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1.0 	 Introduction 

	 1.1 	 Client Overview


	 GoPro is a brand of highly portable, high quality action cameras. These 	 

	 cameras are frequently used in extreme action sports and activities. They 

	 are lightweight, durable, and easily mountable or wearable. They are also 

	 very affordably priced, so you don’t have to be a professional to purchase 

	 one. The primary target audience for GoPro would be action sports 

	 athletes. They are young (ages 18-40), athletic, and very active. They are 

	 educated with an average household income greater than $35,000. There 

	 are two secondary audiences to consider as well: innovative professional 

	 videographers, and amateur documenters. The focus of an advertising 

	 campaign for GoPro would be on its function and capabilities.
!

	 1.2	 Competitive Analysis
!
	 GoPro’s product category could probably best be labeled as action 

	 cameras. Competition began to spring up when Sony launched its Action 

	 Cam HDR-AS10 and HDR-AS15 in August of 2012. Sony has upgraded 

	 its products since and remains GoPro’s closest competitor in regards to 

	 marketshare. Its Action Cam line offers many of the same recording 

	 features including HD (1080p) recording, durability, waterproof housing, 

	 and built in WiFi for select models.
!
	 Garmin has also released its own line of HD waterproof cameras. Other 

	 competitors include similar products from Contour, Drift, JVC, and 

	 Polaroid. Reviewing the specifications of the cameras themselves, GoPro 

	 and its competitors boast incredibly similar features and capabilities; it is 

	 likely GoPro’s competitive edge comes the fact that it was first and 

	 therefore more accessories and mounts are available for their cameras. 

	 Good marketing likely results in the remaining difference in the action 

	 camera marketshare between all competitors.
!

	 1.3	 GoPro’s Client’s Stated Marketing Objectives
!
	 1.3.1	 Improve marketshare by 2% by the end of the fiscal year.
                       
	 
               
	 1.3.2	 Increase Summer Sales by 4% compared to last year.
                       !
	 1.3.3	 Increase Traffic (unique visitors) to website by 15% in 	 
                       
	 	 	 second quarter
                              !
	 1.3.4	 Achieve 10% greater consumer generated content in social 
                       
	 	 	 media and online sharing sites compared to last year 		 
                              
	 	 	 (i.e. YouTube, Twitter, Facebook, Instagram, & Flickr).
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2.0	 Media Objectives 
	 

	 2.0	 Increase product awareness in male and female consumers between the

	 	 age of 18 and 35 using print advertising in national general interest 		
	 	 magazines through out the year.

	 

	 2.1	 Increase sales by using a spot radio and outdoor campaign early in 	
	 	 the year leading to the spring and summer months, targeting major cities 	
	 	 and metropolitan areas around popular surfing, skiing, and hiking 	 	
	 	 destinations.

	 

	 2.2	 Increase sales in the summer months through national network TV 		
	 	 advertising in sports and primetime. 
!
3.0 Overall Strategy 
	 

	 3.0	 Four media types were chosen.
!
	 	 3.0.1	 Magazines will be a continuous year-long campaign featuring 	
	 	 	 different scenes and environments. These will reinforce the 	 	
	 	 	 imagery of the other campaigns as well as continuously build 	
	 	 	 brand recognition and awareness. See Appendix 3-1.

	 	 

	 	 3.0.2	 The purpose of the radio advertising campaign is to build 	 	
	 	 	 awareness of the need the product fulfills for consumers. It will be 	
	 	 	 a spot campaign targeting markets in areas near popular surfing, 	
	 	 	 skiing, and/or hiking destinations. See Appendix 3-2.
!
	 	 3.0.3	 The outdoor advertising will appear in the spring months showing 	
	 	 	 impressive scenes and encouraging the target audience to share 	
	 	 	 they’re experiences with GoPro on social networks, as well as 	
	 	 	 driving traffic to the GoPro website. See Appendix 3-3.

	 	 

	 	 3.0.4	 Finally, the national TV advertising will provide a final push for 	
	 	 	 summer sales. These will be most aggressive in June. See 

	 	 	 Appendix 3-4.
!
	 3.1	 All campaigns work together using similar imagery and themes. They all 	
	 	 focus on the primary target audience of 	action sports athletes.

	 

	 3.2	 Non used media sorces

	 	 

	 	 3.2.1	 Spot television and internet advertising was not used in this 		
	 	 	 campaign because of the wide target demographic. Advertising in 	
	 	 	 these areas requires a narrower audience and would net be cost 	
	 	 	 effective in this campaign.
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4.0	 Media Plan Recommendations and Rationale !
	 4.0	 The continuous print campaign will be the primary strategy to meet the 	
	 	 objective to improve marketshare by 2% by the end of the fiscal year. The 
	 	 	 	 

	 	 print ads will	have consistent appearance and visibility creating a 

	 	 perception of market dominance. The consistent quality and imagery of 

	 	 the ads will reinforce the quality of the product, building the brand image. 

	 	 Achieving the other objectives will also help achieve this.
!
	 4.1	 To achieve the increase in summer sales by 4% compared to the previous 
	 	 	 	 	 	 

	 	 year, I chose a strategy using three mediums. The pre-summer radio and 

	 	 outdoor advertising will create an early push for demand. These 

	 	 advertisements also encourage current users of the product to share 

	 	 what they've created with it, increasing product visibility and demand.
!
	 4.2	 The print and television advertising will focus on providing a call to action 	
	 	 for the audience to visit the website and watch videos recored with the 	
	 	 product. This gives consumers a demo, of sorts, of the product and quick 
	 	 	 

	 	 access to more information. Coincidentally, this also gets consumers just 

	 	 a few clicks away from a point-of-purchase.

	 

	 4.3	 As mentioned in 4.1, the radio, television, and outdoor advertisements 

	 	 encourage current GoPro-ers to share what they've created with the 

	 	 product, helping achieve the fourth goal. Radio does this by revealing 	 

	 	 GoPro as a solution to a problem. The outdoor advertisements achieves 

	 	 this through guerrilla marketing and social media tactics. The television 

	 	 advertisements lead by example.
!!
5.0 Media Schedule !
	 5.1	 See Appendix 5.1.
!
	 5.2	 Advertising in magazines is cost effective, so they will be continuous 

	 	 year-long. The create constant product visibility and brand awareness, as 

	 	 well as providing a constant call-to-action to bring consumers to the 

	 	 website where they can learn more about the product or make a 

	 	 purchase.
!
	 5.3	 I focused the network televisions spots on the summer months as an 	
	 	 aggressive sales driver. These ads would be too expensive to schedule all 
	 	 	 	 

	 	 year long, but if the ads are visually impressive, exciting, and engaging, 


�5



	 	 they will be remembered months after they stop airing. When a consumer 

	 	 sees a similar image in a magazine ad, they will likely be reminded of the 

	 	 commercial, improving its effectiveness.
!
	 5.4	 The wide distribution in the media and the schedule spreads the brand 

	 	 image to larger markets and strengthens the connection of the product to 

	 	 the lives of consumers.
!!
6.0	 Budget !
	 Exhibit 6-1


	 
!
	 Exhibit 6-1: Year at a Glance
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Appendix 3-1 
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Appendix 3-2 
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Appendix 3-3 !
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