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SOCIAL STRATEGY REFRESH

BEATS



OUR SOCIAL 
PLAYBOOK 
OBJECTIVE

Leverage our legacy of music as an entry point to 
amplify interaction with our audience and strengthen 
social commerce across all owned social channels. 

Our goal is to re-establish Beats as a leader 
and proponent of all things music, while easing the 
brand into things music adjacent as well.
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Refining Our Audience
CHAPTER 1



BLACK YOUTH 
The influence of culture begins here. 

YOUTH OF COLOR 
The plugged in cosigners pushing 
trends forward. 

YOUTH AT LARGE 
All encompassing Gen Z Youth.  

EXPANDING 
BEYOND 
OUR CORE 

While Black youth are the 
epicenter of influence 
across culture, we need to 
broaden our target to 
include a wider youth 
audience to drive the 
growth we seek.



MEET 
JORDYN 

OUR REFINED 
AUDIENCE 
ARCHETYPE

HER OVERARCHING DESIRE 
Connect with others in an effort to learn 
more about her passions, and in turn, share 
that knowledge with others around her. 

INFINITE WORLDVIEW 
Her sources of inspiration aren't limited to 
where she lives. Social allows her to tap into 
cultural communities across the globe. 

HUNGER FOR CURATION & DISCOVERY 
She doesn't limit herself to one sound or 
style. Everything is iterative and ever 
changing all in the pursuit of leveling up. 

MORAL COMPASS 
Her choices are guided by her beliefs, most 
namely: inclusivity, equality, sustainability, 
diversity, and more. 



A GLIMPSE INTO JORDYN'S WORLD 

Jordyn is never doing just one 
thing. Her collection of apps 
let her effortlessly toggle 
between self expression and 
exploration, while a flurry of 
notifications compete for her 
attention throughout the day.
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Our Strategic Platform
CHAPTER 3



"PUT ME ON"
STRATEGIC PLATFORM

Put Me On isn't a tagline. It's a cultural ethos that our 
audience lives by and our social channels will reflect.  

It’s the highest form of cultural currency today. 

This north star is designed to place Beats and our audience at eye level, by making 
neither side the expert. Instead, both parties will share and learn from each other.



PUT ME ON

OUR BRAND PLATFORM

Brand 
A platform for discovery, celebration, and cultural exchange 

Social currency that serves as a badge of identity/belonging 
Product 



OBSERVING 
PUT ME ON: 
ORGANIC 
SOCIAL 
BEHAVIOR

PUT ME ON AS A WAY TO SHOUTOUT THOSE 
WHO SHOWED THEM SOMETHING NEW

PUT ME ON AS AN ASPIRATIONAL CTA FOR 
OUR AUDIENCE TO PARTICIPATE IN

PUT ME ON AS AN INSPIRATIONAL CALLING 
AS A SELFLESS ACT TO PAY IT FORWARD



OBSERVING 
PUT ME ON: 
ACROSS 
CULTURE 
AS A WHOLE

PUT ME ON ORGANICALLY RECOGNIZED BY 
URBAN DICTIONARY USERS

PUT ME ON USED AS DIALOGUE IN DONALD 
GLOVER'S HIT SHOW, ATLANTA

PUT ME ON AS A POPULAR BEHAVIOR ON 
TIKTOK VIA SHARING MUSIC AND MOVIES



OUR GOAL IS 
TO CREATE A 
VALUE EXCHANGE 

Put Me On will act as both an 
action and an invitation, by 
inspiring our audience to put 
the brand onto new things, as 
well as excite our audience to 
seek out the brand when they 
want to be put on themselves.



BRAND SPEAKING TO AUDIENCE 

SAMPLES OF ACTION 

SAMPLES OF  INVITATION

Social mentions of Beats in content. 

AUDIENCE SPEAKING TO BRAND 

1

2

3

Action oriented communication of 
product through comments. 

Engagement of brand talent on social 
channels. 

Tell the inspiration behind the 
collaboration. 

1

2

3

Showcase product through influencers, 
creators, and talent. 

Sharing UGC driven content on social 
channels through a CTA. 



OUR CORE: MUSIC AS A PATHWAY

Music is our purpose: We're getting deeper in the music, the 
process, the inspiration, and fresh ways to experience it. 

Music is how we "put on:”  We have one foot in mainstream 
culture, one foot in subculture.  

Music is our point of view: We are always putting our audience 
on, by engaging in the conversation. 

Music dictates how we behave in the context of Put Me On through social.*

1

2

3

*The music driven campaign of ITM kept the conversation going well past launch with 93K earned mentions.
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How To: Cultural Moments
CHAPTER 4



MOMENT 
STRATEGY 
SPEAKING THROUGH TALENT 

We’ll speak to cultural moments through our talent 
- in their highs, lows, and moments of triumph. 

Beats will have the agency to talk about issues (mental 
health, social justice) that resonate and inspire our 
audience by speaking through the voices of our talent. 



MOMENT 
STRATEGY 
PUT ME ON 

With the help of talent, Beats has the ability to put our 
audience on to something new unlike any other brand.  
 
Our audience has a trusted voice outside the brand that 
is exposing them to new causes, product features, and 
music that feels genuine, but also unique to the brand. 

Beats will provide the invitation while talent provides 
the action.  



TALENT TIERS
TIER 1

CELEBRITIES AND ICONS*

Hero talent that inform our audiences  
of new products.  

Highlight product through campaign storytelling.  
Increase product consideration and fan engagement. 

TIER 2

ONLINE PERSONALITIES  

Official Beats ambassadors who are power 
creators and thinkers.  

Spark CTA for social behavior to drive sales.  
Showcase product through engagement. 

TIER 3

BEATS PARTNERS

Media partnerships that share our 
message with wider audiences.  

Reach new target consumers.   
Highlight product to drive purchase intent.  

* Activity calendars will be included for talent partners.



DO WEIGH IN 

Moments of Protest 

High Stakes Wins 

Injuries and Losses 

Anniversaries 

New releases
Birthdays 

Awards* 

Deaths* 

DON’T WEIGH IN

MOMENTS  
WEIGH IN ON

MOMENTS TO 
WEIGH IN ON

*on a case-by-case basis



CULTURAL 
MOMENTS 
EXAMPLE: SHA’CARRI RICHARDSON 

We were able to address all of the backlash and 
controversy that was directed towards Sha’Carri 
Richardson by letting her own a moment in tandem 
with Kanye West’s No Child Left Behind release. 

With clever timing around the Rule 40 restraints, Beats 
By Dre was the only brand not sponsored by the 
Olympics who could speak genuinely to Sha’Carri’s 
comeback. 

Moment: Tokyo 2020 Olympics 
Talent: Sha’Carri Richardson 
Music: Kanye West’s “No Child Left Behind”



CULTURAL 
MOMENTS 
EXAMPLE: SERENA WILLIAMS 24 

In anticipation of Serena Williams’ 24th grand 
slam, our team prepared a congratulatory asset 
that she could share on her own channels, and 
her fans could too.  

We were able to seamlessly infuse product while 
still letting her take the spotlight, letting the 
lyrics from the selected track underscore our 
message. 

Moment: Serena’s 24th Grand Slam 
Talent: Serena Williams



CULTURAL 
MOMENTS 
EXAMPLE: LIL NAS X INDUSTRY BABY 

Alongside Lil Nas X’s successful release of 
“Industry Baby”, Beats showed our support on 
social - showcasing our product appearing in the 
video. 

While the video itself received mixed reviews 
and backlash, our subtle copy choices showed 
our support and backing, letting his work shine. 

Moment: “Industry Baby” Music Video Release 
Talent: Lil Nas X 
Music: Lil Nas X’s “Industry Baby”



Potential conversations that 
we can expect to gain 
traction in volume, that we  
reply with through our talent.

MOMENT 
(One that we can plan for)

IDENTIFY 
Translation (Account, Context) to 

select moment 

ALIGN 
Beats to align on moment selection 

BRIEF 
Context x Strat to brief Creative 

Team

IDEATE 
Creative Team creates potential 

REVIEW 
Feedback and approval from 

Translation

APPROVE 
Feedback and approval from Beats

PRODUCE 
Completed asset to be made



Conversations that gain 
traction in volume in a short 
period of time - our 
response time should be 
within two hours.

MOMENT 
(Needing a real-time response)

IDENTIFY 
Translation (Account, Context) to 

select moment 

CREATE 
Translation to craft real-time reply or 

response  
(Community Manager, Context)

PRODUCE 
Completed response  to be actioned 

by Translation 

ALIGN 
Beats to align on moment selection 

APPROVE 
Feedback and approval from Beats
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Platform Strengths & Priorities
CHAPTER 5



CHANNEL 
STRATEGY 
Our brand shows up differently on each 
platform, engaging with our audience in a way 
that feels native to each channel.  

We’ll soundtrack our content with music to tie a 
consistent thread across all platforms. 



TIKTOK 
OUR STAGE FOR JORDYN 

TikTok is a people first platform and its strength is 
co-creation and discovery. Users gather to the 
platform for entertainment that features people 
who look and sound like them. 

Our content should spotlight those who embody 
Put Me On, whether they're sharing something new 
or asking users to help them find what they need.

CHANNEL STRATEGY:  
TIER 1



TWITTER 
OUR DEBATE TABLE 

Twitter is built for hot takes: who are the Top 5 
greatest rappers, cultural critiques, and more. 
Most users interact with the brand through talent 
and fan tweets. 

Our content should spark dialogue between our 
followers and beyond, while leaning into a more 
comedic playful tone that stokes conversation 
around music through CTAs.

CHANNEL STRATEGY:  
TIER 1



INSTAGRAM 
OUR SHOWROOM 

Instagram is one of the few platforms that help 
our audience get put on to new things and share 
inspiration with others. This includes discovering 
outfit inspo, featured collabs, new music, and 
more. 

Our frequent drop products should focus on 
adding value to our audience's Put Me On cache 
via aesthetically aspirational content that drives 
purchase behavior and sales conversion. 

CHANNEL STRATEGY:  
TIER 1



YOUTUBE 
OUR DEEP DIVE PLATFORM 

YouTube’s large daily active user base is proof 
that long form content is thriving. Its audience is 
seeking deeper narratives for everything from 
product reviews, music, education, and more. 

Our content should put our audience on to a 
deeper look at our product, as well as rich 
stories about culture and our talent roster. 

CHANNEL STRATEGY:  
TIER 1



FACEBOOK 
OUR CONTENT HUB 

Facebook is a leading shopping 
marketplace platform connecting our youth 
demo and beyond to their close families 
and friends who influence purchase 
decisions the most. 

Beats will lead with product forward 
storytelling and utilize the shop to drive 
sales. We'll engage users through likes, 
comments, and DMs. 

PINTEREST 
OUR MOODBOARD 

Pinterest’s essential tools drive users to 
discover new ideas, unearth inspiration, pin 
favorites, and create boards that speaks to 
our audience’s multiple ever-changing 
passions.  

Through features like shop the looks, Beats 
will create our own boards for pin worthy 
fashion inspiration where every saved pin is a 
cosign. 

SNAPCHAT 
OUR YOU-CAST 

Utilize snaps inter-personal capabilities to 
entertain and create community on a 
platform to an audience that relies on peer-
to-peer communication.  

Beats will engage this audience through unique 
shareable lenses available to the broader 
community. We'll leverage influencers and Ad 
capabilities. 

Music partnership will be leveraged throughout 
content. 

BEST IN CLASS EXAMPLE BEST IN CLASS EXAMPLE

CHANNEL STRATEGY:  
TIER 2

https://www.facebook.com/beatsbydre/videos/368630694782142/?t=9
https://www.pinterest.com/pin/109212359705204321/?d=t&mt=login


LINKEDIN 
OUR PRESS ROOM 

The strength of LinkedIn is in long-form 
content that keeps the industry up to date 
on Beats thought leadership, product 
innovation, news, and campaign accolades.  

We'll engage users by keeping them on top 
of our wins and connecting with our network 
beyond the youth demo. 

TWITCH 
OUR STADIUM  

Twitch’s strength is highlighting the hybridity 
of our youth audience's interests by 
engaging with the ever-changing subculture 
of gaming.  

Beats will engage through influencer 
activations in a real-time where “Put Me On” 
pivots to live interaction. 

REDDIT 
OUR FORUM 

Reddit's strength of community and 
transparency offers an opportunity to 
connect with a tech focused demo to 
understand how they think and feel about 
Beats products. 

Beats will utilize social listening on this 
platform to converse with brand enthusiasts 
beyond youth culture. 

BEST IN CLASS EXAMPLEBEST IN CLASS EXAMPLE

CHANNEL STRATEGY:  
TIER 3

https://twitter.com/beatsbydre/status/1407488128613507081
https://www.linkedin.com/posts/beats-by-dr.-dre_apple-amazon-beats-nike-score-emmy-noms-activity-6820889369373663232-Vkfe


OUR DEBATE 
TABLE  

Where we chop it up 
with our audience.

OUR SHOWROOM  
Our shoppable display 
space inspired and 
cosigned by youth.

OUR STAGE 
Where we invite our 
audience to create with us.

OUR CONTENT HUB  
Our shopping and feedback 
moment beyond the youth 
demo. 

OUR DEEP DIVE  
Where we share our latest big 
moments with the community. 

OUR  STADIUM 
Engage with niche 
subcultures through 
their interest in 
interactive ways.  

OUR MOODBROAD 
Our fashion inspo space, where 
every saved pin is a cosign.

OUR PRESS ROOM 
Where we share our wins 
and connect with the 
industry.

OUR FORUM 
Engage brand 
enthusiasts beyond 
youth culture.    

OUR YOU-CAST 
Where our brand meets 
youth in a personal space.
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Tone of Voice 
CHAPTER 6



TONAL SHIFT: OUR VOICE EXPANSION

OUR BASE VOICE

TIMELY 
A universal commitment to ensuring we are in the moment. 

UNAPOLOGETIC 
Our confidence comes from facts, supported by irrefutable evidence.

PROVOCATIVE 
We pick a side and defend it, without consideration of who it offends. 

OUR VOICE PROGRESSION

POINTED 
We share our voice through talent moments that assert our agency 
and product in culture. 

PREMIUM 
We’re refined and consistent in our expression and curation.

PLAYFUL 
Our point of view is expressed lightheartedly.



TONAL SHIFT:

Jordyn

OUR BASE VOICE

OUR VOICE PROGRESSION

TIMELY 
A universal commitment to ensuring we are in the moment. 

UNAPOLOGETIC 
Our confidence comes from facts, supported by irrefutable evidence.

PROVOCATIVE 
We pick a side and defend it, without consideration of who it offends. 

POINTED 
We share our voice through talent moments that assert our agency 
and product in culture. 

PREMIUM 
We’re refined and consistent in our expression and curation.

PLAYFUL 
Our point of view is expressed lightheartedly.
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NEXT 
STEPS

37

Translation to kick off Voice and Visual Refresh - 9/7  

Translation to provide in-depth Channel Strategy Playbook - 9/20
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THANK YOU




