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EXECUTIVE SUMMARY

     This creative plan outlines objectives, strategies, and tactics to support the soon-to-be launched Knock Mock Crocs Summer Tour.  The tour is being undertaken to promote authentic Crocs shoes versus knock off competition.  Each tour stop will allow consumers to directly engage with our products and learn of their durability, unique qualities, and superiority over generic competitors.  

     This plan begins with background on our brand and is followed by a situational analysis to help focus on where we have come from and where we hope to go with this campaign as well as others in the future.  It then presents a “day-in-the-life” overview of the target audience for the Knock Mock Crocs Summer Tour.  The targets are specifically younger mothers between the ages of 32-42 who enjoy planning family vacations, boating/touring, relaxing, and having fun with the family.
     The creative brief portion of the plan presents guidelines for use in the creation of Tour support advertising in a variety of mediums.  They include print, radio, and television.  Appendix A at the end of this plan includes actual ad samples.  
     Immediately following the creative brief and guidelines section, information about a sales promotion that supplements the live Tour is included along with the direct mail letter that will be used to engage consumers.  An overview of return on investment analysis for the sales promotion is included.  
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CROCS, INC. BRAND BACKGROUND

COMPANY INTRODUCTION AND HISTORY

     Crocs, Inc. was started after friends Scott Seamans, George Boedecker, and Lyndon “Duke” Hanson, all from Boulder, CO, took a boating trip to the Caribbean in 2002.  All were in search of the next great business idea.  According to McLean (2006), Seamans brought along a pair of clogs and noted that, despite their “ugly” looks, they felt like he was “walking on Nerf balls” every time he wore them.  

     The shoes were invented by Canadian company Foam Creations using a special process that injects a special foam resin into a mold.  McLean (2006) went on to report that the resin, known as Croslite, is unique in that it is cool, lightweight, slip- and smell-resistant, and closed celled, meaning that bacteria cannot take root as it can in other similar footwear.    

     The unusual looks and properties of the clogs prompted the trio to strike a U.S. licensing deal with Foam Creations to carry the shoes.  Duke Hanson felt that the clogs needed a more compelling name than Foam Creations to help them catch on.  He had a fondness for crocodiles because of their efficient movements on both land and in water, their longevity, and because they have no known predators.  Then he noticed that, when viewed from the side, the clogs actually looked similar to the snout of a crocodile.  The new name for the clogs, Crocs, was born.  

     Crocs debuted at a boating tradeshow in 2002 and were an instant hit.  Crocs, Inc. later acquired Foam Creations in June 2004.  The company went public in February 2006 and is now valued at more than $1 billion.  As shown in Table 1, Hoovers.com (2007) reports 
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that the company had over $354 million in sales in 2006 and experienced nearly 280% growth since 2005. 

Key Numbers

	Fiscal Year-End
	December

	2006 Sales (mil.)
	$354.7

	1-Year Sales Growth
	226.7%

	2006 Net Income (mil.)
	$64.4

	1-Year Net Income Growth
	279.6%

	2005 Employees 
	1,130

	1-Year Employee Growth
	334.6%


Table 1, Hoovers.com (2007).
     Anderson (2006) reported that the company is moving into the future with the mantra of “thinking bigger than you are.”

TARGET AUDIENCE DEMOGRAPHICS AND PSYCHOGRAPHICS

     CEO Ron Snyder said in an interview with Perkins (2007) that the secret of Crocs’ success is that their demographic “is the largest of any shoe ever.”  Essentially, there are Crocs for everyone, from toddlers to grandmas.  More specifically, sales are most robust among the under-18 and over-30 crowds, according to Hoovers.com (2007).  Originally used in spas, the clogs have also become popular among those who spend large amounts of time on their feet.  Perkins (2007) noted that Crocs have become a staple among doctors, nurses, teachers and gardeners, among others.  Since the clogs dry quickly and are rugged, they have also become popular among fishermen, boaters, and outdoor enthusiasts.  

     Other target audiences include those who have foot problems that require medical attention.  With the launch of Crocs RX, the company is targeting diabetics with poor 
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circulation and patients with back and foot problems, according to Alsever.  The company offers three varieties of Crocs RX shoes as well as socks.
MARKETING ACTIVITY

     Crocs, Inc. has used a variety of integrated marketing communications to remain competitive and grow sales.  They include the following:

Word-of-Mouth:  Since the company’s earliest days, word-of-mouth marketing, from doctors to teachers to moms, has helps Crocs generate a loyal following.  For example, the blog “Learned on Women” (2007) declared “The Crocs Secret: Admittedly Ugly, But You’ve Got to Have a Pair!”  Such actual and virtual, online word-of-mouth marketing even had CEO Ron Snyder declaring “I thought I’d work a few hours a day…I thought it would be restful…then we saw how fast sales were accelerating on mere word-of-mouth marketing” as reported in an interview with Anderson (2006).  

Pricing:  Pricing of Crocs products has been consistent, even as a variety of styles have emerged.  The brand/cost association remains appealing to consumers.  As featured on Crocs.com (2007), the shoes and products sold are within the $30 to $80 range, with the most common style and colors competitively priced at $30.  This helps to keep the shoes affordable, but not “cheap” in the minds of consumers, as noted by Alsevere (2007).

Crocs RX:  This initiative, which includes shoes and products targeted toward diabetics and others with foot ailments, focuses marketing on doctors, according to Alsevere (2007).  These professionals are most likely to prescribe Crocs as part of medical treatment.
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Logo/font/mascot:  Crocs has distinguished its lines of shoes and other branded merchandise using their mascot Duke the Crocodile.  They also consistently use their

lowercase font on products.  The black and white croc logo is also distinctive and easily recognizable.  

Online:  Through Crocs.com and a variety of partners, the company has enabled the ability for consumers to order their products from anywhere in the world.  Since pricing is consistent whether buying online or in brick-and-mortar stores, consumers know they are getting a fair deal.  

Licensing:  Crocs, Inc. has entered into a variety of licensing agreements to further popularize its products and tie them in with movies and other forms of media.  For example, Mattson (2007) announced that the company has entered into agreements with celebrity chef Bistro Mario Batali, Marvel Comics, Nickelodeon and Spongebob Squarepants to offer themed shoes.  A new printing process was also recently introduced that has allowed for colorfully designed Pirates of the Caribbean clogs that were unveiled as part of a licensing deal with Disney.  Sports licensing of NFL, NHL, AVP, and college teams have also been introduced. 
Celebrity endorsements:  Anderson (2006) reported that celebrities from Al Pacino to Faith Hill have been seen wearing clogs and providing testimonials to their comfort.  

Manufacturing and Distribution channels:  To market shoes and products more efficiently, Crocs, Inc. has a wide distribution network that Hoovers.com reports as being 11,000 U.S. shops, like Nordstrom, Whole Foods, and specialty stores.  The shoes are also sold in over 80 countries.  CEO Ron Snyder also made the company better equipped 
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to respond to demand by adding manufacturing operations in Italy, Mexico, China, and Romania, according to Anderson (2006).  Because of such expansion, Crocs is able to turn popular inventory over many times during a season.  As noted by Alsever, if lime-green Athens shoes are hot in mid-June, the company is able to make more in two to four weeks.  This helps from a customer service perspective as well, as customers remain happy and can find what they are looking for when they want it.  
Sponsorships:  Crocs.com (2007) reports that the company is currently in its second year of a three year sponsorship of the Association of Volleyball Professionals.  The company is also involved with several marathons and running events and Outside’s “Stay 30 Forever” tour.  
Trade Shows:  Crocs, Inc. continues to have a presence at many trade shows throughout each year.  Such events as the Fashion Footwear Association of New York (FFANY) allow the company to debut new lines of products and announce new acquisitions and partnerships to large, targeted audiences.
COMMUNITY INVOLVEMENT

     The Community Involvement section of Crocs.com (2007) details how the company works with disaster relief and humanitarian partners like the Brother’s Brother Foundation.  Crocs, Inc. provides shoes to medical providers and those in need in countries like Indonesia, Jordan, and Nicaragua. 
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CROCS, INC. SITUATIONAL ANALYSIS
Market Situation:  The target markets for Crocs, Inc. products remains robust.  According to Watson (2007), non-North American sales already represent 32% of the company’s total revenue, leaving plenty of growth opportunity in all parts of the world, including North America.  The company also enjoys a wide range of targeted consumers, from gardeners to grandmothers.  

      The products have also become popular among those who spend large amounts   

of time on their feet.  Because of this, there is great potential for the market to remain strong in both the U.S. and abroad.  According to Nelson (2007), there are 918,000 physicians in the United States.  Additionally, the Census Bureau (2007) reports that there are 2.4 million registered nurses in the U.S. and 6.2 million teachers.  Hansen (2001) added that there are approximately 67 million gardeners in the U.S.  

     After adding these figures, there are a total of over 76 million potential consumers from these groups alone.  If restaurant workers, moms, grandmothers, boaters, outdoor enthusiasts, children, and other global consumers are then included, the target market has even more explosive potential because it is all-encompassing.  If just 10% of the nurses, doctors, teachers, and gardeners in the U.S. purchased a Crocs, Inc. product that retails for $29.99, the revenue generated would surpass $227 million.  This is great news, considering that total revenue in 2006 was $354.7 million, according to Hoovers.com (2007).
Product Situation:  Crocs, Inc. has made significant strides to move their product line beyond the classic, colorful Croslite clog that brought the company its first accolades. 
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Crocs, Inc. has entered into a variety of licensing agreements to further popularize its products and tie them in with movies and other forms of media.  For example, Mattson (2007) announced that the company has entered into agreements with celebrity chef Bistro Mario Batali, Marvel Comics, Nickelodeon and Spongebob Squarepants to offer themed shoes.  A new printing process was also recently introduced that has allowed for colorfully designed Pirates of the Caribbean clogs that were unveiled as part of a licensing deal with Disney.  Sports licensing of NFL, NHL, AVP, and college teams have also been introduced.   
     Reuters (2007) also reports that the company’s wholly owned subsidiary, Foam Creations, manufactures spa pillows for the home spa market, seats and pads for use in kayaks and canoes, and scuba diving fins.  All of these extensions incorporate the proprietary Croslite resin, but are not marketed under the Crocs brand name.  Watson (2007) notes that Croslite could replace foam, couch cushions, and life-saving devices such as life jackets.  He also noted that Croslite’s superior impact resistance could allow it to replace modern hockey and football equipment with a much lighter and thinner material. In addition, with the purchases of the Italian EVA (Ethylene Vinyl Acetate) maker EXO Italia and Fury (the hockey equipment maker), Crocs is paving the way in the future for additional products, which could include the combination of multiple materials in an effort to make their product stronger, more durable and perhaps better looking.

     According to Watson (2007), Crocs, Inc. product lines are continuously expanding, and can easily be adapted to meet the constantly evolving customer demands. Since the 
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process of making the Crocs is much like that of injection molding, the costs of producing the shoes or accessories are significantly lower than any shoe or apparel company; and should remain relatively steady for years to come. 
     As cited previously, Hoovers.com (2007) reported overall sales in 2006 of over $354 million.  As of 2006, according to Watson (2007), Crocs, Inc. had nearly no debt and gross profit margins have continued to improve and now sit at 56.50%.  This represented good growth, especially when compared to its nearest industry peer, in terms of market-cap, Nike’s (NKE) 45.40% and the industry average of about 48%.  Google Finance (2007) reported net profit margins, as of Q1 2007, of 17.5%.  The company’s market cap is just over $3 billion.
     Pricing of Crocs products has been consistent, even as a variety of styles have emerged.  The brand/cost association remains appealing to consumers.  As featured on Crocs.com (2007), the shoes and products sold are within the $30 to $80 range, with the most common style and colors competitively priced at $30.  This helps to keep the shoes affordable, but not “cheap” in the minds of consumers, as noted by Alsever (2007).

Competitive Situation: Hoovers.com (2007) reported that Crocs, Inc. has a multitude of competitors.  The top three include Nike, Deckers Outdoors (makers of Teva and UGG shoes), and Timberland.  

The following tables, 1-4, show revenue comparisons against competitors for 2006.
MSeward Crocs, Inc. Creative Plan     12

Crocs, Inc:

Key Numbers

	Fiscal Year-End
	December

	2006 Sales (mil.)
	$354.7

	1-Year Sales Growth
	226.7%

	2006 Net Income (mil.)
	$64.4

	1-Year Net Income Growth
	279.6%

	2005 Employees 
	1,130

	1-Year Employee Growth
	334.6%


Table 1, Crocs, Inc., Hoovers.com (2007).
Decker’s Outdoor Corporation:

Key Numbers

	Fiscal Year-End
	December

	2006 Sales (mil.)
	$304.4

	1-Year Sales Growth
	15.0%

	2006 Net Income (mil.)
	$31.5

	1-Year Net Income Growth
	(1.0%)

	2005 Employees 
	225

	1-Year Employee Growth
	20.3%


Table 2, Deckers Outdoor Corporation, Hoovers.com (2007).
Nike, Inc.

Key Numbers

	Fiscal Year-End
	May

	2006 Sales (mil.)
	$14,954.9

	1-Year Sales Growth
	8.8%

	2006 Net Income (mil.)
	$1,392.0

	1-Year Net Income Growth
	14.9%

	2006 Employees 
	28,000

	1-Year Employee Growth
	7.7%

	Employees At This Location
	6,000


Table 3, Nike, Inc., Hoovers.com (2007).
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Timberland
Key Numbers

	Fiscal Year-End
	December

	2006 Sales (mil.)
	$1,567.6

	1-Year Sales Growth
	0.1%

	2006 Net Income (mil.)
	$106.4

	1-Year Net Income Growth
	(35.3%)

	2005 Employees 
	5,300

	1-Year Employee Growth
	(5.4%)


Table 4, The Timberland Company, Hoovers.com (2007).
     By market share, Nike, Inc. is the current leader, followed by The Timberland Company, then by Crocs, Inc., and finally Decker’s Outdoor Corporation.

     Other competitors include value-priced, youth-oriented shoe manufacturer Skechers, Adidas, Birkenstock Distribution USA, Columbia Sportswear, L.L Bean, and others.  
     Future competitors could be any company that unveils innovation in footwear, especially those that tie in with the environmental, “green” appeals that have become popular with many organizations in 2007.

Distribution Situation:  To market shoes and products more efficiently, Crocs, Inc. has a wide distribution network that Hoovers.com reports as being 11,000 U.S. shops, like Nordstrom, Whole Foods, and specialty stores.  The shoes are also sold in over 80 countries.  CEO Ron Snyder also made the company better equipped to respond to demand by adding manufacturing operations in Italy, Mexico, China, and Romania, according to Anderson (2006).  Because of such expansion, Crocs is able to turn popular inventory over many times during a season.  As noted by Alsever, if lime-green Athens shoes are hot in mid-June, the company is able to make more in two to four weeks.  This helps from a customer service perspective as well, as customers remain happy and can find what they are looking for when they want it.  
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Macroenvironment Situation:  Crocs, Inc. is a publicly traded company.  Therefore, in addition to staying ahead of consumer product preferences, the company must also appease its board of directors and shareholders.  Being publicly traded also makes the company less nimble than smaller organizations to make changes without board approval.  

     Stock analysts can also cause stockholder and consumer sentiments to change quickly.  For example, in the past few weeks, Antandsons.com (2007) reported that market sentiment was turning against Crocs because CEO Ron Snyder sold off several hundred thousand shares.  At the same time, stock analyst Jim Cramer, on thestreet.com (2007), advised stockholders to purchase or hold shares.  Such potentially conflicting messages about the company can cause confusion among the public and shareholders about growth, stability, and whether the products will still be “in style.”  

     Miller (2006) also reported that higher distribution costs have been cutting into profits and that delayed and incomplete orders have caused problems among retailers.  Knockoffs priced at $10 a pair have also caused problems for Crocs, Inc.  The article reported that over 11 companies were sued for patent infringement.  

     Lastly, Perkins (2007) reported that the company still faces the potential that products will fade away as being trends much the way Cabbage Patch Kids and tie-dyed shirts were in the past.  To address this issue, Crocs, Inc. has begun to expand beyond its flagship shoe lines into sandals, gardener knee pads, and branded gear.
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COMPETITIVE STRATEGY

Product Differentiation:  As noted earlier, Crocs products have a unique design that resembles the snout of actual crocodiles.  This point of differentiation can be carried into most product lines that Crocs, Inc. unveils.  Whether it’s quick drying clogs, gardener kneeling pads, or boat seats, the familiar Crocs logo with “Duke” the croc displayed can be combined with a unique, crocodile-like design to let consumers know that they have an official Crocs-branded product.  

Product positioning:  The patented differentiation of authentic Croslite resin versus inferior knock offs is also a strong branding point.  Keeping the “Lightweight, quick-drying, patented, anti-bacterial, microbial, etc., etc.” language in marketing materials will help keep the products top-of-mind.

Branding strategies:  To maintain branding consistency, the following should be used, according to brand book standards, in marketing initiatives:

Pricing:  Pricing of Crocs products has been consistent, even as a variety of styles have emerged.  The brand/cost association remains appealing to consumers.  As featured on Crocs.com (2007), the shoes and products sold are within the $30 to $80 range, with the most common style and colors competitively priced at $30.  This helps to keep the shoes affordable, but not “cheap” in the minds of consumers, as noted by Alsevere (2007).

Logo/font/mascot:  Crocs has distinguished its lines of shoes and other branded merchandise using their mascot Duke the Crocodile.  They also consistently use
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their lowercase font on products.  The black and white croc logo is also distinctive and easily recognizable.  [image: image2.jpg]@crocs




Targeted Sponsorships and Tradeshows:  Crocs.com (2007) reports that the company is currently in its second year of a three year sponsorship of the Association of Volleyball Professionals.  The company is also involved with several marathons and running events and Outside’s “Stay 30 Forever” tour.  

     Crocs, Inc. continues to have a presence at many trade shows throughout each year.  Such events as the Fashion Footwear Association of New York (FFANY) allow the company to debut new lines of products and announce new acquisitions and partnerships to large, targeted audiences.
CURRENT WEAKNESSES AND FUTURE THREATS

     Crocs, Inc. is a publicly traded company.  Therefore, in addition to staying ahead of consumer product preferences, the company must also appease its board of directors and shareholders.  Being publicly traded also makes the company less nimble than smaller organizations to make changes without board approval.  

     Stock analysts can also cause stockholder and consumer sentiments to change quickly.  For example, in the past few weeks, Antandsons.com (2007) reported that market sentiment was turning against Crocs because CEO Ron Snyder sold off several hundred thousand shares.  At the same time, stock analyst Jim Cramer, on thestreet.com (2007), advised stockholders to purchase or hold shares.  Such potentially conflicting messages 
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about the company can cause confusion among the public and shareholders about growth, stability, and whether the products will still be “in style.”  

     Miller (2006) also reported that higher distribution costs have been cutting into profits and that delayed and incomplete orders have caused problems among retailers.  Knockoffs priced at $10 a pair have also caused problems for Crocs, Inc.  The article reported that over 11 companies were sued for patent infringement.  

     Lastly, Perkins (2007) reported that the company still faces the potential that products will fade away as being trends much the way Cabbage Patch Kids and tie-dyed shirts were in the past.  To address this issue, Crocs, Inc. has begun to expand beyond its flagship shoe lines into sandals, gardener knee pads, and branded gear.

MARKETING OBJECTIVES AND STRATEGIES
CROCS, INC. MARKETING OBJECTIVE

     According to Beyers (2007), analysts forecast that Crocs, Inc. will grow by approximately 26% year-over-year for the next few years.  Based upon these estimates, the stretched marketing objective for Crocs, Inc. will be to grow sales of the core, branded clog-like shoes by 30% in between Q3 2006 and Q3 2007.  

     As noted earlier, Hoovers.com (2007) showed 2006 sales to be $354.7 million overall.  A 30% increase would be approximately $106 million in growth.
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MARKETING STRATEGY 

     In order to achieve the new growth sales objective of approximately 30% over 2006, a cross-country marketing tour will be implemented in order to grow consumer awareness and show the superiority of authentic Crocs, Inc. products over “knock off” competitors.  This tour will allow Crocs, Inc. to avoid discounting the brand while increasing partnerships and reducing the use of “knock offs” among consumers through partner incentives.

MARKETING TACTICS

     To increase sales revenue and trials of authentic Crocs, Inc. clogs, grow consumer awareness, and reduce the number of “mock crocs” on the market, Crocs, Inc. will launch a “Knock Mock Crocs Tour.” The tours will launch in three major U.S. cities, Boston, MA, Washington, DC, and San Francisco, CA, which are also major tourist destinations. Because tourists spend a large amount of time on their feet, similar to the key target audiences for Crocs, introducing the clogs in tourist environments to highlight their comfort is key.  

     The three city tour, which will expand based upon market success, will include partnerships with local “Duck Tour” companies including DC Ducks in Washington, DC, Boston Duck Tours in Boston, MA and Bay Quackers in San Francisco, CA.  Duck Tours were selected because of the success of Crocs products tied to their quick drying capabilities and enjoyment by boaters.  Crocs, the reptiles, are also naturally functional on both land and water, as the Duck Tour vehicles are as well.  The tours will run most aggressively during summer months, when water tours are most successful.  
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     Consumers will receive Crocs vs. knock off demonstrations at the points of entry and exit for the tour and will be exposed to a variety of games to increase interaction and trial.  To increase product purchase and trial, consumers will receive 40% off the cost of a Duck Tour, which ranges from $26-$36 in the included trial cities, if they include the purchase of $30 Crocs in addition to the tour.  If they are wearing “knock off” Crocs or any other footwear and agree to purchase authentic Crocs, AND have their knock offs or other shoes shredded onsite to be recycled, they will be entitled to a 60% discount on the purchase of a Duck Tour.  The shredding will allow for another fun way of interacting with touring consumers and will allow for additional audience participation in the shredding.  Shredded materials can then be used to help construct local parks, running tracks, etc.  All shredders will be branded with the crocs logo and Duke the croc.  Live Duke characters will be present at each site as well.  The Duck Tour vehicles will also feature Crocs logos, coloring, and mascot imagery for the course of the trial tours.

CROCS, INC. KNOCK MOCK CROCS SUMMER TOUR TARGET AUDIENCE DEMOGRAPHICS AND PSYCHOGRAPHICS
`
INTRODUCTION
     To accurately analyze the psychographic characteristics of a typical representative of Crocs, Inc.’s target audience as related to the Knock Mock Crocs Summer Tour, it is useful to present a “day-in-the-life” profile of a sample customer.  In doing this, we are better able to analyze what a typical customer thinks, feels, and does over the course of a normal day.  Additionally, it allows for analysis of other potential touch points with Crocs customers over the course of any given day.  
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     Two sample customers, Patty and Jen, are introduced below. A typical “day- in-the-life” is featured in Table 1 and is broken down by time of day from the time both wake up, until they go to sleep.  Following the profiles are pictorials of who these customers are, which enables visual comparisons of differences among them.  This information is presented in Figures 1 and 2.  Again, this provides for a different way of thinking about our target audiences and making sure that they are being served.  

     While both are married mothers who fit into the “family” target for this Knock Mock Crocs campaign and are primary decision makers, they each have some distinctly different backgrounds.  While CEO Ron Snyder said in an interview with Perkins (2007) that the secret of Crocs’ success is that our demographic “is the largest of any shoe ever--from toddlers to grandmas,” this campaign must be more focused.  This analysis provides more detailed information to that effect.  

PATTY - AN INTRODUCTION

· Midwesterner, lives in small city

· 39 years of age

· Has two children, ages 3 and 9

· Associate degree education, local community college

· Works full-time as retail manager

· Drives slightly used Ford minivan

· Tends to have more Republican views of the world

· Has modest, two-bedroom home

· Husband is a mechanic who enjoys fishing

· Not a world traveler, doesn’t live near major airport, vacations within the U.S. and often at destinations within a few hours of home
· Enjoys “collectibles,” like sharing Jibbitz with kids, and scrapbooking

· Not health-conscious

· Takes kids to public swimming pool at local YMCA during the summer

· Religious - attends services with family every Sunday

· Attends PTA meetings when possible, depending on work

· Moderate Internet user

· Prefers TV news to online/print - does read local newspaper

· QVC shopper
MSeward Crocs, Inc. Creative Plan     21

· Enjoys country music

· Is concerned about family serving overseas and the quality of her children’s education, high energy costs
· Purchases clothing which is “durable” for her kids--it needs to last

· Purchases “need to last”

· Shops at Wal-Mart and JCPenney

· Frequently prepares meals at home

JEN - AN INTRODUCTION

· East Coast Suburbanite, lives outside of major city

· 33 years of age

· Has one child, age 4

· Master’s degree, major university

· Works part-time (twice a week) as admin assistant at son’s school, frequently hangs out with local mom’s group at country club

· Drives new Volvo SUV

· Tends to have more Democratic views of the world

· Has larger, suburban home and beach house

· Husband is an attorney who enjoys boating and fast cars

· Enjoys world travel

· Enjoys Starbuck’s, iPod, Blackberry

· Health-conscious, attends yoga

· Travels to beach house every weekend during the summer

· Not religious

· Attends child’s PTA meetings and gets involved with school events

· Moderate Internet user

· Enjoys magazines, books, and The Washington Post
· Enjoys soft rock, 80s and 90s

· Is concerned for the environment and her child’s future and education

· Enjoys purchasing trendy clothing for children

· Not price conscious, but enjoys a good sale

· Shops at Target and Macy’s

· Frequently eats outside of the home with family
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Table 1. Typical Day in the Life of a Crocs, Inc. Customer, 2007.
	Patty
	Jen

	6:30AM Wakes Up
	7:15AM Wakes Up

	6:45AM Begins to wake up children, starts making lunches and breakfast
	7:30AM  Wakes up 4 year old, turns on Teletubbies in child’s room to help her wake up

	7:00AM Makes sure children are showered and teeth brushed, helps her 3 year old dress, and then feeds them cereal
	7:35AM  Walks downstairs, grabs a freshly brewed coffee from the automatic coffee dispenser

	7:15AM Walks kids to bus stop
	7:37AM  Gets the Washington Post from the front doorstep

	7:30AM  Returns home, makes husband’s lunch and brews coffee
	7:40AM  Gets 4 year old out of bed, dresses her, combs her hair, brushes her teeth

	7:35AM  Showers and dresses in business attire for work
	7:45AM  Grabs a juice box for 4 year old, grabs cell phone and Blackberry, and drives Volvo SUV to child’s elementary school

	8:15AM  Pours coffee into travel mug, leaves for work, driving Ford minivan, tunes radio to local country station, hears news of Iraq violence and worries about brother
	8:30AM  Arrives at school, parks, walks child into school

	8:17AM  Notices fuel tank is low, stops for fuel, thinks about how high gas prices are becoming
	8:40AM Returns to SUV, drives home

	8:20AM  Continues to work, arrives on time at local retailer
	9:10AM Arrives home, does cardio and yoga workout

	8:30AM  Clocks in, makes sure staff is prepared for the day
	10:10AM  Showers, brushes hair and teeth, dresses casually, watches Rachel Ray on TV in background

	8:45AM  Manages retail staff for 4hrs., deals with a variety of customer service issues
	10:50AM  Calls moms after receiving Blackberry message, agrees to meet for lunch at country club

	12:45PM  Takes a 30 minute lunch break, gets a small sub from mall Subway
	11:00AM  Grabs an apple, walks out the door, drives SUV to dry cleaners while listening to XM radio’s “80s on 8” station

	1:15PM Returns to work, manages staff for 4hrs., deals with angry customer who was treated “rudely” by an associate
	11:15AM Picks up dry cleaning, stops at nearby Starbuck’s for a cold, tall frappuchino

	5:15PM  Leaves work, checks cell phone messages…husband running late from shop…kids need picked up from sitter
	11:35AM  Drive to country club

	5:30PM  Arrives at sitter’s home, picks up kids…3 year old fell and skinned knee, will need band aids and antibacterial cream from supermarket
	11:55AM  Arrives at country club, parks, meets friends, checks Blackberry, socializes

	5:40PM  Drives to supermarket, buys band aids and cream
	2:00PM  Leaves country club, drives to Target for some toiletries before heading back to school

	6:00PM  Arrives home
	2:20PM  Arrives at Target, shops

	6:10PM  Helps 9 year old get homework started
	2:50PM  Leaves Target, heads to school to pick up 4 year old

	6:15PM  Begins to prepare dinner, turns on Fox news in the background…reminded of violence overseas again
	3:10PM  Arrives at school, picks up child, volunteers to lead upcoming bakesale

	6:20PM  Welcomes home husband, starts laundry
	3:40PM  Leaves school, drives home – listens to XM radio, turns on Bob the Builder DVD for 4 year old to keep occupied

	6:25PM  Serves dinner, eats with family
	4:10PM  Arrives home, check Blackberry, e-mails husband to find out what is wanted for dinner

	6:45PM  Helps 9 year old with math homework, learns that child failed math test
	4:30PM  Takes 4 year old and drives to Whole Foods to pick up dinner

	7:30PM  Watches Power Rangers DVD with 3 year old while 9 year old plays video games with husband
	4:50PM  Arrives at Whole Foods, shops, makes impulse buy of flowers in addition to food, checks out

	8:30PM  Helps 3 year old change for bed and brush teeth
	5:10PM  Drives home, listens to XM, talks with 4 year old

	8:35PM  Puts 3 year old to bed, plays DVD in background
	5:30PM  Arrives home, greets husband, removes dinner from packaging, turns on jazz on stereo for dinner music

	8:40PM  Watches sitcoms with husband, opens bills, worries about increasing electric and cable bills
	5:35PM  Discusses day with husband and son, mentions sale at local men’s store to husband

	10:00PM  Instructs 9 year old to finish playing video games and get ready for bed
	6:15PM  Disposes of dinner materials, takes 4 year old for a bath

	10:30PM  Watches Fox evening news, worries about family overseas, discusses news with husband
	6:20PM  Bathes 4 year old

	11:00PM  Changes for bed, brushes teeth, removes makeup
	6:35PM  Helps 4 year old changes, reads a book to child

	11:20PM  Goes to sleep
	7:35PM  Gets 4 year old ready for bed, puts on Teletubbies DVD to help child fall asleep

	
	8:00PM  Child falls asleep, Jen returns downstairs to read the Post with HBO and then E! on in the background, talks with husband

	
	10:00PM  Gets online, checks e-mails, surfs

	
	10:40PM  Gets ready for bed

	
	11:15PM  Goes to sleep
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Figure 1:  A Visual Profile of Patty
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Figure 2:  A Visual Profile of Jen
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A Visual Profile of Jen
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KNOCK MOCK CROCS SUMMER TOUR CREATIVE BRIEF AND CREATIVE STRATEGY
CREATIVE BRIEF

Why are we advertising?  We need to achieve top-of-mind awareness and top choice status among consumers who seek footwear for which Crocs are appropriate.  Using our company mantra of “think bigger than you are,” these ads will support our “Knock Mock Crocs” Tour where consumers will be able to interact directly with Crocs and witness first hand their superiority over the competition.  

Who are we talking to?  Our customer base encompasses a wide group of consumers, from toddlers through grandmas.  They tend to fall into the under-18 and over-30 age groups.  However, because of the “tourist-y” family-oriented nature of the Knock Mock Crocs Tour, we will focus specifically on younger mothers ages 32-42 who enjoy planning family vacations, boating/touring, relaxing, and having fun with the family.  They also enjoy providing their children with new learning experiences (via “Duck Boat” tours in this case) and enjoy a good value.  See separate target audience “day-in-the-life” information for more details.
What do they currently think?  

· My kids and husband already have sneakers for our vacations.  Why should I buy another pair of shoes?

· Those things are freaking ugly…plastic shoes with ventilation holes? …no thanks.  Why would I pay $30 for a pair of ugly, plastic shoes when I can get some without that logo for $10?  

· I’m not sure how durable or comfortable those shoes are.  I need something that’s durable and comfortable enough to last on my kid’s feet.
What would we like them to think?  

· Wow, these really are comfy…and the little bumps inside massage my aching feet!  I can see my family wearing these all the time and not even needing to worry about “new shoe” blisters 
· I could switch out my old shoes for these right now for the rest of our trip  
· I had no idea that they’re made from Croslite…it would be super convenient to have a shoe that the kids could quickly put on and take off themselves that resist bacteria too
· I think the colors are unique…I can show them off to my friends and my kid’s can add cool stuff to them
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What is the single-most persuasive idea we can convey? We are the coolest, most comfortable, versatile, durable, and hygienic footwear available…knock offs can’t even compare at a “cheaper” price. 

Why should the audience believe it?  We’re the only ones who have Croslite…so comfy and cool that the material is a trade secret.

Tone and Brand Character:   Our brand character encompasses products that ooze fun (as if everyday were a vacation for your feet), relaxation (every step is like each foot is swinging lazily in its own hammock), energy (once these slip on my feet, I can spring into action to face the day’s challenges), and inspiration (as in stepping outside of the norms of daily life, wearing something funky, and taking a risk-at least a little one-to experience something new and cool). 

For the Knock Mock Crocs Tour, the brand character and all that it encompasses will be expressed using a fun (as in wordplay and tongue-in-cheek humor) and informative (as in, “I had no idea that Crocs is or does X…each member of my family must have a pair!) tone.

Creative Guidelines – TV and Radio Ads Since the target consumer for the TV and radio ads is a younger mother between the ages of 32 and 42 who is heavily involved in her family’s life and enjoys a good value, the ads need to resonate with her.  They literally must stop her in her tracks while zipping through the channels or tuning into various radio stations and make her question herself about why she hasn’t already purchased Crocs for her children, herself, and/or her husband. To accomplish this, the ads should incorporate the following creative elements:
Knock Mock Crocs “March of the Vacation Bacteria”:60 Radio Spot:  

Creative Strategy and Guidelines:  In keeping with the tone and brand character while also connecting with our target, this ad will feature an army of bacteria charging a child’s foot, followed by the child slipping on a Crocs shoe, stopping the bacteria in their tracks.  The narrator will then explain that Crocs is the only shoe that has Croslite, stopping bacteria in their tracks, and will present details of the Knock Mock Crocs summer tour.  The message should reinforce and complement print ads.  The message should convey:

· Only Crocs Are Made from Croslite—The bacteria-preventing, lightweight, super-comfy resin that’s so cool it’s a trade secret

· Your family will have plenty of memorable experiences during the summer vacation.  Foot fungus shouldn’t be one of them.  That’s why Crocs is crossing the country this summer on our Knock Mock Crocs Tour to let you and your family experience real Crocs in action, grind up the knock-off competition (literally), and save on exciting Duck Tours sightseeing excursions. Visit knockmockcrocs.com (repeat and spell out for clarity) for complete details on an upcoming Tour near you.
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Knock Mock Crocs “Vacation Fungus Fun”:30 TV spot:  

Creative Strategy and Guidelines:  

· “Slice of Life” commercial with problem, narration explaining solution (Crocs), and then close up focus on product

· Quick fade ins/fade outs of still images (with camera snapshot sounds) of places to get foot fungus on vacation set to classical music (beach shower stalls, carnival rides, bowling/rental shoes, hotel room floor/bathroom floor, etc.

· Classical music fades to background while announcer speaks as images continue…changing to images of map with pins indicating summer tour cities, then cut-aways to recycling shoe grind up and then a group on a Duck Tour

· Narrator should convey: Your family will catch plenty of cool experiences during the summer vacation.  Foot fungus shouldn’t be one of them.  That’s why Crocs is crossing the country this summer on our Knock Mock Crocs Tour to let you and your family experience real Crocs in action, grind up the knock-off competition (literally), and save on exciting Duck Tours sightseeing excursions. 

· Cut-away to extreme close up and then slow pull out shot of a crocs shoe as narrator conveys that Only Crocs Are Made from Croslite—The bacteria-preventing, lightweight, super-comfy resin that’s so cool it’s a trade secret…you’ve gotta come see for yourself!  And you thought our shoes stopped bacteria just on looks alone!

· Cut away to black background with URL centered on screen with narrator conveying: Visit knockmockcrocs.com for complete details on an upcoming Tour near you...classical music fades up and out
Creative Guidelines – Print Ads Since the target consumer for the print ads is a younger mother between the ages of 32 and 42 who is heavily involved in her family’s life and enjoys a good value, the ads need to resonate with her.  They literally must stop her in her tracks while skimming a magazine and make her question herself about why she hasn’t already purchased Crocs for her children, herself, and/or her husband. To accomplish this, the ads should incorporate the following copy and creative elements:
Knock Mock Crocs Magazine Ad #1:  

Creative Guidelines:  

· Headline (Upper left, with text in bold, serif font):  Been There, Done That, Skipped the T-Shirt (thankfully).  

· Image (centered, taking up most of page): A white t-shirt with text on it that reads “Our family went on vacation and all we got were these stupid blisters and foot fungus.” Against a colorful background.  Beneath the t-shirt, centered, is the image of a Crocs shoe with the body copy below. 

· Triangle Call Out Box (Upper right of page):  Knock Mock Crocs Summer Tour Coming Soon to a City Near You!  Big Vacation Savings!*
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· Body Copy:  Centered beneath main image:  Only Crocs Are Made from Croslite—The bacteria-preventing, lightweight, super-comfy resin that’s so cool it’s a trade secret.

Justified beneath centered copy:  *Your family will have plenty of memorable experiences during vacation.  Blisters and foot fungus shouldn’t be part of them.  Visit www.knockmockcrocs.com for complete details on the Tour or call 800-555-CROX to find a Tour city near you.

Knock Mock Crocs Magazine Ad #2:  

Creative Guidelines:  

· Headline (Upper left, with text in bold, serif font with word “Denied” looking as if it were stamped on the page in red):  Permission to Come Aboard…Denied!

· Image (centered, taking up most of page): child sitting on a “Duck Boat” cross-legged, wearing a pair of Crocs.  The image is black and white except for the Crocs, which are in color.  A “magnified box” showing close-ups of bacteria explodes from the direction of the child’s feet.

· Triangle Call Out Box (Upper right of page):  Knock Mock Crocs Summer Tour Coming Soon to a City Near You!  Big Vacation Savings!*

· Body Copy:  Centered beneath main image:  Only Crocs Are Made from Croslite—The bacteria-preventing, lightweight, super-comfy resin that’s so cool it’s a trade secret.

Justified beneath centered copy:  *Your kids will have plenty of memorable experiences during the family vacation.  Foot fungus shouldn’t be one of them.  Visit www.knockmockcrocs.com for complete details on the Tour or call 800-555-CROX to find a Tour city near you.

*See Appendix A for Advertisement Samples
KNOCK MOCK CROCS SUMMER TOUR SALES PROMOTION REWARDS PROGRAM OVERVIEW

     In order to incentivize targeted “mom” consumers to purchase Crocs for themselves and their families, Crocs will promote a special “Family Fun” rewards incentive program on the www.knockmockcrocs.com website.  This program will run prior to, and in tandem with, the Knock Mock Crocs Summer Tour.  It is intended to offer special family volume discounts and free shipping on Crocs footwear.  

MSeward Crocs, Inc. Creative Plan     30
     Discounts will be offered when two or more pairs of Crocs footwear are ordered, with discounts occurring in $5 increments.  So, for example, consumers who order two pairs of Crocs receive $5 off the normal purchase price for the pair and free shipping.  Ordering three pairs entitles the buyer to a $10 discount and free shipping, and so on.    

     To expedite purchasing, the program will also offer a contest that rewards consumers who order by a specific date with a special online code that can be entered on the www.knockmockcrocs.com website for a chance to win an all-inclusive 7-day family vacation.  After receiving the code, the purchaser can return to the website each day for a chance to win through a specified date.  

     The rewards program will drive return visits to the website, offering consumers repeated engagement with Knock Mock Crocs Summer Tour messaging.  It is also intended to offer those families who are not close to a Tour city with the opportunity to take advantage of similar rewards that will be offered during live, on site events.  The direct mail letter on the following page will be forwarded to select target consumers to promote the program.

SALES PROMOTION ROI ANALYSIS

     The rewards program drives users online.  As such, return on investment analysis can be conducted by tracking total length of engagement on the website, total number of repeat visits by individual users, specifically those who received the direct mail letter, and total numbers of transactions completed.  
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     Capturing consumer information via online forms will allow for analysis of direct mail effectiveness and conversion.  Since the program will run during a yet-to-be finalized finite period during summer months, analyses of data should be manageable.

     These results will then be able to be analyzed against successes at each Knock Mock Crocs Summer Tour city stop.  The direct mail letter is on the next page for reference.
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KNOCK MOCK CROCS REWARDS PROGRAM DIRECT MAIL LETTER

Local Family’s Feet Consumed by Crocs While on Summer Vacation

Dear concerned mom,

     Recently, as summer weather arrives, local officials have notified us of a growing trend in neighborhoods near yours. Families are reporting that Crocs have been consuming their feet.

     The Crocs come in a variety of colors, from green and black to pink, red, blue and even orange.  Their lightweight, waterproof shell, durability, and bacterial resistance make them especially adaptable to environments with families who have small children.  

     This letter has been sent to help grow awareness of this phenomenon and protect the feet of you and your family as you prepare to venture out on vacation this summer.

     What’s so disturbing is that so many families are unprepared for the unforeseen dangers to their feet while on vacation – from stress, to bacteria, to rough, hot surfaces.  While it may come as a surprise to you, Crocs loves to help prevent these from happening to your family.

     That’s right.  We’re referring to Crocs, the shoes, known for their comfort, durability, water resistance, and antibacterial qualities (thanks to the fact that they’re the only shoes made from Croslite – a material that’s so cool, it’s a trade secret.)  Better yet, they come in a variety of styles, colors, and sizes to fit the tastes of your entire family.

     To help kick-off your summer vacation planning, we’d like to present you with an exclusive offer.  It’s tied to our exciting Knock Mock Crocs Summer Tour which arrives in major cities nationwide soon.  Read on.

     To welcome summer and our Tour, we want to reward your family with genuine Crocs and show you why millions are already loyal fans.  Your family vacation can be costly enough, outfitting your family to enjoy it shouldn’t be.  

     Simply go to www.knockmockcrocs.com today and click on the red, “Family Fun” button.  You’ll be taken to a special page where you can order Crocs for the whole family at very special prices.  Buy two pairs, get $5 off and free shipping, buy three pairs, get $10 off and free shipping, buy four pairs, get $15…well, you get the idea.  

     While visiting www.knockmockcrocs.com, be sure to check out the other deals on summer water tour discounts and vacation incentives created especially for you.  Help us make the inaugural Knock Mock Crocs Summer Tour the event of the summer!

Here’s to hoping your family’s feet are consumed by Crocs.

Best regards,

Joe Smith

Knock Mock Crocs Summer Tour Partymaster

P.S.  Enter to Win!  Place your family’s summer vacation Crocs order by July xx, 2007 and you’ll receive a special online code for a chance to win a 7-day vacation to any destination within the continental U.S.  You can use the code once-a-day through August xx, 2007 to enter.  It’s our way of thanking you for smart vacation footwear planning.
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APPENDIX A - ADVERTISEMENTS
CROCS Knock Mock Crocs “March of the Vacation Bacteria”:60 Radio

	SFX

FUNGUS ARMY COMMANDER (raspy,

Commando-type voice):

SFX
FUNGUS ARMY COMMANDER (raspy, commando-type voice, this time panicked):

SFX:

NARRATOR:

	FADE IN WITH SOUND OF FEET MARCHING IN UNISON WHILE THE “WINKY CHANT,” ("O-EE-YAH! EOH-AH!" WIZARD OF OZ WITCH’S GUARD CHANT) IS REPEATED IN SYNC WITH MARCHING SFX…SFX FADE TO BACKGROUND AS NARRATION BEGINS

Foot Fungus Commander to All Troops…Onward men! I see a child’s foot up ahead in the clearing…a perfect place to set up camp!...Over

SOUNDS OF FOOT SOLDIERS CHEERING, RUMBLING, BEING NOISY AS MARCHING SFX TURNS TO GROUP RUNNING SFX…ABRUPTLY STOPS WITH SFX LIKE A STEEL DOOR SLAMMING CLOSED – SOUND OF SILENCE FOLLOWED BY CHILD LAUGHING

Halt men!  HALT! Trouble up ahead!  The foot is sliding into a Crocs shoe…repeat…the child’s foot is sliding into a Crocs shoe…abort the mission! Abort!

VOICES AND MARCHING FADE OUT TO SILENCE

Only Crocs Are Made from Croslite—The lightweight, super-comfy resin that naturally prevents the growth of an army of bacteria…so cool it’s a trade secret (Pause)

Your kids will have plenty of memorable experiences during vacation.  Foot fungus shouldn’t be one of them.  Catch up with Crocs this summer during our Knock Mock Crocs Tour…Get exciting vacation discounts, test our durability for yourself, grind up knock-off competitors (literally), and save on exciting Duck Tours sightseeing excursions. Visit knockmockcrocs.com, that’s k-n-o-c-k-m-o-c-k-c-r-o-c-s dot com, for complete details.
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CROCS Knock Mock Crocs “Vacation Fungus Fun”:30 TV spot:
	1. FADE INS/FADE OUTS OF STILL IMAGES OF PLACES TO GET FOOT FUNGUS ON VACATION (BEACH SHOWER STALLS, CARNIVAL RIDES, BOWLING SHOES, HOTEL ROOM FLOOR, BATHROOM FLOOR, ETC.

2. CUT-AWAY TO IMAGE OF U.S. MAP WITH PINS “POPPING” ON SCREEN OVER TOUR CITIES, THEN CUT-AWAYS TO RECYCLING SHOE GRIND UP DEMO, AND THEN A GROUP ON A DUCK TOUR

3. CUT-AWAY TO EXTREME CLOSE UP AND THEN SLOW PULL OUT SHOT OF A CROCS SHOE AGAINST DARK BACKGROUND

4. CUT AWAY TO BLACK BACKGROUND WITH WWW.KNOCKMOCKCROCS.COM URL IN WHITE TEXT FADING UP AND CENTERED ON SCREEN


	SFX: CLASSICAL MUSIC FADES UP AND UNDER, CAMERA “SNAPSHOT” SFX IN SYNC WITH EACH IMAGE CHANGE

ANNCR (VO): Your family will catch plenty of cool experiences during vacation.  Foot fungus shouldn’t be one of them.

ANNCR (VO):  That’s why Crocs is crossing the country this summer on our Knock Mock Crocs Tour to let you and your family experience the durability of real Crocs, grind up our knock-off competition (literally), and save on exciting Duck Tours sightseeing excursions.  

ANNCR (VO):  Only Crocs are made from Croslite—the bacteria-preventing, lightweight, super-comfy resin that’s so cool it’s a trade secret…You’ve gotta check ‘em out for yourself!

ANNCR (VO):  Visit knockmockcrocs.com for complete details on an upcoming Tour stop near you

SFX:  CLASSICAL MUSIC FADES UP AND OUT
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Knock Mock Crocs Tour Print Ad #1 Layout
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Knock Mock Crocs Magazine Print Ad #2 Layout
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Permission to Board….





       Knock Mock Crocs Summer         


               Tour Coming Soon to a   


                     City Near You!











Only Crocs Are Made from Croslite.


(The bacteria-preventing, lightweight, super-comfy resin that’s so cool it’s a trade secret)








Your kids will have plenty of memorable experiences during the family vacation.  Foot fungus shouldn’t be one of them.  Visit � HYPERLINK "http://www.knockmockcrocs.com" ��www.knockmockcrocs.com� for complete details on the Tour or call 800-555-CROX to find a Tour city near you.








Child on boat image, cross-legged, wearing crocs…in B/W with Crocs in color





Close up of bacteria with red X through it





DENIED!











Only Crocs Are Made from Croslite.


(The bacteria-preventing, lightweight, super-comfy resin that’s so cool it’s a trade secret)








Your family will have plenty of memorable experiences during vacation.  Blisters and foot fungus shouldn’t be part of them.  Visit � HYPERLINK "http://www.knockmockcrocs.com" ��www.knockmockcrocs.com� for complete details on the Tour or call 800-555-CROX to find a Tour city near you.








Image of Crocs shoe





Image of t-shirt with text on it that reads:  





Our family went on vacation and all we got were these stupid blisters and foot fungus.





Been There, 


Done That, Skipped the 


T-Shirt (thankfully).








Knock Mock Crocs Summer         


        Tour Coming Soon to a   


                     City Near You!*  


                         











