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BACK GROUND

Levi’s celebrated its 150th year in business by
launching “Levi’s Type1 Jeans” for men and
women during the summer of 2003.  The bold
new denim line was designed to capture the
essence of the brand while introducing a stylish,
modern flare. 

Engaging in a multi-media campaign for the new
product, Levi’s incorporated television, cinema,
print and Internet advertising to attract younger
consumers, ages 13-24. 

Through Dynamic Logic’s CrossMedia
ResearchTM, Levi’s was able to gain valuable
insight into which media combination worked best to
reach their target.  CrossMedia Research uses a
media-neutral approach to measure which media
combinations are most effective in increasing sever-
al brand metrics.  In this case, the results reveal that
Levi’s online advertising via the Yahoo! Network had
significant, synergistic effects when used in conjunc-
tion with offline media.

THE TEST

Dynamic Logic’s CrossMedia Research was used to
measure the Levi’s campaign results by analyzing
the branding levels among respondents exposed to
different combinations of advertising channels.

This test was done in a live, in-market environment
targeting teens and young adults, ages 13-24.  The
respondents were recruited from the Yahoo! Web
site.

MARKETING GOALS

-  Raise awareness of “Levi’s Type1
Jeans”

-  Achieve effective “media synergies”

-  Increase purchase intent among young 
consumers, ages 13-24

-  Evaluate online advertising in 
conjunction with offline campaign

-  Increase key awareness and 
persuasion metrics

HELPS LEVI ’S FIND ITS PERFECT “ FIT”

June 2004

LEVI’S TYPE1 JEANS
A CASE STUDY

Dynamic Logic - Union Square, 30 Irving Place, 4th Floor, New York, NY 10003
800.245.2455 - info@dynamiclogic.com - www.dynamiclogic.com



Dynamic LogicDynamic Logic

DYNAMIC LOGIC 

CROSS -CAMP AIGN ELEMENTS

INCL UDED THE FOLL OWING

MEDIA VEHICLES

Television :  
That 70s Show, Friends, Will & Grace, 

Saturday Night Live, among others

Cable Networks
MTV, Fox Sports Networks, ESPN, 

among others

Print
Cosmopolitan, FHM, YM, Maxim, Vibe, 

among others

Cinema
Widely distributed nationwide, commercials ran prior

to feature films

Internet
Yahoo! Network

Online exposure was tracked using the AdScoutTM

cookie-- a piece of HTML code and JavaScript that is
trafficked with the creative, spawning a pop-up survey
invitation.  Cinema exposure included those who report-
ed seeing movies with ads during the flight of the Levi’s
campaign. TV exposure included those who reported
watching every/almost every episode of the TV shows
where the ads appeared.  Print exposure included those
who read specific issues of magazines where Levi’s ads
appeared.  The control group, collected prior to the start of
the offline campaign, did not see any of the Levi’s ads.

THE IMPACT

By including online advertising on the Yahoo!
Network, Levi’s increased its overall reach against
its target audience-- a demographic that is
becoming increasingly difficult to reach through
offline media alone.

Yahoo! and Levi’s were able to use Dynamic
Logic’s CrossMedia Research to quantify the
success of their integrated ad campaign.  The
results indicate that online advertising raised
Levi’s key awareness and persuasion metrics
among its primary target audience.
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