
on the 
skateboard 
throughout 
the city while 
the camera 
shot follows. 

  

SFX:  
Skateboard 
doing tricks 
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Scene 3:The 
jeans crash 
while doing a 
rail slide and 
scuff the 
cement.   
 

 

SFX:  
Skateboard 
crashing 
 

   
Scene 4:The 
screen 
immediately 
goes black, 
red and white 
text scatter all 
across the 
screen reading 
“Alter Your 
Genes” 
 

 

 

   
Scene 5: The 
screen cuts 
back into the 
city and the 
jeans 
immediately 
get back up 
and appear 
“uninjured, 
yet a little 
scuffed”.  The 
jeans start to 
walk to the 
skateboard 
and start 
riding again. 
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Scene 6:The jeans 
ride toward the 
camera and the rider 
wearing the jeans 
starts to fade in.  The 
rider is Bam Margera.  
Bam rides right up to 
the camera, smiles 
and gives the gnarly 
sign with his hands. 
 

 

 

SFX:  
Skateboard 
crashing 
 
Bam: 
“Whoa, I 
Just 
Altered 
My Genes 
Man!!” 
 

   
Scene 7:The screen 
goes black again and 
red text reads “Alter 
Your Genes” 
 

 

 

 

   
Scene 8: Then white 
text flashes “Want to 
know how?” 
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Scene 9: Then blue 
text flashes “Find out 
at 
AlterYourGenes.com” 
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TV Ad – Female 
 

Visual  Audio 
   

Scene 1: A 
person wearing 
Levi’s jeans, a 
helmet, and 
leather jacket is 
riding a 
motorcycle 
through the 
mountains.  
The rider 
comes from 
around a turn 
and rides past 
the camera 
around another 
turn 

 

 

MUSIC: Kelly 
Clarkson – 
Walk Away 
 
SFX:  
Motorcycle 
noises 
 

   
Scene 2: The 
camera is 
following the 
rider as she 
carves a couple 
of back to back 
sharp turns 
dragging her 
knees, 
scrapping her 
jeans. 
 

 

 
 

SFX:  
Motorcycle 
noises 
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Scene 3:The 
camera 
follows the 
rider as she 
starts to enter 
a city 

 

 
 

SFX:  
Motorcycle 
noises 
 

   
Scene 4:  She 
rides up to a 
red light and 
stops.  People 
on the 
sidewalk stare 
at her in awe.  
She remains 
looking ahead 
appearing to 
have a “cool” 
image.  The 
light turns 
green and she 
starts to ride 
forward. 
 

 

 

SFX:  
Motorcycle 
stopping noise 
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Scene 5:  The 
rider pulls up 
to the front of 
a club and 
parks her 
bike.  Guys 
and girls 
outside notice 
her as she 
takes her 
helmet off, 
and gets off 
the bike.  It’s 
Kelly 
Clarkson!  
She takes her 
jacket off and 
she’s wearing 
a good 
looking outfit 
for the club.  
Guys and girls 
are staring at 
her. 

 
 

 

 

   
Scene 6:As 
the people 
outside the 
club are 
looking at her, 
she leaves her 
gear on the 
bike.  A few 
friends notice 
her and they 
enter the club 
together. 
 

 
 

 

 
Friends: Hey 
Kelly! 
Kelly: Hey 
guys! 
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Scene 7:  The screen 
flashes black with 
club lights flashing 
and red text reads 
“Alter Your Genes” 
 

 

 
 

 

   
Scene 8:Then white 
text flashes “Want to 
know how?” 
 

 

 
 

 

   
Scene 9:Then blue 
text flashes “Find out 
at 
AlterYourGenes.com” 
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