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THE ASK
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business: DEVELOP STRATEGIES THAT WILL POSITION SOREL AS A YEAR ROUND BRAND 

marketing: DETERMINE HOW WE EXPLAIN PROTECTION AND STYLE TO OUR TARGET IN 

CONSUMER-FACING TERMS 

communication: SHOW US HOW THIS MESSAGE COMES TO LIFE ACROSS ALL CONSUMER 

TOUCH POINTS WITH A GLOBAL MESSAGE 
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HOW DO WE TRANSCEND THE REPETITIVE MILLENNIAL 

LIFESTYLE WHILE ESTABLISHING A TRUE BRAND VOICE?
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WHAT MAKES  
SOREL, SOREL?
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HISTORY
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FOUNDED IN 1962 WITH QUALITY AND 

WARMTH BEING TOP PRIORITY
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*the go-to cold weather boot

PROTECTION TOMORROW THAT WOULD BE THE SAME AS YESTERDAY. 

THE LONGEVITY OF THE SHOE IS UNPARALLELED.
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CRAFTSMAN 

DURABLE 

WARM 

PROTECTIVE  

STRONG

PROTECTION AND STRENGTH 

WERE THE IDEALS OF THE ERA
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BUT AS THE TIME CHANGED, SO DID SALES. 

SALES DECLINED, NOW INCREASING, MARKET 

SHARE IS NOT WHAT IT COULD BE. 
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BACK TO  
YOUR  
ROOTS
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SOREL GOT LOST IN THE CROWD 

WHEN TRYING TO REDEFINE ITSELF 
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BECOMING JUST ANOTHER BRAND OF BOOTS
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STRENGTHS WEAKNESSES OPPORTUNITIES THREATS

SWOT  
ANALYSIS

S W O T
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STRENGTHS
• Durable, Reliable, Multi-faceted, and Fashion-forward  

• Understands fashion industry trends  

• Those who have followed the brand for a long time have 
a resonated trust with the product’s quality 

• Easily accessible to target consumer via online portal  

• High potential for target psychographic to resonate with 
brand values

S
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WEAKNESSES

• Lacks understanding of what She is and stands for 
  

• Want to cover entire female shoe market to some capacity  

• Quality of product is not obvious through current executions 

• People aren’t entirely sure that they believe in brand’s  

   “why”
 
anymore

 

• Limited availability 

W
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OPPORTUNITIES
• Versatile boot market is still relatively small  
• Audience open to new and trendy products 

• Audience isn’t brand loyal but rather seeks brands with 
public image and trust 

• Awareness as “style” brand 
  
• Awareness as “all-season” product 

O
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THREATS

• Current brands becoming more urban i.e. 

Timberlands and Danner 

• Current large brands making solid entry in boot 
market (not all are utility-centric) i.e. Nike and 
Birkenstocks  

• Climate Change (water displacement and 
melting snow)

T
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THE CATEGORY 

HAS BECOME 

DEFINED BY 

FASHION…LEAVING 

DURABILITY IN 

QUESTION.

     FASHION 
forward  FIRST
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FASHION &  

DURABILITY

SOREL NEEDS TO SHOW THE 

WORLD THEY CAN LEAD 

TWO MARKETS
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SOREL 
ISN’T  
A 
FOLLOWER

SOREL CREATES AS A 

LEADER IN SHOE FASHION 

AND DURABILITY. SOREL 

DESERVES A VOICE THAT 

SPEAKS TRUE TO IT’S 

CHARACTERISTICS. 
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SOLUTION
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SHE  
WAS

SPONTANEOUS 

MILLENNIAL 

18-30

AUDIENCE  
SHIFT

SHE  
IS

CITY-CENTRIC 

GO-GETTER 

21-30
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HIGH-END 
FASHIONISTA

(24-30)

CITY-CENTRIC 
GO-GETTER

TRENDY SOCIAL 
MEDIA INFLUENCER

$$$$$  
Own Money / Parent Support  
Wealthy / Urban Background  
Urban Focus / Lack of Nature 

Appetite  
Trend Follower / In Style  

Busy but Laxed  
Heavy Brand Loyalty  

Financial / LA Mentality

$$$  
Own Money / Self Made  
Versatile Use (Weather)  
Trendsetter / Comfort / 

Personal Style  
Constantly on the Go  
Heavy Brand Loyalty  

Open to New / Trendy  
SoHo Mentality / Collected Chill

(21-30)

$$  
Parent Money / Support  

Urban Focus  
B-List Trendsetter / Popularity  

Social Media Addict  
No Brand Loyalty / Current 

Popular Brands  
Stuck in College / Financially 

Supported

(18-24)

AUDIENCE BREAKDOWN
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CITY-CENTRIC 
GO-GETTER

$$$  
Own Money / Self Made  
Versatile Use (Weather)  
Trendsetter / Comfort / 

Personal Style  
Constantly on the Go  
Heavy Brand Loyalty  

Open to New / Trendy  
SoHo Mentality / Collected Chill

(21-30)

AUDIENCE BREAKDOWN

OUR  
GIRL 

IS
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WHAT SHE THINKS

Fashion is  
an outward 
expression of 
your inner self

“ “ Outfits 
transform you 
into who you 
want to be

“ If I can wear  
this with multiple 
different outfits I 
will buy it
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THE ERA OF POWER AND MASCULINITY HAS PASSED
INDEPENDENT 

ADVENTUROUS 

CONFIDENT 

URBAN  

TRENDSETTER
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SOREL IS A LIVING REPRESENTATION OF WHAT 

OUR GIRL STANDS FOR IN THE CURRENT AGE
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FAST  
FASHION

QUALITY  
FASHION

Investment PiecesH & M

$$ $$$$$

MID POINT

Where She is Now

$$$

AUDIENCE BREAKDOWN

OUR GIRL IS TRANSITIONING AWAY FROM FAST AND CHEAP FASHION BRANDS 

AND ITEMS TOWARDS HIGH END FASHION AND LASTING STAPLE PIECES
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SOREL KEEPS HER LOOKING BETTER FOR 

LONGER THAN ANY OTHER SHOE
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THEY ALLOW HER TO PROJECT HER VERSION OF 

FASHION WITHOUT EVER PHYSICALLY LOSING STYLE

WHICH GIVES SOREL THE OPPORTUNITY TO BE JUST LIKE OUR GIRL
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BOUNDLESS
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MANIFESTO

Step turns to stride, and stride to sprint.  

We move as the world seems to slow.  

While all around us, these short glimpses of beauty exist 
because we believe there should be more than “just another 
path.”  

We lead by example, and with that first step into the unknown 
- we claim the current day and all those yet to come.  

Though your path may be young, all we see is the journey, and 
the trials you have overcome to conquer it. A boundless vision 
of futures yet to come drives us further.  

As foot meets earth, a path finds its roots. Deeper and deeper 
they dig, all the while the decisions of the brave few determine 
the destiny of those who dare enter the wild.

35



EVER FURTHER
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WHAT’S THE OPPORTUNITY? 
Reposition SOREL as a fashionable and reliable year-round brand. 

WHO ARE WE TALKING TO? 
The City-Centric Go-Getter. 
These females age from 18 to 30, are self-made, and are constantly on the go. 
  
Our girl is completely self-made. While She may or may not come from money, She’s intrinsically motivated and 
thrives in Her own independence, working a steady job and also keeping the collected and chill SoHo-like mentality. 
She’s always on the go, whether it’s exploring parts (and weather) unknown, or shopping with Her girlfriends. Her 
brand loyalty and respect are high, accidentally setting trends while mixing up her personal style that fits her 
comfort, and most importantly, herself.  

These young women are looking for adventure and whatever comes their way. Even in a retail environment, these 
women are looking for experiences that start and last beyond the initial transaction of their personal goods. They 
believe in unbounded reality, being open and real, always connected, and never alone. 

 


WHAT IS THE SINGLE MOST COMPELLING IDEA? 
SOREL will keep Her looking better for longer than any other shoe.  
 

WHY SHOULD THEY BELIEVE IT? 
SOREL successfully blurred the line between fashion and utility, bringing Vogue-level fashion to reliable yet 
comfortable footwear, making it the only shoe our girl needs from the moment she wakes up until the moment she 
goes to bed. Through unsponsored celebrity endorsements SOREL has gained a reputation for protecting the feet of 
women across the globe, from Uma Thurman to Duchess of Cambridge Kate Middleton, while projecting style in 
every step. For decades across North America women have been stepping into the same pair of aged yet stylish 
SORELs. SORELs unique fashionable utility footwear and brand values are parallel to the ideologies of these young 
women, believing in the creative soul and having a heart of gold.  

THE BRIEF
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EXECUTIONS
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SNAPCHAT
A Snapchat Geofilter will allow 
users to transform the ground 
beneath their feet and give 
them a pair of SOREL shoes 
they can feel confident walking 
in.  

71% of Snapchat users are 
between the age of 18-34. 
Geofilters are effective at 
raising awareness for events 
that She is going to and allow 
Her to have a personal, 
engaging, experience with the 
shoe technologically.
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CELEBRITY INSTAGRAM TAKEOVER – 3 DAY CHALLENGE

Sophia Bush
Our Girl grew up being 

inspired by Bush’s strong 
and passionate TV character 
and She continues to relate 
to her activism and style as 

they grow up together.

Zendaya Lauren Conrad

These women will take over SORELs Instagram for 3 days and showcase relatable lifestyle 

behind-the-scenes of their daily lives. Over 1/3 of women are influenced to purchase 

clothing over social media, Our Girl looks to certain people for style advice.

Instagram Followers: 2.4m

Our Girl is intrigued by 
newly popular actress and 

singer Zendaya’s trend-
setting red carpet outfits 

and relates to her 
unapologetic individuality.

Instagram Followers: 26.2m

Our Girl has followed 
Conrad’s life and style since 
she was a reality TV star and 

now continues to follow 
Conrad as she becomes a 

fashion icon,

Instagram Followers: 5m
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SOCIAL

The celebrities will 
showcase what they eat 
that day which will offer 

relatable tips to our girl on 
how to live a healthy 

lifestyle and be good to 
your body. 

DAY 1 DAY 3

The celebrities will 
showcase where they work 

in a behind-the-scenes 
fashion showing realness 

that may not be portrayed 
in magazines/TV.

The celebrities will 
showcase something that 

they love to do in their free 
time that shows that there 

are many paths one can 
take with their passion. 

CELEBRITY INSTAGRAM TAKEOVER – 3 DAY CHALLENGE
 By having those individuals takeover SORELs Instagram She is likely to 

become more engaged with the brand through social media.

FOOD WORK HOBBY

DAY 2DAY 1 DAY 3
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An article partnered with 
Refinery29 would operate 
as branded content that 
She is already reading, 
and will highlight the 
benefits of SOREL as a 
perfect tool for 
confidence.  

Often described as a 
higher-end version of 
BuzzFeed, which She 
prefers because it shares 
reliable articles relating to 
fashion, music, 
entertainment, news, and 
lifestyle industries.

REFINERY29
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While Our Girl does most of 
her shopping online, She 
often is looking for more 
information than a simple 
website description. 
Touching and feeling 
products are essential to 
Our Girls buying process.  
SOREL will use iBeacons in 
their store to share sales 
information and FAQ in 
certain areas of the store.

iBEACONS
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*Interactive print advertisements will change when the removable surface is scratched off

PRINT
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*Digital billboards will transition from one screen to the next. 

OUT-OF-HOME 
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OUT-OF-HOME 
Due to Her busy schedule, 
She spends a lot of time on 
public transportation. 
Taking over specific 
transportation routes that 
She uses daily exposes Her 
to SOREL during Her 
everyday routine.
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When shopping, She 
prefers an experiential 
retail environment, 
where shopping is 
more than a 
transaction. 
Virtual reality dressing 
rooms will give our girl 
the vacation She has 
always wanted, and an 
interactive shopping 
experience She will 
never forget. 

INTERACTIVE  
DRESSING  
ROOM
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EXPERIENTIAL
She is constantly going 
from one place to the 
next. The interactive 
virtual reality dressing 
rooms will pop up in 
areas Our Girl visits 
throughout her day.  
These give Her an 
experience that excites 
and enables Her to 
connect with SOREL 
while She is on the go.
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EXPERIENTIAL
She goes to music festivals 
because She craves experiences 
rather than things.   
This is one of the prime locations 
to reach Her and Her friends 
while they are experiencing 
something they love.
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SOREL will literally bring summer back to 
Sydney and Winter back to NYC via 
controlled weather environments. Since 
New York and Australia rest in opposite 
hemispheres, SOREL can utilize the 
weather differences to our advantage. 
Our Girls in both locations will be able to 
interact with each other via digital 
screens and activities.  

Season switching focuses on SOREL’s “all 
season brand.”  It allows Her to have an 
experience in Her shoes, rather than just 
having another pair of shoes. Events will 
be held in hip locations She frequents.  
Due to Australia’s buying habits being 
similar to the United States, SOREL is able 
to begin defining itself as a global brand.

EVENT
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EVENT TRIP
Rather than a chunk of money, 
She wants to travel and explore, 
which undoubtedly require a 
reliable shoe.  
One of our Girls from each 
event location will walk away 
with a open-destination 
adventure of her choosing.  
Giving Our Girl this opportunity 
creates a positive relationship 
between Her and SOREL.
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She wants to be charitable but researches Her charities before donating Her 
money and time to ensure Her efforts are going to a good cause.  

WWF is transparent and accountable, as well remaining on brand with SOREL 
and its history as a highly valued outdoor brand.  Our Girl is also inclined to be 

open towards a new product if is has strong brand citizenship.

BRAND CITIZENSHIP
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MEDIA PLAN
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JUN      JUL      AUG      SEPT      OCT      NOV      DEC      JAN      FEB

DIGITAL

Interactive Dressing Room 
 

 Display Social Media Spot  

OOH

Massive Print (NYC) 
 

Digital/LED Billboard  
(Select Cities) 

 
Inner Transit Takeover 

MEDIA 
PLAN
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JUN      JUL      AUG      SEPT      OCT      NOV      DEC      JAN      FEB

SOCIAL

Snapchat Geofilter 

Snapchat Discover 

Instagram Takeovers 

Refinery29 

MEDIA 
PLAN

EVENT

Interactive Event 
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JUN      JUL      AUG      SEPT      OCT      NOV      DEC      JAN      FEB

EXPERIENTIAL

Festival Vendors & Sponsors* 

iBeacons 

MEDIA 
PLAN

BRAND 
CITIZENSHIP

Proceeds to WWF 

Sponsored Trip 
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BUDGET
DIGITAL: 

Interactive Dressing Room Display: $15,000.00 / 100,000 impressions 

Social Media Spot (Sorel’s Instagram): $0.00 / 72,700 impressions 

Social Media Spot (Hulu): $434,914.00 / 4,350,000 impressions 

PRINT: 

Elle Magazine (2 full color pages): $353,580.00 / 1,112,242 impressions 

OUT-OF-HOME: 

Digital/LED Billboard: $25,000.00 / 1,900,000 impressions 

Inside Transit Takeover - (3 subway lines): $66,000.00 / 279,000,000 impressions 

SOCIAL: 

Snapchat Geofilter (5 million square feet, 4 days): $45,363.00 / 47,500,000 impressions 

Instagram Takeovers (3 takeovers, 9 days): $180,000.00 / 33,600,000 impressions 

Refinery29 - Snapchat Discover Takeover: $50,000.00 / 12,000,000 impressions 

Refinery29 - Sponsored Content: $40,000.00 / 20,000,000 impressions 

SOCIAL (NYC - Battery Park): 

Location: $53,325.00 / 155,461 impressions 

Food (500 people): $37,500.00 

Drink (500 people): $25,000.00 

Interactive: $15,000 

Entertainment: $2,500 

Photo Booth: $3,000 

Party Planner: $24,500.00 

SOCIAL (Australia - Leichhardt Park) 

Location: $2,070.00 / 20,000 impressions 

Food (500 people): $37,500.00 

Drink (500 people): $25,000.00 

Interactive: $15,000 

Entertainment: $2,500 

Photo Booth: $3,000 

Party Planner: $15,312.00 

EXPERIENTIAL 

Festival Vendor (per festival): $2,050.00 / 100,000 impressions 

Festival Production: $2,000.00 

iBeacons (7 beacons): $315.00 / 300 impressions 

BRAND CITIZENSHIP 

Proceeds to WWF (0.25% of total revenue): $500,000.00 / 1,200,000 impressions 

Sponsored Trip: $13,000.00 / 535,884 impressions 

TOTAL (without Brand Citizenship): $1,475,429.00 

TOTAL (with Brand Citizenship) $1,988,429.00 / 401,646,587 impressions  
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MEASUREMENT 

Track social media 
engagement over time 

Measure store entrants before 
and after implementing the 

interactive dressing room display 

Utilize Eye Tracker to determine 
where viewers are focusing their 

attention when watching the 
spot

Track iBeacon 
usage and 

banner clicks 
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SUMMARY

SOREL already fits the ideologies of the City-Centric Go-Getter. 
But Her lack of awareness for the brand’s all season footwear and 

SORELs inability to understand “Her” has caused issues.  

With our interactive campaign we’ve created the experiences  

our Girl desires and needs to truly connect with a brand.   

This connection will make the City-Centric  
Go-Getter brand loyal to SOREL. 
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THANKS!!!

SERENA SMITH
designer

HARLEY GARNER
strategist

MADISON CAMERON
media planner

TJ WEHRLEY
copywriter

CLAIRE BEDECARRE

account executive

LORIN ANDERBERG
producer
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