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Background: 

Birkenstock has an established presence as an environmentally conscious brand. Their products 

are meant to be used as part of a natural, eco-conscious lifestyle. Environmental reform is a 

particularly hot (no pun intended) topic in current events. Between the concern for Trump’s 

environmental policies and the ongoing conflict regarding the Dakota Access Pipeline, United 

States consumers are more actively involved in environmental reform than ever, or at the very 

least they are more aware of the need to implement eco-friendly practices into their everyday 

lives. Considering this, Birkenstock’s “Invest in the Long Run” social media campaign is 

perfectly poised to bring new relevancy to a long-standing facet of their brand.  

Campaign Premise:  

The driving theme behind the “Invest in the Long Run” campaign is that Birkenstock has 

environmentally friendly practices down to a science, but the rest of the planet could use a little 

help. The name is a double entendre that reiterates both the durability of Birkenstock products 

and the importance of being environmentally responsible in order to ensure a better future.  

Execution: 

To launch this campaign, Birkenstock will plant a tree in 10 of the most populated cities across 

the United States, i.e. cities that produce mass amounts of pollutants. These cities are: New York, 

NY, Los Angeles, CA, San Diego, CA, San Jose, CA, Houston, TX, Dallas, TX, San Antonio, 

TX, Chicago, IL, Philadelphia, PA, and Phoenix, AZ. The event will be called “Plant it 

Forward.” Birkenstock will host a livestream of the event on Facebook, with product giveaways 

based on the number of likes, comments, and shares (500th like gets a free pair of Birkenstock 
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shoes, etc.) From there, consumers will be encouraged to download a free smart phone app, 

BirkenstockGreen, which will send users reminders to recycle, conserve water, and other simple 

eco-friendly practices. Notifications will be time-based, for example a reminder to save water 

will be sent in the morning when users are more likely to be taking showers or brushing their 

teeth. The app can also help users find recycling centers near them, environmentally related 

events happening locally that they can participate in, or even the location of a nearby park where 

users can go to get outside and enjoy nature. The app will be connected to Facebook, allowing 

users to link their accounts between the two apps. Activity on BirkenstockGreen can then be 

automatically posted to Facebook, generating greater awareness and involvement.  

The incentive for using the app is a camping trip to Munstertal, Germany. Germany is where 

Birkenstock was founded, and Munstertal in particular offers hiking, skiing, cycling, and other 

outdoor pursuits. There will be one winner, chosen based on activity logged in the app. Activity 

accountability will be accomplished via location check-ins, photos, etc.  

In addition to the livestream and app, Birkenstock will donate 15% of its profits from sales made 

on April 22nd, 2017 (Earth Day) to The Nature Conservancy, a non-profit organization that works 

with landowners, communities, and businesses to improve nature conservation.  

Timeline: 

The campaign will launch on March 20th, 2017 (the first day of Spring). App activity to be 

considered for the trip to Germany will be measured from March 20th to April 22nd. The winner 

will be announced by May 7th. The trip itself will take place July 22nd through July 28th. 

Although the campaign officially ends on April 22nd, the app will remain functional and 

consumers are encouraged to continue to use it to practice environmental responsibility.  
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Why will it work? 

Finally, the most important aspect of this campaign: why execute it in the first place? 

Birkenstock has a loyal consumer base of individuals who enjoy nature and want to preserve it. 

There is also an untapped base of consumers who enjoy nature and want to preserve it, but are 

not willing to pay the higher price associated with Birkenstock items. Giving the extra incentive 

of product give aways provides a way to introduce these consumers to Birkenstock products, and 

the extra commitment to environmental change that this campaign promotes will also give eco-

friendly consumers a higher moral incentive to support Birkenstock products. The use of social 

media will also bring in a younger consumer base, which means that Birkenstock will have 

secured a market of consumers that will continue to purchase Birkenstock products for years to 

come. The timeliness of this campaign is also a factor. Birkenstock prides itself on tradition, and 

this campaign provides an opportunity to illustrate the ways in which that tradition is still 

relevant.  

Visuals:  

App:  
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Facebook Page:  

        Good Morning! You look great, don’t forget to 

keep the planet looking great too by turning off 

the faucet while you brush your teeth!  
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