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Executive Summary 
 

Background 
Beats are a pioneer of the headphone industry. Beats Headphones created the first 
“cool” pair of headphones. The brand image and logo is recognizable. It is known 
for making large over-the-ear headphones popular again after smaller in-ear 
headphones dominated the market for much of the beginning of the 21st century. 
 
Objectives 
Although the headphone market is crowded, Beats are usually marketed by using 
famous people who are easily recognizable and have a good reputation. By using 
these familiar faces, we can raise awareness for heart disease for the American 
Heart Association and our campaign, #Beats4Beats.  
 
Target Audience 
Our primary target audience is individuals, both male and female, aged 16-24 who 
live a rather active lifestyle and want premium, high-quality headphones. The 
secondary target audience are males and females aged 25-35 who live and active 
lifestyle and desire headphones of the highest quality. 
 
Media Budget 
We will spend an estimated $2 million dollars on our campaign and evenly split it 
between internet and television/radio spending.  
 
Campaign Details 
The #Beats4Beats Campaign will run from Black Friday until the end of Heart 
Health month in February. We will have celebrity spoke persons Miley Cyrus and 
Shaun White tell their heart disease stories and help raise awareness about heart 
disease. Money raised from the sale of red #Beats4Beats headphones will benefit 
research at the American Heart Association.  
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Media Mix  
We will focus on advertising on social media networks, such as Instagram, 
Facebook and YouTube, through display advertisements and paid social media. We 
will also have celebrities Miley Cyrus and Shaun White, who have suffered with 
heart problems in the past, to be faces of the campaign. 
 
Sales Promotion 
The sales promotion will include a free special red case for the beats during the 
months of November- February. The hashtag, #Beats4Beats will also aid the 
promotion of our campaign. We are predicting that customers will enjoy the 
special pair of headphones and the case and post pictures on their social media 
using the hashtag.  
 
When our customers order online, they will use the code BEATS4BEATS at 
checkout to receive the free case. This will also allow the company to track their 
sales and donate the right amount to the American Heart Association.  
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Situation Analysis 
 
Category Analysis: Earphones and Headphones 
The global headphone and earphone market size was valued at $8.7 billion in 2015. 
This industry has risen in the past years due to most of the population possessing 
smart devices such as phones, tablets and music players that allow a person to 
listen to music, watch videos or play games (Earphones and Headphones 2017). 
The headphone industry has an annual growth rate of 10.0 percent from 2011-2016 
(Palmer 2016). Consumers seek earphones or headphones that promote his/her 
individuality, therefore, this allows the product to branch into two segments based 
on the quality of the product: regular and premium. Global market data show 
over-ear and on-ear headphones to account for 36.6 percent of all market products, 
and in-ear account for 63.4 percent (Earphones and Headphones 2017). 
 
Major Players 
The NPD Group stated that for 2014 the most popular headphone brands based on 
dollar sales were Beats Electronics, Bose, Sony, SkullCandy and LG (Johnston 
2015).When comparing the brands among wireless headphones, Beats still retains a 
majority of the market share compared to its competitors. In terms of dollar sales, 
Beats accounted for 46 percent of the market share. Bose accounted for 19 percent 
of market share. LG accounted for 7 percent and Sony accounted for 6 percent 
(Carnoy 2017). Though the businesses are preparing and constructing new 
products every year, Beats headphones still reign over its competitors in both 
dollars sales and unit sales. 
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The chart below outlines the market share in dollars and unit sales per company. 
 

Competition 
Market 
Chart 

Beats Bose Sony LG Plantronic
s 

Jaybird 

Dollar Sales 
(%) 

46 19 6 7 2 2 

Unit Sales 
(%) 

25 8 7 10 2 2 

  
Other Indirect Competitors (Bluetooth Speakers) 

● Sony (Sony 2017) - This company also markets and sales bluetooth speakers 
which allow a consumer to listen to connect their smart device and listen to 
music or other audio within a certain proximity to the product. 

● Philips (Philips 2017) - A multiple product and market company that offer 
portable audio products at fair prices. 

● Harman International Industries (Harman 2017) - Offer a variety of premium 
portable speakers that are considered high quality. 

● Samsung (Samsung 2017)- Multiple product and market company like 
Philips that offers premium and generic portable speakers and home 
speakers. 

 
Competitive Advantage 
Though it already has a strong grasp of its market and over its competitors, Beats 
also offers several product and brand advantages compared to its competitors. 

● Strong Appeal to Athletes: Though recently banned from being worn by 
athletes on the sports arena such as NFL, Beats has had a strong control and 
appeal to athletes everywhere. It’s the premier headphone of choice to 
athletes globally. The picture below shows this with world famous soccer 
player Neymar Jr. 
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● Artist promotion: Beats has been a staple of music performance for years, 
and this could be exemplified by its product placement in multiple music 
videos by various artists such as Nicki Minaj and Lil Wayne. 

● High-Quality Perception: Since many of Beats products are typically more 
expensive than traditional headphones, they are considered a premium 
product. Beats headphones has constructed a brand image of themselves as 
giving consumers the best musical experience with headphones of the 
highest quality. 
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Brand Map 
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Brand History  

Jimmy Iovine and Dr. Dre, co-founders, both big music producers names in the 
early 2000’s. In 2006 the two connected their ideas and beats were conceived. To 
manage production Iovine and Dre partnered with Monster Inc. to create their first 
line of headphones in 2007. Within the next year Beats by Dre Studio came out and 
introduced the company’s first model.  

In 2011 major Taiwanese phone company HTC offers $309 million for 50.1% of 
Beats Electronics which subsequently ended the company’s deal with Monster. 
The next year the company launched its first products without Monster. The Beats 
Executive and the Beats Pill speaker launched in 2012. In that summer Beats buys 
a relatively small company for less than 10 million, the company was a music 
streaming company. The acquired company, MOG in 2014 now becoming a base 
of Beats’ foundation evolved into a music streaming service.  

Apple announces it will pay $3 billion for Beats Electronics and Beats Music, as 
part of the acquisition Dre and Iovine would join Apple. 

 
Target Audience  

Demographics Primary Target Secondary Target 

Gender Female and male Female and male 

Age 16-24 25-35 

Education High school and college 
graduate 

College graduate 

Marital Status Single Single 

Employment Any Any 

Lifestyle Busy, loves music, 
independent, stylish, 
very active, doesn’t 
mind spending money 
on quality products 

Busy, loves music, 
independent, stylish, 
very active, doesn’t 
mind spending money 
on quality products 

 
9 



 
 

The demographic information shown above was chosen based on the fact that the 
campaign is geared toward college-aged students. Beats headphones are not an 
inexpensive product, so consumers are generally willing to spend more on quality 
products they know they will use.  
 

Media Objectives, Strategies and Rationales 
 
Media Objectives 
Introduce the #Beats4Beats Campaign to college students to raise money and 
awareness for the American Heart Association.  
 
Target Audience Objective: 
Introduce Beats headphones to college students, both male and female ages 16-24, 
with the goal of the product to help raise awareness and money for the American 
Heart Association during the Christmas season. 
  

Demographics Primary Target Secondary Target 

Gender Female and male Female and male 

Age 16-24 25-35 

Education High school and college 
graduate 

College graduate 

Marital Status Single Single 

Employment Any Any 

Lifestyle Busy, loves music, 
independent, stylish, 
very active, doesn’t 
mind spending money 
on quality products 

Busy, loves music, 
independent, stylish, 
very active, doesn’t 
mind spending money 
on quality products 
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Target Persona: 
Joe White is a 21-year-old single man living in Stillwater, Oklahoma with his best 
friends Tommy and Sam. Joe is studying marketing. In the future, Joe would like 
to work for an advertising agency in Dallas after he graduates. 
  
In his free time, he likes to listen to a variety of music, but his favorite genres are 
hip-hop and rap. He also loves basketball and frequents Oklahoma City Thunder 
games. Joe cares about what he purchases and is a loyalist when it comes to his 
favorite brands. Joe also strives to be a well-rounded person, so besides studying 
hard in school, he likes to volunteer at the local animal shelter and children’s 
hospital in Oklahoma City and Stillwater once a month. 
  
Since Joe is a loyalist to his favorite brands, he does not mind spending money 
when it comes to a quality product. In fact, he would rather spend a little more 
money on something rather than a cheaper option, because he believes the quality 
of the product will make up for it. 
 
Rationale – Target Audience:  
Considering the qualities of Beats that makes it different from its competition – 
stylish and sleek appearance, cult-like following, massive popularity – the target 
audience makes sense for several reasons: 

●  College students are always listening to music, whether they are studying or 
walking across campus to their next class. Beats headphones delivers such 
high quality sound while listening that other competitors, like Sony 
headphones, can’t beat. 

●  More stylish consumers can better appreciate Beat’s sleek appearance. Beats 
are seen as the top-notch headphones and wearing them sends a message. 

● Members of this target audience tend to be affected by their peers. With this 
new campaign, if they see a friend wearing a pair of Beats that benefits a 
charity, they will be more willing to buy a pair because of that friend.  
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Target Media Mix Objective: 
Focus on various social media platforms to reach the target: 
Display advertisements and paid social media. 
 
Strategy: 
College students use social media constantly. We will focus on advertising on 
social media networks, such as Instagram, Facebook and YouTube, through 
display advertisements and paid social media. We will also have celebrities Miley 
Cyrus and Shaun White, who have suffered with heart problems in the past, to be 
faces of the campaign. 
  

Media Raise awareness of new campaign 
launch 

Instagram Paid social media on Instagram will 
allow consumers who are already 
familiar with Beats to share the new 
product with friends and family, along 
with raising awareness of the 
campaign. Miley Cyrus and Shaun 
White would also post photos on their 
Instagram pages wearing the Beats 
headphones, and encourage their 
followers to post a photo with their 
Beats using the hashtag #Beats4Beats. 

Facebook Banner ads on the Facebook home 
page along with sponsored posts to 
pop up while scrolling through the 
newsfeed will also allow consumers to 
share with family and friends, and 
raise awareness of the campaign to 
those who don’t know about it. 
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YouTube A short video ad promoting the 
campaign will not only be a fun way 
to advertise, but also the short duration 
will keep college students’ attention. 
The YouTube video would also be 
shared on Cyrus’ and White’s social 
media platforms. 

 
Target Reach/Frequency 
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Budget 
The annual budget for media Beats headphones was $82 million dollars in 2014. 
Divided evenly, this would come out to roughly $6.83 million dollars spent on 
advertising and media per month. However, our campaign is taking place during a 
time in the year when commercial and advertising prices tend to be higher because 
of more companies wanting to advertise in limited airtime and advertising space. 
These times are the holiday season and the Winter Olympic Games. Our budget is 
$25 million. This will be split evenly; $12.5 million will go to television and the 
other half will go to internet advertising which includes music streaming platforms 
such as Spotify and social media site such as Instagram and Twitter. We will also 
distribute advertisements via video streaming site such as YouTube to be played 
before the videos customers are streaming. We also have to carve out a budget for 
hiring Shaun White and Miley Cyrus which we can make $3 million total and 
allow for some room in case they are trying to negotiate their contract for a higher 
total. We will also need to have $1.5 million in an emergency fund for anything 
that goes wrong or over budget.  
 
Our dispersal of the money between television stations and internet outlets is 
depicted in the graphs on the next page. Although our target audience tends to 
spend more time on the internet, we must split the budget in half because of the 
high cost of television advertising.  
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Geographic Analysis 
Beats are available for purchase in North America, Asia Pacific, Europe, and Latin 
America.  

● Authorized retailers Countries:  

Argentina 

Brazil 

Carribean 

Chile 

Columbia  

Costa rica  

Ecuador  

El Salvador 

Guatemala 

Honduras 

Mexico 

Nicaragua 

Peru  

Uruguay 

Panamá 

United States 

Canada 

UK France  

Ireland 

 

 

Major cities in those countries have developed music cultures engaging music 
lovers around the world.  

The focus on the United States for this particular campaign.  

● Indeed, according to the NPD Group, a marketing research company, Beats 
controls 27% of the $1.8 billion headphone market -- and 57% of the market 
for "premium" headphones, ones that cost $99 or more. On- or over-the-ear 
Beats retail from about $200 to $400, so you can easily spend as much on 
the headphones as you can on your MP3 player or contracted phone. 

 

Scheduling and Timing 
We are kicking off the campaign on Black Friday. Throughout the end of 
November and the month of December we will continue our Beats4Beats 
campaign with a Christmas twist to the cause: give Beats and save a life.  As the 
holiday season passes, we feel as if we should continue the campaign with more of 
a philanthropic swing as February is American Heart Month. We are ending the 
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campaign on the last day of February and donating 15% of our proceeds to the 
American Heart Association. 
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Creative Brief and Creative Strategy 
  

● Background 
○  Beats Headphones created the first “cool” earphone listening device. 

The brand is recognizable and is known for making large over-the-ear 
headphones popular again after smaller in-ear headphones dominated 
the market for much of the beginning of the 21st century. 

○ The niche that Beats has in the headphone industry has to do with the 
brand image and its reputation among consumers. They are seen as 
providing users with a quality sound medium in which to listen to 
their music through. However, most of their rise has to do with the 
“trendy and cool” factor that the brand is associated with. Big names 
in sports, musicians, and other celebrities can often be seen wearing 
the headphones in their everyday lives. 

 
● Target Audience for Campaign 

○  Beats Electronics has control of 60% of the premium headphones 
market as of January 2017.  This demographic is for anyone looking 
to buy a pair of headphones that cost over $100. As a result, Beats has 
the edge over competitors and is the biggest company in the premium 
headphone demographic 

○ The target audience for this campaign is young adults, teenagers, and 
college students as they are the main consumers of over-the-ear 
headphones 

 
● Objectives and Reasoning 

○ The goal of the #Beats4Beats campaign is to raise awareness of heart 
disease for the American Heart Association (AHA). A portion of the 
sales for every #Beats4Beats red headphone purchase will go to this 
organization. 

■ We will give them 10% of our profits. 
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○ Our goal is to sell 50,000 units of #Beats4Beats red headphones. This 
would bring our donation to the AHA to over $1.5 million. 

○ Main Objective 
■ Our main objective is to bring awareness to a younger audience 

about the reality of heart disease. It is the number killer of 
people worldwide across many demographics. We aim to let 
our target audience to know that heart disease does not just 
affect older people like their parents and grandparents. It is also 
a disease that many people their age and younger live with. 
With celebrity spoke persons Miley Cyrus and Shaun White, we 
will show our target audience that heart disease is a possibility 
at any age. 

 
● Tone of voice 

○ The tone of voice of this campaign will differ from typical Beats 
headphones commercials and advertisement. It will feature a more 
Public Service Announcement style where the spokespeople will talk 
about their battles with heart disease. 

○   It will be more serious in tone but still stay true to the cool and 
lighthearted energy of Beats ads to evoke the message that heart 
disease is a serious issue but a condition that doesn’t define the 
celebrities. We want to show the audience we can overcome and help 
individuals with heart issues with their help. 

 
● Strategies 

○ We will use television commercials, pre-roll video and audio ads on 
YouTube, Spotify, Beats Music, Apple Music and other video and 
audio streaming sites, paid/sponsored social media posts, and out of 
home media such as billboards. These are platforms frequently used 
and seen buy our target audience 

○  The use of popular celebrities will add credibility to our cause using 
their real-life experiences. This will not seem odd since Beats has a 
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history of using celebrities and athletes as a main way of selling their 
product and brand image. 

○ This will transition Beats from being seen as cool and trendy to 
consumers to also being viewed as a company using their influence to 
help others.  

 
● Advertisements 

○ The actual advertisements will have the celebrity standing in front of a 
white background as is typical for Beats advertisements. In print and 
social media posts, the ads will feature the slogan “Heart Beats 
Louder.” Miley Cyrus will be the main celebrity for these ads. Her 
posts will include a small snippet of her experience with heart disease 
followed by the the phrase “go to beats.com/miley to hear Miley’s 
story.” 

○ Shaun White will be mainly shown in video and audio ads leading up 
to the Winter Olympics in February 2018. He will also be shown 
prepping before his competitions wearing Beats headphones. 
Advertisements featuring Shaun will follow a similar format to Mileys 
but instead have Shaun telling a snippet of his heart disease story in 
the video or audio message. He will also encourage the audience to 
hear his full story online. 
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Examples of previous Beats advertisements are shown below: 
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Evaluation of Media Plan 
  
Beats headphones has a loyal audience that knows the quality of the brand. The 
brand image is associated with not only delivering quality audio experience to its 
listeners but also being seen as cool while using the product. As a result, they have 
a low turnover. Although the lifecycle of Beats headphones is longer than the 
typical headphone or earbud pair, the sales of Beats headphones remains steady 
because our target audience is willing to pay the extra money to rebuy a product 
that they know is good quality and will last. Since our product loyalty is high, our 
main goal in implementing this media plan for the #Beats4Beats campaign should 
be to get consumers to buy the specific red color for heart disease awareness. 
  
Consumers looking to purchase their first pair of Beats headphones or purchase a 
new pair have a litany of color options to choose from. We must show them with 
our campaign that the red pair of #Beats4Beats headphones is cool and it is also 
cool to help out a noble cause. Red is the color that symbolizes heart disease. 
  
Our campaign #Beats4Beats will launch on Black Friday, the kickoff of the 
holiday shopping season. Beats headphones are a popular holiday gift item and 
something that young adults ask for. Since they are known as being cool and are an 
established brand, they are often a go-to gift for people who do not know what to 
give someone. From Black Friday to December 24, 2017, we will have the biggest 
promotional push. Ads will be heavily seen on television, social media, and video 
and audio streaming services. This will be a reminder that #Beats4Beats 
headphones are a good gift to give and also a way to give back to a good cause. 
The audience will will be shown that with the gift of Beats, they can give the gift 
of life. 
  
Our second large promotional push will happen during February. This will go 
hand-in-hand with Heart Health Month and the 2018 Winter Olympics. The Winter 
Olympics begin on February 9 and run until the 25th of that month. During this 
time, we will rerun many of Shaun’s ads without the element of the holiday season 
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and the insistence of giving back during a season where getting is one of the main 
forces driving sales. Instead, these ads will inspire and encourage solidarity with 
those suffering with a heart condition. This is good because it is a month of raising 
awareness for heart related diseases. We will encourage the people who bought a 
pair of red #Beats4Beats headphones or received them as a gift to now wear them 
and show their support in another way (not with money). This can help by 
providing free advertising where they are encouraged to post a picture of them 
wearing their red headphones on social media with the #Beats4Beats. 
Headphones are often worn by athletes during high profile sports competitions 
such as the Olympic Games. Athletes such as Michael Phelps, Neymar, and Lebron 
James have been photographed and appear during games and meets wearing them. 
We will do a similar subtle advertisement with Shaun White. The NFL and FIFA 
have banned athletes from wearing Beats headphones during their sporting events, 
however the Olympics has not enacted such rules. 
  
The aforementioned campaign launch and the subsequent sales pushes in our plan 
will allow us to optimize reach. We will not constantly be in the face of people for 
three straight months, but instead be on their minds during the holiday season and 
again in February. When we return in February, our audience will already be 
familiar with our campaign and be reminded that they helped a good cause and that 
they can still help. 
  
Our target audience tends to have a lower income because it consists of college 
students and individuals at the beginning of their career. This means that buying a 
pair of our headphones will allow them to give back to the community. Since their 
disposable income is lower than older demographics, they are not the typical 
audience that is chosen when promoting a charitable cause and raising money. 
However, this creates a way for them to still help and feel like they are making a 
change. For the adults buying these headphones for college aged students, we will 
persuade them to but the red #Beats4Beats headphones instead of another color 
because it is helping others. 
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Our campaign and media plan educates, promotes, and raises awareness on heart 
health to a target audience that may not be familiar with the disease. This allows 
Beats to increase sales during a peak shopping time and gives them positive PR 
because they are partnering themselves with an organization that is reputable and 
established. 
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