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Executive Summary

Originally designed for musicians and their unique lifestyles, 
Macbeth has since grown in popularity among West Coast 

consumers. Because of their trendsetting nature Macbeth’s shoes have 
caught the attention of everyday consumers with its unique styles and 
designs. Despite its growth, Macbeth is a relatively small shoe brand 
in a crowded market -- competitors with big brand names and big 
budgets. 

 While some footwear brands or products like Macbeth 
may not function as a true symbol of social status, the brand name 
can still convey a level of quality, durability or performance that is 
generally accepted by its niche market. For example, brands such as 
Sketchers and Vans developed brand names as sneaker options for 
skateboarding and related alternative sports. Such skateboarding shoe 
brands are not chosen to portray wealth so much as for their proven 
level of performance and general acceptance amongst skateboarders. 
In so doing, the brand is helping the consumer define his or her 
lifestyle, and the target customer identifies both his or her lifestyle 
and sense of style with the brand (Source: Bar).

 The objectives for this marketing plan are to increase brand 
awareness on the East Coast where Macbeth is currently weak, 
increase market share through first-time purchases, enjoy repeat 
business, and lastly, to grow the current customer base substantially. 
Research and careful analysis indicates the shoe company can make 
a big splash in these new markets by appealing to young people with 

a hip, cool product that makes them ‘feel good’. First, to get these 
young people educated about the brand,  then excited about it, and to 
eventually become loyal customers, Macbeth will advertise in areas 
where this specific demographic hangs out such as in online social 
networks and physical malls. By utilizing the latest digital tools like 
mobile and geo-targeting advertising, mobile applications and QR 
codes, Macbeth can showcase that it is innovative and tech savvy, 
much like their target market.

 This IMC plan will outline an ambitious expansion to the East 
Coast of the United States for Macbeth Footwear so that consumers 
can more readily have access to an alternative brand of shoes that 
are not restricted by mainstream trends, and still have a coolness 
factor. By strategically placing its products in new avenues such as 
music stores and aligning itself with aspiring musicians, Macbeth 
can leverage itself over competitors and create a new niche market 
of “music enthusiasts” on the East Coast. Macbeth incorporates a 
passion for music, a need for comfortable, casual, fashion-forward 
footwear and the added value of charitable benefits. This niche brand 
strategy differentates Macbeth in a evolved market place. Brands 
that customers come to rely upon for quality and design are likely 
to survive difficult markets. Customers tend to be loyal to footwear 
brands, especially where they feel a particular appreciation for that 
brand’s comfort, quality, performance and/or sense of style (Source: 
Bar).
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Current Status

Macbeth Footwear is a Southern California shoe company 
founded by Blink 182 frontman Thomas DeLonge in 2002. 

Macbeth Footwear was initially created in response to the growing 
footwear needs of musicians and their unique lifestyles. Macbeth 
created a product that incorporates a love for music and the need 
for afforable, comfortable, fashion-forward footwear in a crowded 
marketplace.
 
 Since then, Macbeth has been growing steadily, especially 
on the West Coast of the United States and abroad in the United 
Kingdom, Japan, and Asian markets. Macbeth is an up-and-
coming company due to in part to the limitless creativity within 
the organization. Macbeth’s steady growth is directly tied into its 
trendsetting nature. While many artists like to put their name 
and money behind companies that create clothing and lifestyle 
accessories for musicians, Macbeth is different. Macbeth not only 
directly works with musicians, but the organization is almost 
entirely run by musicians.
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Studio Projects
 Macbeth is known for being a brand that integrates love for 
music and sneakers. Most of Macbeth’s products are made exclusively 
by musicians. The Macbeth Studio Project is a program that was 
created to incorporate the personality of the artist into the shoe 
product. Macbeth works exclusively with a group of artists, musicians,  
tattoo artists and athletes to create different styles that are distinctively 
its own.

Product Mix Overview

Macbeth originally started as a footwear company, selling athletic 
shoes. Since its launch, the company has enjoyed successes allowing 

for Maceth’s to expand its product mix to include vegan alternatives, 
apparel, and accessory items.

Footwear
 The shoes maintain a low profile, classic silhouette that is designed 
to be comfortable, yet stylish. Macbeth shoes are known for sporting a 
pennant on the sides of the shoe. This pennant represents the brand’s 
iconic logo and is printed on every Macbeth product. Macbeth’s line of 
footwear offers many specialized shoe designs through its work with 
artists (Studio Project program). Top sellers such as the Eliot, Brighton 
and Matthew showcases the successful collaboration between an artist and 
Macbeth. 

Vegan Line
 Because Macbeth works with a lot of strict vegan artists, such as 
Bane and Alkaline Trio, the company is known for supporting the vegan 
community by offering animal-free materials in its products. Macbeth’s 
first shoe, the Eliot, launched in November of 2002 as a vegan design and 
has since enjoyed enormous success with its vegan product lines.

Apparel & Accessories 
 Macbeth started out exclusively as a footwear company but has 
since expanded to other products such as hats, hoodies, t-shirts, polos, 
socks, bracelets, polo shirts, guitar picks and straps, and apparel and 
accessories to meet the growing demand of its consumers.
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Macbeth’s Shoes Strengths and Weaknesses
Strengths
•	 Made with  animal-free materials
•	 High quality construction
•	 Variety of fashion-forward styles
•	 Comfortable fitting
•	 Uniqueness/Niche design

Weaknesses
•	 Challenges of niche strategy
•	 Low profile shoes
•	 Limited availability through retail outlets

Meeting the Needs of the Consumers

Macbeth offers something no other shoe brand can: musically-inspired 
shoes designed by musicians. Much like how Adidas designs its 

products for soccer players, Macbeth was originally created to meet 
the needs of the musicians and their lifestyles, and has since caught on 
with teenagers and young adults who seek stylish shoes. Macbeths are 
fashionable, yet comfortable, without being the giant skate shoe or an 
athletic jogger style. Macbeth fills that void with comfortable, fashion-
forward, low profile classic shoes.

Product
Analysis
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Target Market Overview

Macbeth has traditionally been popular among West Coast teenagers 
who identify with Macbeth’s lifestyle and its music-infused 

products. A big reason for the brand’s succeess on the West Coast is 
directly attributed to Macbeth’s Founder Tom DeLonge’s star power by 
media outlets. Before Macbeth, Mr. DeLonge was known for playing in 
popular punk rock bands such as Blink 182,Boxcar Racer, and Angels and 
Airwaves, all whom have large teenage followings.

Demographics
 Teenagers are one of the fastest growing demographics in the 
United States from 32.4 million in 2000 to 33.5 million in 2010 (Source: 
(Mediamark Research, Inc.) This target group consist of teenagers, both 
males and females ages 13 to 19 years old. The ethnicity of Macbeth 
purchasers is primarily Caucasians and they live on the West Coast of the 
United States. Purchasers are working towards their high school diploma, 
have a desire to go to get a college degree and come from households with 
income greater than $50,000 (Mediamark Research, Inc.). While they 
depend primarily on their parents, they do have some disposable income.

Psychographics: Lifestyle, Attitudes, Behaviors
•	 Realistic and optimistic with a strong sense of individualism. 
•	 Want and expect to have control over their media experiences. 
•	 They like to be in control and are “hip to hype.” 
•	 Teenagers have an affinity for music in general, they idolize various 

musicians in all genres of music. 
•	 Out of the top 10 items, teens plan to buy with their own money, 

shoes rank at number two overall. 
•	 Overall, while online shopping is steadily increasing among this 

target market, 57% of teens still prefer to shop at the mall.

•	 68% say they often buy a different brand just to see what it is like. 
•	 Additionally, teenagers are typically well-versed technologically 

and come to expect fast internet. They have access to evolving and 
new technologies such as DVRs, instant messaging and wireless 
phones. (Source: Mediamark Research, Inc. 3-9)
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Going Green Trend

Going green is increasingly becoming popular among mainstream 
consumers. Fashion trends come and go, but “green” is here 

to stay. Consumers are gravitating to companies that care for the 
environment. It’s not a niche, it’s not a trend. Environmentally 
conscious fashion is a mega trend (Source: Emery).

Random Acts of Kindness Trends:
1. Human Touch
 Disgusted with big, arrogant, sloppy and out of touch 
institutions, fed-up consumers around the world increasingly expect 
businesses to be socially, ethically and environmentally responsible 
(Source: trendwatching.com): 
•	 71%	of	people	“make	it	a	point	to	buy	brands	from	companies	
whose values are similar to my own.” (Source: Young & Rubicam, 
August 2010.)
•	 In	2006,	‘strong	financial	performance’	was	the	third	most	
important factor for US consumers in determining corporate 
reputation. By 2010, financial returns had fallen to the bottom of 
the rankings, while ‘transparent and honest practices’ and ‘company 
I can trust’ were the two most important. (Source: Edelman Trust 
Barometer, 2010).

2.   Putting it out there
 Audiences are publicly disclosing more and more personal 
information on Facebook, Twitter and other social networks, about 
their lives, moods and whereabouts, both current and intended.

 All this personal information increasingly enables brands to actually 
know what’s happening in consumers’ lives. In fact, it’s never been easier 
for brands to listen and react to potential customers’ needs or desires in 
innovative or even personalized ways. As much of this happens in real-time, 
brands can increasingly engage with consumers’ right at their moment of 
need (Source: Emery).

3.   Pass  it on
 More consumers than ever are now sharing their experiences with 
their friends and with wider audiences on social networks, random acts 
of kindness can spread far beyond the original recipients. The 850 million 
active Facebook users share over 30 billion pieces of content per month. The 
average user has 130 friends. (Source: Facebook, February 2011.)
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Retail

Macbeth Footwear is a wholesaler that sells exclusively to one  
national retailer in the United States: Journeys. Macbeth can 

also be found in other small-name retail stores on the West Coast. A 
majority of its retail sales comes from its partnership with Journeys, 
which has retail stores nationwide. However, shelf space dedicated to 
Macbeth is weak in Journey stores. Macbeth products are hard to find 
in a majority of Journeys stores and offer limited Macbeth choices.

Online
 Macbeth has recently opened an official online store directly 
from its website, allowing viewers to make purchases directly from the 
company. The bulk of Macbeth’s sales comes from its numerous online 
dealers:

•	 Loserkids.com
•	 Sportie	LA
•	 Journeys
•	 Zappos.com
•	  Macbeth.com (online store)
•	 Moo	Shoes
•	 Shoe	Biz
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Competitor: Converse

With its roots as a popular basketball shoe worn by 
professionals, Converse has morphed under Nike into a 

fashionable footwear firm for those off the court, too. It has sold 
some 750 million pairs of its classic Chuck Taylor All Star canvas 
basketball shoes, which appeal to consumers ranging from school 
kids to clothing designers. It licenses its name to makers of sports 
apparel, as well. Converse also manufactures products under the One 
Star and Jack Purcell names (Source: Hoovers). Strengths

•	 Distribution network
•	 Brand recognition
•	 Vintage/Modern
•	 Longevity
•	 Brand reputation

Weaknesses
•	 Flat soles
•	 Uncomfortable
•	 Can be expensive

Pricing
 Men’s shoes $22 - $200 / Women’s shoes $16 - $85.

Products
 Casual shoes, Chuck Taylor All Star, Jack Purcell, One Star, Star 
Chevron, Cons, athletic shoes, hi-top, lo-top, x-hi, slip-ons.

Promotion
 Sponsorships, television commercials, celebrity endorsements, 
Dr. Seuss theme, GRAMMY Camp for youth music scene), Converse 
Basketball Yearbook (basketball scene), Coastal Carnage (skateboarding 
scene).

Distribution
 Converse sells through about 50 of its own stores as well as 
through retailers like Target as well as online dealers.
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Competitor: Vans

Vans is a Southern California-based manufacturer of sneakers, 
skateboarding shoes and other shoe types catering primarily 

to the skateboarder/surfer youth market. At first, Vans shoes were 
produced in the store, decade’s later American production of Vans 
shoes ended in July 1995. Vans began taking custom orders when 
people wanted different color schemes on their shoes. Today, Vans 
works heavily in the surfing, skateboarding, snowboarding, urban 
and punk markets. The brand has also become popular over the last 
two years after re-introducing their much-loved slip-on. They have 
also marketed additional items such as clothing and skateboarding 
accessories.

Strengths
•	 Vans	Custom	Shoes
•	 Mobile	Apps
•	 Brand	recognition
•	 Stylish

Weaknesses 
•	 Flat	soles
•	 Expensive
•	 Wear	out	easily

Pricing
Vans shoes go anywhere from $35 -$150 for a single pair.

Products
 Slip-ons, Classic Shoes, Core Skate, Skate, Surf, Sandals, OTW, 
BMX, Lifestyle (Source: vans.com).

Promotion
 As part of its marketing strategy, Vans backs alternative rock and 
heavy metal bands through music festivals.

Distribution
 Vans merchandise is sold in the US by national chain stores and 
in skate, surf, and specialty shops worldwide. Vans, itself, operates more 
than 200 stores in the western US and in Europe (Source: Hoovers).
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Competitor: DC shoes

Founded by Ken Block and Damon Way in 1993, DC became 
a leader in performance skateboarding shoes and has evolved 

into a global action sports brand. DC’s product line has expanded 
to include men’s, women’s and kids’ skateboarding and lifestyle 
footwear, apparel, snowboard boots, outerwear, snow boards, 
accessories and more (Source: facebook.com/dcshoes).

Strengths
•	 Good brand following/

recognition
•	 Owned by retail giant 

Quiksilver
•	 Pioneer: First to capitalize 

on skateboard, snowboard 
and adventure sports niche 
market

Weaknesses
•	  Bulky
•	 Can be expensive

Pricing
 Men’s shoes $40 - $150 / Women’s shoes $40 - $105.
Products
 Shoes, slip-ons, skate, boots & mids, sandals.

Promotion
 Celebrity endorsements, sponsors extreme sport athletes/events.

Distribution
 In addition to its standalone retail shops in New York and Los 
Angeles, DC Shoes markets its products online and through such retail-
ers as Macy’s and Pacific Sunwear (Hoovers). Variety of online dealers 
as well as on their site www.dcshoes.com.
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Macbeth, Inc. is located in Carlsbad California. It is a 
private company categorized under footwear. The 

company employs an estimated 20 staff members. Macbeth 
has been in business for 10 years. In 2002, the company 
started with $20,000; by 2005 Macbeth’s annual revenue 
exceeded $3,400,000 (Source: Manta). Obtaining financial 
information has been difficult given the private nature of 
the company.
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“Sport of Life” Campaign Overview

In 2005, Macbeth Footwear changed its name temporarily to 
Macbeth Athletics during their 2005 marketing campaign “The 

Sport of Life.” The campaign’s slogan intended to show a different 
type of athleticism, and portrayed active lifestyles, in contrast to just 
physical sports. 
  
 “The Sport of Life” encompassed every single decision and 
consequent action a person could take in their daily lifestyle to 
improve the life of those around them and ultimately themselves. 
Whether it’s taking a risk and packing up your things to drive across 
the country and be with the girl you love or picking up a guitar and 
teaching yourself how to play, the campaign aimed to highlight 
people’s passion and personal values can influence everyday choices.
 
 Macbeth added the term “Athletics” to their name for the 
duration of 2005 then dropped it by the end of the year when the 
brand decided to steer it’s marketing back to its core foundation of 
music and active lifestyle.
 
 Because Macbeth Footwear is a privately held company, it 
wasn’t feasible to gather accurate statistics to gauge the successes or 
failures of Macbeth’s past campaigns.
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“Sounds of the Future” Campaign Overview

Macbeth approached 2009 as if it was 2013, and the world 
had already ended. Luckily the Macbeth shoes will be just 

what you need for the apocalypse; we know, because we’ve been 
there. You can see the theme elements in all of the artworks, from 
warplanes to atmospheric events, crazy futuristic prints, all of which 
convey the idea of the ‘Sound of the Future’.
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“We Want You Inside Us” Campaign Overview

In the spring of 2011, Macbeth launched a new line of footwear with 
the campaign slogan: “We Want You Inside Us.” Macbeth decided 

to kick off the campaign by attending the SXSW, a big music and 
film festival in Austin, Texas. They brought the Macbeth Traveling 
Education Bus and showcased the Macbeth products.
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The Great Recession

The recession hurt all small businesses and Macbeth was no 
exception. Footwear factories closed and conducted layoffs 

throughout the recession, especially in Asia. Consumers purchased 
about 1 percent fewer pairs of shoes in 2007 and 2008 compared 
to each previous year’s numbers. In the United States, shoe 
manufacturing jobs fell by about 8 percent (Source: Bland).

2011 Japanese Earthquake/Tsunami
 Macbeth started to sell its products in the Japanese market 
during the time of the Tsunami disaster. Japan is a major market for 
California companies. The day-to-day business got impacted (Source: 
Zwahlen).

Economic
Factors
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SoCal Lifestyle Goes East

Surf and Skate apparel has always had a following, especially in 
Southern California, and now has become a fashion statement 

for mainstream America as well. The latest boom is being driven, in 
part, by the popularity of television programs like MTV’s reality show 
“Laguna Beach” and the Fox teen drama “The O.C.” as well as the 
growing interest in action sports. 
 
 The current demand for the Southern California lifestyle is 
having a clear impact on companies catering to the youth market. 
Across the country, teens who are miles away from any ocean or skate 
park, are turning away from urban-inspired, hip-hop apparel and 
grabbing up surf and skate brands.

Cultural
Factor
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Online Piracy Act (SOPA) & Protect Intellectual Property Act 
(PIPA) Bills

SOPA and PIPA are two different political bills addressing online 
piracy. Although they are different bills, the nuts and bolts are 

largely the same, giving law enforcement agencies the ability to shut 
down websites that they believe are guilty of distributing illegal 
copies of copyrighted materials. If passed, these new laws will be 
a great help to companies that wish to protect their intellectual 
property. At the same time, many people are criticizing SOPA and 
PIPA because they seem to go above and beyond simple copyright 
infringement and make it appear that any website could be deemed 
guilty through normal everyday business and posting.

 Many small companies are weary of the SOPA and PIPA 
bills, because they seem to go above and beyond simple copyright 
infringement and make it appear that any website could be deemed 
guilty through normal everyday business and posting. With the new 
bills, companies will be guilty until proven innocent. Authorities will 
shut down a website first and ask questions later. 
 
 Being offline for a single day can have significant impact on 
any small business. Businesses also face hefty finds as well as having 
their website on a black list which means loss of access to payment 
process like PayPal. Lastly, some ISPs may block visitors from 
reaching a small business’ website (Source: Beske).

Political
Factor
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Strengths Weaknesses Threats Opportunities

•	 Niche product: Musically-
inspired footwear, 100 % vegan, 
charitiable partnerships and 
company’s social messages

•	 Founder/Spokesman Tom 
DeLonge’s Starpower

•	 Quality products
•	 Moderately priced
•	 Causal footwear
•	 Strong online distribution 

network
•	 Privately-held company allowing  

for more flexibility

•	 Small company, modestely 
capitalized

•	 Low brand recognition beyond 
West Coast of United States

•	 Lack of retail/physical presence 
in U.S.

•	 Lacks the financial resources to 
compete with big competitors

•	 Large, big budgeted competitors
•	 Weak Economy
•	 Perceived as a skater-shoe 

company
•	 Global uncertainty: Wars, 

material resources, foreign 
economies

•	 Emerging technology and digital 
tools to better reach out to 
young customers

•	 The growing popularity of SoCal 
lifestyle in mainstream America

•	 Going Green trend, promoting 
a more ethical, eco-friendly 
company

•	 New avenues of distribition
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SWOT Action Plan

Macbeth may be a relatively small company, but it has a big 
product. Macbeth needs to leverage its strengths to try to off set 

its weaknesses. By flexing the strength of the product itself, Macbeth 
can take away some of the market share currently monopolized by its 
bigger competitors like Vans and DC shoes. By highlighting that their 
products are made with animal-free materials, designed by actual 
musicians and artists and support charity partnerships, Macbeth can 
really  hit a chord with its customer base and stand apart in a crowded 
marketplace for footwear.
 
 Macbeth’s Southern California roots, ethical responsibility and 
its endless pool of creativity are other brand aspects of what strengthen 
Macbeth’s market perception, and gives Macbeth endless opportunities 
in a new marketplace.  Macbeth can stand apart from its competitors by 

creatively placing its products in more accessible retail locations. 

Despite the growth of online shopping, Macbeth recognizes through its 
research, that its demographic still flocks to the malls and retail store 
to try on new shoes. By utilizing the digital space and the power of 
social media, Macbeth can specifically target its demographic in a cost-
effective manner and render its competitors’ larger marketing budgets 
less significant.
 
 While Macbeth does not have the brand recognition or large 
marketing budget, its products do sell themselves. Macbeth stands for 
more than just a product, it wants to inspire people to be better and do 
better, and if Macbeth sticks to that philosophy they will find success 
wherever they go.
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Marketing Objectives
1. Market developement outside of West Coast of U.S. by 
expanding into East Coast of U.S.
Metrics
•	 Product placement in 200 F.Y.E. retail outlets on East Coast of 

U.S.
•	 Sale of 100 shoes per F.Y.E. outlet
•	 Aquire 50 new customers per outlet

2. Increase brand awareness by 25% in one year
Metrics
•	 Survey results in 15 selected markets
•	 Major media placements/publicity in selected 15 markets
•	 $100,000 in charitable donations through benefit concerts and 

t-shirt sales.

Financial Objective
1. Increase shoe sales overall by 15% in one year. 

Critical Issue #1
 The single biggest challenge facing Macbeth is lack of brand 
recognition outside the West Coast, specifically among its core 
consumers on the East Coast: teenagers. With big competitors like 
Vans and DC who have a stranglehold on the East Coast, Macbeth 
is a relatively small niche shoe brand that has yet to catch fire on the 
East Coast.

Critical Issue #2
 To date, the majority of total sales are through its online 
distributors	such	as	Zappos,	Macbeth.com	and	others.	While	that	
is certainly good for Macbeth, Macbeth’s retail sales numbers in 
the U.S. are nowhere where they should be in comparison to its 
competitors. Additionally, according to primary and secondary 
research, teenagers still overwhelmingly choose to buy their shoes at 
malls or retail stores where Macbeth currently has a weak presence 
in.
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Demographics

Teenagers/young adult males ages 16-25 currently represents the 
core target market of Macbeth Footwear on the West Coast and as 

Macbeth begins to expand its brand to the East Coast, Macbeth will 
be advertising heavily to this core segment. Today’s teenagers account 
for 25 percent of the U.S. population, so not only do they provide a 
promising customer base, they also provide the possibility for lifelong 
brand loyalty. As a highly-sought after market segment, this group has 
a combination of greater knowledge as well as greater optimism.

Psychographics: Behaviors, Attitudes, Lifestyles, and 
Characteristics
True Digital Natives: Grew up on smartphones, fast web, ipods. True 
mult-taskers, no-holds-barred attitude towards blogging, digital 
publishing.

Speed Demons: Expect instant gratification. This segment lives for 
speed and sluggish technology is useless technology.

Community-Organizers: Teenagers grown up with social communities 
such as Facebook and Orkut. Meeting, befriending and interacting 
with the online community is second nature; it is in their ability to 
spread messages to vast sums of internet users. 

Micro Miners: Despise long texts. In today’s digital age, teenage users 
thrive on bite-size, manageable bits of information. 

Technology has led to new buying patterns: Because of the speed of 
technology, the buying patterns have completely changed within the last 
ten years alone. Instead of television and telephone, today’s teenagers not 
only use multiple technology channels for communications, but are major 
content creators as well.

Teenagers will still be teenagers: Despite every technological and cultural 
phenomenon that makes them different, teenagers are still going to be 
teenagers. Today’s teens abhor advice from adults and the “establishment.”

Endless information at fingertips: This generation has grown up quickly 
because they have more information at their fingertips than any other 
generation had at that age. Today’s teenagers/young adults live in a real-
time world where every though can be sent from anywhere in a fraction 
of a second
(Source: Lyon).
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Position Statement

What Macbeth will bring to the East Coast is an alternative shoe 
brand to counter the same old, tired, dry shoes that currently 

saturate the market. Macbeth offers a simple profile, stripped down 
shoe with  shoe with a “do good” message. This target market will 
feel that they are making a good return on their investment and 
making a positive difference through purchasing a pair of Macbeths.

 When this campaign is complete, Macbeth’s core target 
market will realize that they have found a brand of footwear that’s 
cool, not just because of its trendy designs but because it isn’t 
mainstream. This group will have found a brand that best represents 
them: independent, creative, music-oriented and desire to make a 
difference.

 By positioning Macbeth’s music infused products into 
F.Y.E. music stores, Macbeth is  not only aligning its music-infused 
products with F.Y.E.’s music business, but it is also positioning its 
products to be much more accessible to East Coast teenagers. With 
this improved physical presence on the East Coast Macbeth will not 
only increase sales, expand its customer base, but it will also have 
created a new “niche” shoe on the East Coast, much like it did on the 
West Coast which led to its success there.
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Product

Macbeth Footwear is the original music-inspired footwear 
brand created by musicians and artists themselves. Made with 

high quality materials, vegan influences and designed by rockstars, 
Macbeth’s products define themselves by style as well as substance. By 
preaching vegan ideals and charitable acts, this product becomes more 
than just a product, it becomes a vessel for social progress. This IMC 
plan details many initiatives centered around messaging these very 
distinctive qualities of the product and the message behind them.

Pricing
 Macbeth’s prices will remain as it is currently. Because Macbeth 
makes high quality, stylish shoes with an affordable price tag, it 
leverages itself over many of its competitors on the East Coast who sell 
their lower-quality products at a higher cost.

Promotion 
 This IMC plan highlights numerous promotional initiatives 
including print, online, social media and mobile tactics that will 
take place over the course of one year. Each of these initiatives will 
strategically highlight features of Macbeth Footwear in an effort to 
attract new customers, create word-of-mouth buzz, cultivate brand 
loyalty among its target market on the East Coast and bring in a 
respectable ROI.

Placement 
 Macbeth is primarily a footwear wholesaler that distributes 
its products to retailers and online dealers. Currently, the product 
is restricted  to retail stores in West Coast markets, some Journeys 
retail stores on the East Coast and online dealers. To increase sales, 
Macbeth will  look to bring  the product to its East Coast consumers 
by strategically placing Macbeth products in 200 F.Y.E. (For Your 
Entertainment) music stores as a test market in 2012. By utilizing 
F.Y.E. oulets, Macbeth and F.Y.E. can leverage themselves through  
co-branding. Additionally, by using existing infrantructure, Macbeth’s 
East Coast expansion will have a low-impact on the enivornment, 
which goes hand-in-hand with the company’s sustainable ideals. 
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This Integrated Marketing Communications plan provides 
numerous strategies and tactics that were developed to increase 

brand awareness, increase sales and develop a loyal brand following 
on the East Coast markets. These strategies and tactics were carefully 
chosen after preforming both primary and secondary research. The 
results that were garnered from this research provided insights as 
where Macbeth currently stands in the marketplace and what it takes 
to have Macbeth success in a new market.

 The research was done exclusively through an online survey.  
Over the course of two months, electronic survey results were 
gathered from 80 respondents in the 16-25 year old age bracket. While 
not statistically significant, the purpose of the survey was to get insight 
into Macbeth’s new potential target market and to see how responsive 
this group would be to Macbeth’s East Coast expansion. Respondents 
were asked a variety questions ranging from what is their favorite shoe 
brand currently, what kind of shoes do they prefer, shopping habits, 
have they ever heard about the Macbeth brand and more.

 Upon analysis of the survey results, many key findings cropped 
up. Respondents were first asked what their favorite shoe brand was, 
and 50 percent of them said it was Nike. No surprise there, but what 
was revealing was that out of 10 brands of shoes offered, Macbeth 
was second to last. This question revealed that the East Coast market 
is monopolized by a few huge shoe brands such as Nike, Addias and 
Converse. If Macbeth wants to grab some of the market share, it needs 
to differentiate itself from what its biggest competitors already offer.

 Second, another question respondents were asked what type of 
shoes do they like to wear and 55 percent said they preferred casual 
shoes. This is great for Macbeth because they specialize in casual 
footwear only, where many of its competitors focus on skater shoes 

or athletic shoes. This finding means Macbeth does not have to reinvent 
the wheel so to speak and create a entirely new shoe since it is already 
desired among its core target market.

 Third, respondents were asked about their shopping habits when 
it comes to footwear. 67 percent of respondents looked for style when 
deciding a new pair of shoe. Another plus for Macbeth. Their shoes 
are a canvas for artists’ creativity, with several dozen styles available. 
Additionally, when it came to style, brand name had little influence  on 
respondents with only 15.5 percent leaving the door open for no-name 
brands like Macbeth to influence customer’s buying habits. The cooler 
the style design on the shoe, the more likely a customer will want to 
purchase it. 

 Continuing to get insights on consumers shopping habits, 
respondents were asked where they were most likely to shoe shop and 81 
percent said that they shop at their local malls. Additionally, 45 percent 
were independent retail stores and online shopping was next 40 percent. 
This shows that despite the growing trend of online shopping, a majority 
of customers are still going to retail stores.

 Brand recognition and familiarity with Macbeth were analyzed to 
help determine where the brand stands in the minds of the average East 
Coast customer when they shoe shop. Results that came back was not 
surprising. Over 70 percent of respondents never heard about the brand. 
This shows how little awareness Macbeth currently has and the uphill 
climb it has to become a top-tier brand on the East Coast.
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 Pertaining to Macbeth specifically, respondents were asked if 
they would be more willing to check out a new, unknown brand of shoes 
if it was sold near them and 70 percent said that they would definitely 
consider it if it was easily accessible. This was key because it gives 
Macbeth opportunities if they positioned their footwear in proximity of 
its target segment.
 
 The last question for respondent was that despite never hearing 
about Macbeth before the survey how interested were respondents about 
the product? Nearly 50 percent said that from just the little they learned 
about the brand it was enough to make them want to learn more and 
possibly try them on.

 These primary research findings allowed for specific targeting 
of carefully crafted integrated Marketing Communications efforts. 
Messaging, pricing, and promotions strategies were developed basked off 
of these findings from the survey. As findings are gathered, adjustments 
will be made to ensure consistent and effective messaging to Macbeth’s 
target markets.
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Creative Work Plan

Background: Why are we advertising? 
Macbeth is not selling just a cool product, it’s selling its a commitment to personal values and a lifestyle of 
sustainability.

Whom are we talking to?
East Coast teenagers, young adult males 16-25 years old.

What do they currently think?
They do not know what to think because they’ve never heard of Macbeth. If they have heard of it, they think 
it’s a small, skateboarder shoe company.

What would we like them to think?
Macbeth is a ‘cool’ alternative to the mainstream. It’s music on your feet. They don’t just look good, they DO 
good.

What is the single most persuasive idea we can convey?
Your one step away from changing things.

Why should they believe it?
Through its charitable works and vegan program, Macbeth challenges people to be a better person and 
establish a greater meaning in their life. When you purchase a certain pair of shoes, because a portion of the 
proceeds go to a charity you believe in or because they are animal cruelty-free, you’re doing a little part in a 
greater goal for the betterment of society.

Are there any creative guidelines or mandatories?
The Macbeth logo(s)

Tone of voice? 
Humorous, Sassy

Tag line: Step Up

Marketing
Strategy
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Overall Strategy Statement

The overall objectives in this IMC campaign are to increase sales 
by entering into new markets through a new distribution channel, 

expand Macbeth’s customer base and generate awareness of the brand 
on the East Coast. Macbeth will release its merchandise into F.Y.E. 
stores throughout 15 test states on the East Coast. If successful after the 
first test year, Macbeth will roll out its products nationwide.
 
 A distribution agreement with F.Y.E. represents an important, 
logical step for the Macbeth brand going forward. To capitalize on 
its growth, the brand needs to constantly look for new avenues to 
grow its business in the United States. And it needs to do it now. By 
aligning with F.Y.E., Macbeth is positioning its apparel into a new, 
untapped locale: music stores. With 800 stores nationwide, F.Y.E. 
provides unparalleled access for Macbeth to test its products in new 
markets without taking a big financial hit. F.Y.E. is poised to benefit as 
well by giving its customers more options when it comes to music. By 
finding ways to creatively position its products into new areas such as 

music stores, Macbeth gives itself a pioneering advantage over its 
competitors and stays true to its trendsetting nature. 
This type of distribution allows Macbeth to calculate a low-risk 
venture with the opportunities to reap a huge return on investment.
 
 Macbeth will successfully venture into these new markets 
through a variety of digital, social  media, public relations, 
promotional and advertising initiatives. The brand will generate 
awareness and word-of-mouth buzz through its promotional events 
and by advertising specifically to its core market segment. By making 
its products more accessible, Macbeth can increase its total sales. 
By utilizing the digital and social media space, Macbeth can create 
a more an interactive shopping experience for its young, tech savvy 
customers. Macbeth will sell itself to these consumers by highlighting 
its cool, niche products and showcasing its vision for sustainable 
living. This campaign will highlight the brand as the cool, alternative 
choice for footwear in an already crowded industry.
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Public Relations Plan

Macbeth’s public relations strategy is aimed at successfully 
introducing its small, niche shoe brand to a bigger, more 

mainstream audience on the East Coast of the United States. With a 
new distribution channel in F.Y.E., Macbeth will sign a distribution 
agreement with music retail giant F.Y.E. to allow Macbeth to be the 
official outfitter in music apparel for the company. This will be a win-
win for both brands by aligning Macbeth’s music-infused product’s 
with F.Y.E.’s core business which is music. As the exclusive outfitter 
in F.Y.E. stores, Macbeth will be the first to offer a variety of music-
inspired footwear, apparel, and accessory items geared to please the 
young, music-minded customers that typical go to F.Y.E. For Macbeth, 
it would be environmentally irresponsible to build a brick-and-mortar 
store. By opening a distribution channel with F.Y.E. -- who already have 
an established retail presence in malls across America -- Macbeth can 
stay true to its personal values of sustainability and save a lot of money.
 

 

 In an effort to become relevant in new markets, Macbeth will 
announce this new exclusive distribution agreement with F.Y.E. stores 
first through a general press release sent to media outlets to towns in 
each of the 15 test states where there are F.Y.E. stores. This press release 
will help to initiate media attention by announcing Macbeth’s new 
exclusive distribution relationship with F.Y.E. The general press release 
will announce Macbeth’s new partnership and to highlight what the 
brand does and its vision for its East Coast expansion. Secondary press 
releases will follow as Macbeth rolls its products out into each of the 
15 test states, each release will be modified to a specific area. In these 
releases, Macbeth will introduce its promotional tour, the upcoming 
charitable concerts and will offer specific information such as what 
bands that will be playing, directions to the mall,  and concert times. 
The press releases will go out early September, just ahead of the launch 
of Macbeth’s promotional events to give media outlets time to prepare 
and inform their audiences.
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 Because Macbeth is a relatively small company there are a 
limited amount of dollars available. To counteract its small budget, 
Macbeth will leverage its promotional endeavors into millions of 
dollars worth of free advertising for the brand. By sponsoring hundreds 
of benefit concerts across 15 test states -- for a small fee in exchange 
for the exposure, Macbeth will hire talented, local bands to play benefit 
concerts that raises funds for local area high school music programs 
-- Macbeth can generate free media exposure from both the local and 
the national media outlets. By helping young musicians, Macbeth is 
positioning itself as a socially-conscious company that looks to gain a 
loyal following among its core target market as well as translate its “do 
good” promotional events into free publicity for the brand as it looks to 
establish itself in the new East Coast market place. Over the course of 
the four month promotional tour/benefit concerts, the brand will look 
to raise a total of $100,000 for local area high school music programs 
across its 15 test states. By rasing a six-figure sum for a good cause, 
Macbeth will bet that its charitable acts will translate into free media 
exposure on a national level.
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Promotional Strategy Statement

Through a series of promotional initiatives such as its benefits 
concerts, Macbeth’s promotional strategy aims to bring much 

needed attention and buzz around the brand as well as serve its 
larger goal of driving its new target market to a point of purchase.

Tactics
1. To bring attention to its new distribution channel, Macbeth 
will kick off a promotional tour. The company will lease out four 
vans to travel out to these 15 different test states on the East Coast.  
Dubbed “Macbeth Machines,” these vans will be operated by two 
man teams. Filled with Macbeth merchandise, these vans will head 
out to mall parking lots to garner awareness and generate buzz about 
the brand before Macbeth products hit the shelves in F.Y.E. stores. 
The Macbeth Machines will launch in September and make their 
way to mall parking lots adjacent to an F.Y.E. store. Once there, the 
vans will correspond with benefits concerts and assist in setting up a 

booth and a concert stage in parking lots. In addition, once at the 

mall, these vans will turn into mobile stores, allowing customers who 
come to these concerts the opportunity to buy Macbeth’s products 
before they offically roll out in F.Y.E.

2. Over the course of its four month promotional tour to 
introduce itself to the East Coast, Macbeth will align itself with its 
customer base by holding 200 localized benefit concerts. The 
company will sponsor local area bands to play small concerts outside 
mall parking lots. By sponsoring these concerts, the company shows 
that its serious about supporting local, young musicians and the 
proceeds gathered from these concerts will directly benefit music 
programs at local area high schools. Additionally, by having these  
charity concerts all across the East Coast, Macbeth stands to generate 
enormous media exposure that can be worth millions of dollars in 
free advertising for the brand.

3. The promotional tour will take four months -- from 
September through December -- and will end with a afternoon 
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benefits concert at Central Park in NYC on New Year’s Eve with 
an estimated turnout of 10,000 people. The Macbeth Machines will 
congregate in NYC at the end of their tours and assist in the set up and 
take down of the concert. This big concert, much like the smaller ones, 
will take place the weekend before Macbeth products officially roll out. 
The New Year’s Day concert will feature bands such as Blink 182, Bring 
Me the Horizon, Circa Survive, and Polar Bear Club -- all whom are 
part of the Macbeth family of musicians. They will play free of charge in 
order to raise awareness around the Macbeth brand and raise funds to 
support music programs at NYC-area high schools such as Fiorello H. 
LaGuardia High School of Music & Arts located in the Lincoln Center 
district of Manhattan.

Social Media Strategy Statement
 For its U.S. expansion efforts, Macbeth will utilize its social 
media channels to spread awareness, be a part of the conversation 
with its consumer base online, generate interest and buzz during the 
promotional events, maintain the buzz long after Macbeth launches 

into F.Y.E. stores and continue to drive consumers on social media sites 
to a point of purchase.

Tactics
1. With Facebook’s 800 million users, Macbeth’s targeted audience 
is certainly part of that huge user pool. To better connect with them, 
bring awareness to the brand, and ultimately drive them to make a 
purchase, Macbeth will run several ads on Facebook. Facebook Ads 
have emerged as a popular, cost-effective way to promote a small 
business online because Facebook allows for ads to target specific 
groups. By knowing a users geographic location, age, gender, interest, 
and other characteristics, Macbeth can create multiple, engaging ads 
that will effectively target its demographics. During the promotional 
events in the fall, Macbeth’s ads will inform users about the benefits 
concerts and drive them to the websites or social media channels to 
learn more about the events. 
 After the events, once awareness is built, Macbeth can utilize 
the Facebook ads to promote new or featured products on a 
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weekly basis. One example is a new studio project product line coming 
out. Once a Facebook user click on the ad it will take them to Macbeth’s 
website where they can find out about the artist’s bio, product cost, sizes 
available, online and offline purchase points, essentially everything they 
would need to help them make that purchase.

2. Macbeth will utilize Twitter to inform users on the social 
media channel about it promotional events as well as to generate 
awareness and drive East Coast teenagers to a point of purchase. One 
way is by advertising through sponsored tweets. Macbeth will pay per 
tweet to well-followed musicians, both within and outside its family 
of musicians, to tweet about Macbeth products. Specifically for the 
promotional initiatives, Macbeth will use Twitter to tweet the location 
of  the Macbeth Machines, providing daily updates to its followers on 
the progress of the vans as they make their way to different markets. 
The hashtag #MacbethMachines will be created to allow twitter users 
to follow their progress. Additionally, Macbeth will tweet in real-time 

during the concerts, sharing with its followers the name of the 

featured band, what’s happening, and even use the Twitpic feature 
to upload pictures during and after the concert.  Another hashtag 
#StepUp(Mall name) will be created and will let users alert their 
friends that they’re at one of the Macbeth sponsored benefit concerts 
and entice them to join. These hashtags are a great resource because it 
allows social media users to follow the conversations on the events.
 Additionally, Macbeth will use sponsored tweets to highlight  a 
new studio product line that came out. Macbeth will pay the artist(s) 
who colloborated with the particular studio project to tweet about the 
new product and give their followers the link that directs them to both 
online	(Loserkids,	Zappos)	and	offline	(F.Y.E.)	locations	where	the	
product is currently stocked.

3. Macbeth will launch a real-time map on their Facebook 
page that allows customers to follow the Macbeth Machines as they 
go around to different markets. Using GPS features built into many 
popular smartphones, the application will tell smartphone users, in 
real-time, where the Macbeth Machines are currently, their routes, and 
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upcoming stops. This is a fast, simple and effective way to get teenagers 
informed through their cell phones’ social networking capabilities. 
After the promotional tour ends in January, the real-time map of the 
Macbeth Machines will be replaced with a map outlining the U.S., titled 
“Our Footprints” and will show the F.Y.E. stores that house Macbeth 
products.

4. Another initiative on the Macbeth Facebook page will be the 
creation of a new tab called “Step Up.” This section of Macbeth’s main 
Facebook page will be entirely dedicated to the company’s vision of 
being socially responsible and living a sustainable lifestyle. Specifically, 
Macbeth will use this section to educate its social media users on cool 
ways they can be greener in their lifestyle choices through an array of 
interactive methods such as articles, videos, games, blogs, and polls. 
Macbeth will use also use this tab to feature its vegan line of products 
and if a user likes a particular featured vegan product they can click 
on it and it will direct them to Macbeth’s online and offline purchasing 
points.

5. To entice people to go to the local benefit concerts in their 
area and to drive traffic to the storesMacbeth’s social media channels, 
Macbeth will offer a 20 percent discount coupon at the concerts. 
To be eligible for this discount, customers have to go to any of 
Macbeth’s social media channels and (like, follow, etc), print out the 
evidence, and bring it to the concert where they will be awarded the 
coupon. Customers can  then use the coupon it to purchase Macbeth 
merchandise when it becomes available in F.Y.E. stores. 

Digital Strategy Statement
 Because Macbeth’s customers are digital-savvy -- more than 
80 percent of them own their own smartphone -- Macbeth can use 
its current website and build off of it using the latest digital tools to 
specifically target its audience and create a more unique, interactive 
shopping experience for this core target market. Macbeth’s new digital 
initiatives will allow customers to be even more immersed in the brand 
and its lifestyle. Customers will be able to create their own Macbeth 
shoes online, a new mobile application will allow for faster and 
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greater access to all things Macbeth, and using emerging tools such as 
QR codes to remain top-of-mind to its tech-savvy customer base.

Tactics
1. In order to reach young people specifically at the malls and at 
their high schools, Macbeth will use geo-targeting advertisements 
through mobile cell phones. Macbeth will buy mobile ads that will pop 
up on people’s cell phones when they are within a three-mile radius of 
a mall or high school in order to reach them in close proximity to their 
hangouts. The ad will have the Macbeth brand name and logo, and will 
inform mobile phone users of the benefit concerts and invite them to 
click to find out more. Additionally,  over the course of the year these 
geo-targeted ads will cycle different promoted Macbeth products  on 
a weekly basis. When a mobile user clicks on the ad, it will give that 
user the directions to the closest F.Y.E. store that currently has that 
promoted item in stock. These ads can be targeted by geographic area 
and by category and cost just a fraction of what TV or radio advertising 

does.

2. A mobile application called “Mo Macbeth” will be created. 
The application will be free and run on all major app stores. The 
application will have a black background and a large white pennant to 
further associate the Macbeth logo to prospective customers. The app 
will be able to do two things really well. One, it will guide customers 
to the nearest retail store where Macbeth products are sold. Two, 
smartphone users will be able to directly browse through Macbeth’s 
official online store on its website, allowing purchases to be made 
directly from a mobile phone. With the rising trend of mobile-based 
purchases, this application offers an easy way for prospective customers 
to make a purchase without having to go to a computer or to a retail 
store.

3. With over 10 million users uploading 1.5 million photos a day, 
Macbeth will want to capitalize on the explosive growth on Instagram. 
Since Macbeth already has an Instagram account, it will be useful to 
utilize this great photo-sharing tool to promote the brand in a fun, 
interactive way for Macbeth’s target market. Macbeth will have an 
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Instagram photo contest. By having contests like these, Macbeth is 
showing its command of the digital space to its tech savvy customers 
who will appreciate the interactivity. The contest will run for the entire 
month of April. The contest will ask users to take creative poses of 
themselves wearing their Macbeth shoes and upload it to directly to 
the Instagram application from their smartphones. By using Statigram 
(Instagram’s photo contest tool) when the contest is closed, Macbeth 
can select winners and automatically publish the public profile and 
photos of the winners directly onto Macbeth.com. Additionally, the 
Statigram tool allows Macbeth’s photo contest to appear directly on 
the Facebook fan page where a tab displays all participating photos. 
This allows for the potential for maximized participation by seamlessly 
integrating many different channels from which people can join.

4. A micro site called “My Macbeths” will be launched. This is 
a create-your-own shoe contest directly accessible from Macbeth’s 
website. Customers will have complete control over the customization 
of their own Macbeth shoes. Everything from the shoe lace colors to 

design on the shoe sole will be customizable. This contest allows for 
everyday customers to become part of the Macbeth Studio Project 
program -- and, like their favorite artists and musicians -- design 
their style, their personality onto a pair of Macbeth shoes. With 
Macbeth’s competitors also offering shoe customization, this is a great 
opportunity for Macbeth to offer a better, more interactive experience 
that their target market seeks. This contest will run for two months, 
February through March, with the winner announced on April 1st. The 
winning shoe will become part of the Macbeth line for a limited release.

5. Another utilization of a digital tool is with QR Codes, which 
enables customers to take out their smartphones and interact during 
the point of purchase. QR codes will be strategically placed onto 
popular Macbeth products displayed throughout the F.Y.E. stores. Once 
scanned, the QR code sends the smartphone user to a mobile micro 
site localized to that particular store. The smartphone user is then given 
access to more information about the particular shoe they scanned. 
Customers will know what artist designed it and what colors and 
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sizes are still in stock in that particular store. If it isn’t in stock at the 
physical store, the customer is given the option of ordering it through 
an online dealer or directly from Macbeth.com. Macbeth will waive 
the shipping fee and send it directly to the store or the home of the 
customer.

Advertising Strategy Statement
 Macbeth will not allocate its marketing budget to traditional 
print advertising, but will instead leverage the media coverage it 
garners from its promotional events into millions of dollars worth of 
free advertising. Macbeth’s advertising dollars will be better spent by 
focusing on guerilla and mobile advertising in music videos, t-shirts, 
mobile phones, in store posters, and graphic wrap.

Tactics
1. Macbeth will lease four vans for one year to go to 15 different 
states on the East Coast of the U.S. These vehicles and will be utilized 

to advertise the brand. To do this the Macbeth Machines will 

be covered with graphic wrap. On either side of the van there will 
be large black pennants to associate prospective customers with 
Macbeth’s iconic logo. On the back of the van will have Macbeth’s 
slogan “Step Up” and it will have Macbeth’s website and social 
media addresses on it. This will allow anyone who sees the Macbeth 
Machines on the road to check out Macbeth’s social media channels 
and website to find out about the brand and where these Macbeth 
Machines are going.

2. During the local benefit concerts, Macbeth will sell charity 
t-shirts to advertise the brand. These new t-shirt will publicize the 
company’s love for music and its philosophy for cruelty-free products. 
These t-shirts will be introduced at the concerts and 100 percent of the 
proceeds from the t-shirts will go directly to local high school music 
programs.

3. When Macbeth products are in F.Y.E. stores, Macbeth will 
use in-store advertising to push the customers while at the point of 
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purchase. Macbeth will strategically place branding posters in F.Y.E. 
stores that highlight Macbeth’s love for music and commitment to 
cruelty-free ideals. In addition, Macbeth’s designated section of the 
F.Y.E. store will be put on riser. When prospective customers go to 
check out Macbeth’s wares, they’ll see the words “You Just Stepped 
Up” engraved on the platform. This will show prospective customers 
that Macbeth not only makes really cool products, but the products 
themselves promote social betterment.

4.  Another important avenue to advertise the Macbeth brand is 
on YouTube. Advertising on YouTube is a cost-effective way to reach 
Macbeth’s specific target market. With nearly two billion views a 
day, the average viewer spends over 15 minutes on the site, YouTube 
represent an opportune avenue for advertising. To be relevant where 
teenagers are online, Macbeth will place banner ads on this popular 
video-streaming website to entice today’s teenagers and young adults 
who make up the “YouTube” Generation. This demographic has grown 
up using YouTube and grown comfortable with it; using the site for 

everything from uploading their own video blogs to viewing various 
video content. To get the biggest return on investment and to align 
itself with its music lifestyle, Macbeth will place its ads on popular 
music videos to drive music-minded viewers to their website and 
social media channels where they can buy Macbeth’s music-infused 
products.
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Macbeth understands that the success of this marketing campaign 
solely depends on the ambassadors of the brand: employees. In 

order for Macbeth to successfully launch its marketing initiatives it 
must inform its employees well before implementing the campaign 
tactics. Because Macbeth is a relatively small company it will not take a 
lot of resources to do this. Macbeth’s internal communications plan is 
broken up into three segments: current employees, new employees and 
F.Y.E. employees.

Current Employees
 In house, Macbeth Footwear has 30 employees -- from truck 
drivers, online dealers, management, MARCOM and more. There are 
an additional 56 artists and musicians that comprise of the Macbeth 
family. To inform these current employees, Macbeth management 
will send out an email outlining the success the company has since its 
inception in 2002.  The email will be a great opportunity to introduce 
plans to move the brand East. This email is to inform the employees 

and to generate excitement.  These employees will be the first to 

be informed after management. For this IMC plan to work, its vital that 
employees are 100% invested into the campaign.
 
 The email  will ask each employee how they would like to 
contribute to the success of the IMC plan. Once everyone is informed, 
a luncheon will be held for all internal employees followed by a Q 
& A session with Macbeth Founder Tom Delonge to get excitement 
going. Macbeth will host a launch party on September 1st, indicating 
the start of the campaign. This party will reward all the hard work 
that employees have put into the campaign thus far, and by keeping 
them happy and motivated, every employee will have a vested interest 
in the success of the campaign.  Once the campaign is underway, 
managers will hold weekly roundtable discussion with their respective 
departments and delegate responsibilities accordingly. Monthly, 
there will be a “Lunch and Learn” talk from Mr. DeLonge via Skype. 
Employees will be treated to a catered lunch and review the monthly 
progress as well as allowing employees to give feedback.  These monthly 
luncheons will serve to keeping the morale up and allow employees an 

Internal
Communications
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outlet to blow steam and refocus their efforts.

New Employees
 Since Macbeth is relatively small in terms of staff, it will be 
impossible to successfully launch Macbeth into East Coast markets 
without hiring additional employees. Macbeth will contract outside 
professionals to assist in the implementation of the IMC campaign. 
These temporary employees consist of the handlers and public relations 
specialists. Eight handlers will divide into four, two man teams that 
drive the “Macbeth Machines” and assist in the setup of up the small 
concerts outside mall parking lots. To keep up with all the events, 
Macbeth will outsource some of its public relations tasks to a small PR 
firm. They’ll be there to cover and ensure the successful turnouts. To 
make sure all parts of the campaign are communicating harmoniously, 
employees are encouraged to join the launch party in early September 
and participate in the monthly Skype chats. If Macbeth’s launch into 
F.Y.E. stores is successful after one year, Macbeth will need to fill many 
key positions to keep up with its growth.

F.Y.E. Employees
 Because Macbeth is rolling out its product line in F.Y.E. stores, 
it’s vital that F.Y.E. employees are educated about Macbeth. They need 
to be familiar with the brand’s products and aware of the company’s 
mission and vision statements. These employees will be the go-to 
people for many new customers who want to know more about the 
Macbeth brand while at the point of purchase.
 To announce the collaboration, F.Y.E.’s administrative team will 
send out emails and post on their intranet to inform the employees who 
fall into one of the 15 test states. Before the roll out, a sample kit will 
be sent to each of the F.Y.E. stores to allow employees to learn about 
the new products and have an opportunity to interact with them. This 
will push F.Y.E. employees to become potential customers and become 
a great resource for the brand. They are encouraged to join the benefit 
concert at their store and allowed left over merchandise. One year after 
the IMC campaign, if successful, Macbeth will look for ways to give 
F.Y.E. employees more incentives to reward their contribution.
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Evaluating IMC Campaign Objectives

1. Increase brand awareness/recognition among East Coast 
consumers by 25% in one year.

2. Acquire 50 new customers per F.Y.E. outlet in one year.

3. Increase sales by 15% in one year

Measuring Sales Increase
 To measure sale increases, Macbeth can do several things. One, 
Macbeth will be able to measure its sales increase by looking at the 
financial statements before the IMC campaign and then a year after 
the campaign has been launched to see the difference in total sales. 
Macbeth will take its own sales numbers from its exclusive online store 
on its website and add it to the numbers it requests from its online 
distributors and from F.Y.E. to come up with accurate figures that 

reflect its total sales one year since implementing this IMC plan.

Measuring brand awareness
 To gauge brand awareness online, Macbeth will use Google 
Analytics as a tool to get insights into the traffic from Macbeth’s 
website. Analytics will also gauge how effective Macbeth’s social 
media tools have been as referral sites. Specifically within social 
media, Macbeth will utilize various free metric tools such as Facebook 
Insights. This is a pretty standard analytic tool, but it allows the brand 
to monitor traffic, “likes”, demographics and more. It’s helpful in 
determining what posts receive greater engagement than others and 
what works better with the target market on that specific platform. 
Macbeth will also use Hootsuite as an effective platform for a single 
location to integrate Macbeth’s social media messages. By purchasing 
the pro model (5.99/month), Macbeth will have the feature of creating 
reports to track analytics. It allows for click data that enables Macbeth 
to see if those click have translated into transaction or impressions on 
other sites. To measure Macbeth’s overall influence on social media, 
Klout will be used to see what Macbeth’s score is before the IMC 
campaign and looked at again one year after the campaign.

Evaluation
& Measurement
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Measuring Media Coverage
 Macbeth Footwear is banking that its benefit concerts will 
translate into millions of dollars worth of free exposure from media 
outlets. Media coverage is tracked most easily online. Google Alerts 
is a free service that will search the Internet for specific terms. The 
searches can be further specified by type, such as news or blogs and 
the resulting links are delivered via email instantly, daily or weekly. 
The mention of Macbeth Footwear in any article or blog should 
be printed and kept in a media binder. Tracking print and radio 
media requires more time and effort.  To alleviate some of the time 
necessary to complete this task, Macbeth employees will be asked to 
clip newspaper articles and tune into local radio outlets to pick up any 
mentions.

Measuring new customers
 To measure new customers, Macbeth will ask customers 
that buy merchandise at the concert events or in the F.Y.E. stores 
to voluntarily give their name and email address. Once they have a 
customer’s email address, Macbeth will use permission marketing 
to develope an customer data page for future sales. The company 
will send out email blasts to customers briefly asking them if they 
are first-time buyers, how they rate their shopping experience and if 
their satisfied with their current purchase. Even if customers do not 
respond to the email blast, Macbeth now has that individual’s email 
address and can still readily predict if that customer was a new one 
or a repeat. If the customer satisfied with their first purchase, they’re 
more likely to make their next purchase through an online distributor 
because they’ve had a positive experience and it will be easier to 
measure the return on investment through an online purchase.
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This Integrated Marketing Communications plan was created to 
analyze Macbeth Footwear’s current positioning, its competitors 

and future opportunities for growth in new markets on the East Coast 
of the United States. Strategic and tactical initiatives, formed with the 
help of extensive primary and secondary research, were proposed. 
These efforts will raise awareness of the Macbeth brand throughout the 
East Coast, generate new customers, and boost sales.
 
 Macbeth’s expansion into new East Coast markets represents 
an urgency to capitalize and sustain its growth of the past 10 years. 
Macbeth Footwear was, and still is, the first music-inspired footwear 
brand created by musicians. It was created to meet the need of the 
artist and their lifestyles. They needed something fashionable, yet 
comfortable, that wasn’t a giant skate shoe or an athletic jogger style. 
This is where Macbeth came in. It fills the void with comfortable, 
fashion-forward, low profile classic shoes. Since its inception in 
2002, Macbeth has gone from catering specifically to these artists 
and musicians’ lifestyle needs to branching out to meet the growing 
demand of everyday consumers who couldn’t get enough of Macbeth’s 
music-infused products.
 
 Macbeth’s current success on the West Coast is attributed not 
only because it makes really cool products, but because these products 
promote a call to action on the part of the consumers. By making 
animal cruelty-free products and by donating a portion of the proceeds 
to charities such as Invisible Children and Dear Jack Foundation, 
Macbeth has become a trendsetter as a company that values 
sustainability over profitability, quality over quantity, and substance 

over gimmicks. There is a desire among consumers for companies 
to make environmentally-conscious products and show a more 

humane side instead of just focusing on maximizing profits anyway 
they can. Trends are pointing towards a growing shift in this thinking 
among consumers. Customers are more likely to shop at companies 
like Macbeth because of the “feel good” factor in making a purchase. 
Customers will always want cool, high quality products, but if that 
cool, high quality product also contributes to a good cause, then a want 
turns into a demand.
 
 By expanding its business on the East Coast, Macbeth is taking 
its first real step in taking its niche product and social messages to 
a bigger, more mainstream audience. Rather than reinventing itself, 
Macbeth can play to its strengths and promote its music-inspired 
footwear in a way that is both meaningful and long lasting to teenagers 
on the East Coast. Macbeth will find success no matter where it goes 
because Macbeth knows who they are and what they stand for.

Conclusion
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‘Macbeth is about challenging 
yourself to find that which inspires 
you to be better, do better and to 
live with greater meaning’
-Tom DeLonge
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Budget
& ROI

Promotional/PR Costs
*Includes the costs of the concerts, promotional 
vans, staff, etc.

 
$264,920*

Social Media Costs
*Includes the costs of social media ads, sponsored 
tweets, GPS map, etc.

$20,000

Digital Costs
*Includes the costs of a mobile application, 
mobile ads, micro site, etc.

$30,000

Advertising Costs
*Includes the costs of t-shirts, in store posters, 
graphic wrap, etc.

$98,450

Total Costs $413,370

Budget Breakdown

Additional Revenue as a Result of IMC Plan -- IMC Budget
IMC Budget

 
$1,300,000 - $413,370

$413,370

Return on Investment = 2.1:1*

*A ROI of approximately 2.1:1 means that for 
every $1 spent on the IMC initiatives expanded 
upon in this plan, Macbeth Footwear will yield $2 
and 10 cents in revenue.
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Calendar
Timeline
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Macbeth 
Machines



72

“Our Footprints”
on Facebook

Macbeth will test market its 
products by rolling out into 
200 F.Y.E. stores in 15 states 
(highlighted) on the East Coast of 
the United States. The blue dots 
represent some 800 F.Y.E. stores 
nationwide.
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“Step Up” Tab on 
Facebook



74

Facebook 
Ad
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“Mobile Macbeth” 
Application
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“My Macbeths”
Custom Shoes
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QR Codes
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Benefits 
T-Shirts
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Benefit 
T-Shirts
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Benefit 
T-Shirts
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Benefit 
T-Shirts
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In store 
Posters
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In store 
Posters
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Survey
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Key Results from 
Survey

Question: What are/is your favorite shoe 
brand(s)? 

Key Finding: The respondents’ 
overwhelming choice with 50% was: Nike. 
Macbeth’s was the survey respondents’ 
second lowest choice.
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Question: What type(s) of shoes do you 
favor? 

Key Finding:  Casual shoes seem to be 
the type of shoes everyone  preferred 
the most, with nearly 50 percent of 
respondents choosing “casual shoes.”
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Question: When shoe shopping, what is the 
single most important aspect you look for in a 
new pair of shoes? 

Key Finding: Style was the overwhelming 
favorite, garnering 67% of the respondents’ votes. 
Surprisingly, brand name had little importance to 
the respondents with only 15.5% of the vote.
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Question: Where do you go to shoe shop? 

Key Finding: Malls continue to dominate 
as far as the respondents’ choice for shoe 
shopping with nearly 81% of the vote. Second 
was retail with 45% and online running up 
with 40%. 
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Questions: Before this survey have 
you ever heard of the shoe brand called 
Macbeth? 

Key Finding: 70% of the respondents 
have never heard of the Macbeth shoe 
brand.
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Question: Would you be more willing to check out 
the Macbeth line of shoes if they were sold where you 
live?

Key Finding: Over 70% of the respondents said that 
they would be more willing to check out the Macbeth 
line of shoes if they were sold in proximity to where 
they live.
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Question: Are you aware that Macbeth 
footwear is on social media platforms 
such as Facebook, Twitter, and Myspace? 

Key Finding: Over 75% of the 
respondents were not aware that Macbeth 
was on social platforms.
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Question: If you have never heard of 
Macbeth shoes before this survey, did it, at 
least perked your interest enough to check 
out the brand? 

Key Finding: 47% of respondents had a 
positive view on Macbeth and their interests 
were perked enough that they will consider 
Macbeth in the future.
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