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Introduction 

In an era where environmental sustainability is paramount, Life Water stands at the forefront of 

change as a multi-million-dollar bottling water company located just 150 kilometers outside of 

Los Angeles, California. The whispers of its local community, concerned about water usage 

during California's drought, have grown into a crescendo. Amidst this backdrop, Zara Leono, 

Life Water's plant manager, took to her personal social media platform to defend the company's 

practices, igniting a debate that has garnered mixed reactions from both critics and supporters. 

 

 
This moment presents a pivotal juncture for Life Water, as the company has recently invested 

five million dollars in a remarkable transformation towards greener practices. As the company 

prepares to relaunch its elite product line, Tranquil Water, featuring a revolutionary bottle made 

from bioplastics, a robust marketing strategy becomes imperative. Life Water has entrusted our 

team to craft a marketing plan that not only highlights the benefits of bioplastics but also 

encompasses a captivating logo, a compelling slogan for Tranquil Water, and a comprehensive 

social media Public Relations (PR) campaign. 

 

 
In this proposal, we present a holistic marketing approach that will not only celebrate the eco- 

friendly attributes of Tranquil Water but also position Life Water as an environmentally 

responsible corporation. Moreover, we will address the challenge of managing the backlash 

stemming from Ms. Leono's comments by engaging in transparent dialog, education, and 

proactive initiatives. This strategic plan aims to secure Life Water's reputation as a pioneer in 

sustainable bottling practices and a champion of environmental stewardship while enhancing the 

appeal of Tranquil Water in the market. 

in today's world, where environmental concerns are a top priority, Life Water recognizes the 

urgent need to adapt and evolve. We acknowledge the concerns of the local community and the 

wider environmental discourse surrounding the water bottling industry. It is against this 

backdrop that we present a multifaceted marketing plan that not only addresses these concerns 

but also positions Tranquil Water as a symbol of sustainability and purity. 
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Tranquil Water: More Than a Beverage 

Tranquil Water is more than just water; it's a testament to our commitment to a greener future. At 

its core, Tranquil Water embodies purity, serenity, and environmental responsibility. With the 

introduction of bioplastics in its packaging, we are taking a monumental step towards reducing 

plastic waste and minimizing our ecological footprint. Tranquil Water's revolutionary bottle is 

not just a container; it's a promise to the planet. 

Bioplastics and Sustainability 

 

Tranquil Water is more than just a beverage; it represents a paradigm shift towards sustainability and 

environmental responsibility. At its core, Tranquil Water embodies purity, serenity, and a commitment to a 

greener future. The introduction of bioplastics in its packaging is a monumental step towards reducing 

plastic waste and minimizing our ecological footprint. Tranquil Water's revolutionary bottle is not merely 

a container; it's a promise to the planet. 

 

Benefits of  Bioplastics in Tranquil Water 

The marketing plan should prominently highlight the benefits of using bioplastics in Tranquil Water. 

Bioplastics offer numerous advantages over traditional plastic packaging, and these benefits should be 

effectively communicated to the target market. 

 

Historical Statements 

 
In recent years, we've witnessed a global shift towards sustainable practices and a heightened 

awareness of environmental concerns. Numerous renowned companies in the beverage and 

bottled water industry have already embarked on similar journeys towards sustainability, 

reinforcing the significance of this movement: 

1. Nestlé Waters: A major player in the bottled water industry, Nestlé Waters has made 

substantial strides in reducing the environmental impact of its products. They have 

committed to making all of their plastic packaging recyclable or reusable by 2025, and 

they've initiated projects to collect and recycle plastic waste from the environment. 

2. PepsiCo: PepsiCo, a leader in the beverage industry, has launched several sustainable 

initiatives, including the introduction of 100% recycled plastic (rPET) bottles and a 

commitment to reducing the carbon footprint of their products. They've also invested in 
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water conservation efforts in drought-affected regions. 
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3. The Coca-Cola Company: Coca-Cola has implemented various sustainability initiatives, 

including the "World Without Waste" program, which aims to collect and recycle the 

equivalent of every bottle or can they sell globally by 2030. They've also introduced 

plant-based bottles and have been working on reducing water usage in their 

manufacturing processes. 

4. Danone: A prominent bottled water company, Danone, has made substantial 

commitments to sustainability, including transitioning to 100% circular bottles and 

achieving carbon neutrality for all of their products by 2025. 

These historical statements and actions by industry leaders underscore the growing importance of 

sustainability and environmental responsibility in the beverage and bottled water sector. Tranquil 

Water's journey towards sustainability and its use of bioplastics in packaging align with these 

industry trends, positioning the brand as a forward-thinking and eco-conscious choice. 

The Power of a Logo and Slogan 

 
A logo is the visual embodiment of a brand's identity, and Tranquil Water's logo design 

encapsulates its essence. The serene water drop at the center symbolizes purity and refreshment, 

while the leafy green circle surrounding it signifies our use of bioplastics and commitment to 

sustainability. Our chosen color palette of calming blues and vibrant greens fosters a sense of 

tranquility and harmonizes with nature. 

The slogan, "Sip Sustainability, Savor Serenity," reinforces Tranquil Water's dual promise. It 

invites consumers to sip on a sustainable future while savoring the serene and premium quality 

of our product. 
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A Holistic Marketing Strategy 

Our marketing strategy encompasses various key elements: 

 
1. Product Highlight: We will prominently feature the use of bioplastics in Tranquil 

Water's packaging, emphasizing its eco-friendly nature and the substantial reduction in 

plastic waste. 

2. Environmental Responsibility: Life Water will be positioned as an environmentally 

responsible company dedicated to minimizing its impact on the environment. We will 

share statistics and metrics that reflect our commitment to sustainability. 

3. Quality Assurance: Our marketing materials will spotlight the superior quality of 

Tranquil Water, backed by testimonials and customer reviews, creating trust among 

consumers. 

4. Educational Content: Regularly published content will educate the public about the 

benefits of bioplastics and dispel misconceptions about water bottling compared to 

other beverage industries. 

5. Community Engagement: We will actively engage with our local community, 

demonstrating our commitment to environmental conservation through events like tree 

planting drives and beach cleanups. 

6. Bioplastics Emphasis: We will prominently feature the use of bioplastics in Tranquil 

Water's packaging, showcasing its eco-friendly attributes and the significant reduction 

in plastic waste it facilitates. 

7. Environmental Responsibility: 

 
 Positioning Life Water: Life Water will be positioned as an environmentally responsible 

corporation dedicated to minimizing its impact on the environment. We will share 

concrete statistics and metrics that reflect our commitment to sustainability. 
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8. Quality Assurance: 

 
 Product Excellence: Our marketing materials will spotlight the superior quality of 

Tranquil Water, substantiated by testimonials and customer reviews, creating trust and 

credibility among consumers. 

9. Educational Content: 

 
 Dispelling Misconceptions: Regularly published content will serve an educational 

purpose by enlightening the public about the benefits of bioplastics and dispelling 

common misconceptions surrounding water bottling compared to other beverage 

industries. 

10. Community Engagement: 

 
 Demonstrating Commitment: Life Water will actively engage with the local 

community, demonstrating its commitment to environmental conservation. This will be 

achieved through organizing events like tree planting drives and beach cleanups, 

strengthening community ties. 

11. Target Audience 

 
The target audience for Tranquil Water is millennials and Gen Z consumers who are 

environmentally conscious and looking for products that are sustainable. 

12. Marketing Channels 

 
The following marketing channels will be used to reach the target audience: 

 
 Social media: Tranquil Water will create a social media presence on platforms such as 

Instagram, TikTok, and Twitter. The social media content will focus on educating 

consumers about the benefits of bioplastics and promoting the company's greener 

initiatives. 

 Public relations: Tranquil Water will work with public relations professionals to generate 

positive media coverage about the company's new product line and its commitment to 

sustainability. 
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 Influencer marketing: Tranquil Water will partner with environmental influencers to 

promote the product line and its benefits. 

13. Marketing Messages 

 
The following marketing messages will be used to promote Tranquil Water: 

 
 Tranquil Water is made with 100% bioplastics, which are derived from renewable 

resources and are biodegradable. 

 Tranquil Water is committed to sustainability and is working to reduce its environmental 

impact. 

 Tranquil Water offers consumers a pure, refreshing water that is good for them and good 

for the planet. 

14. Budget 

 
The marketing budget for Tranquil Water will be $1 million. The budget will be allocated as 

follows: 

 Social media: $250,000 

 
 Public relations: $250,000 

 
 Influencer marketing: $250,000 

 
 Other marketing initiatives: $250,000 

 
15. Public Relations Plan 

 
The public relations plan for Tranquil Water will focus on generating positive media coverage 

about the company's new product line and its commitment to sustainability. The plan will also 

include a strategy for managing the backlash from Ms. Leono's comments. 
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16. Generating Positive Media Coverage 

 
Tranquil Water will work with public relations professionals to generate positive media coverage 

about the company's new product line and its commitment to sustainability. The public relations 

team will develop and distribute press releases, pitch stories to journalists, and arrange 

interviews with key stakeholders. 

17. Managing the Backlash from Ms. Leono's Comments 

 
Tranquil Water will issue a public apology for Ms. Leono's comments and explain that they do 

not reflect the company's values. The company will also reaffirm its commitment to 

sustainability and outline its plans to reduce its environmental impact. 

 

     

 

Competitor: 

 
Californians are being forced to use less water, and some are outraged that the companies that bottle their 

water aren't being asked to do the same. 

They scapegoat big names like Nestlé, where he operates five water bottling plants in California. Dozens 

of activists protested outside two factories last week, and an online petition calling on Nestlé (NSRGF) to 

shut down its bottling business has garnered thousands of signatures. 

 

In fact, there are 110 water bottling plants in the state. In addition to Nestlé, one of the most important 

bottlers is Pepsi (PEP), which bottles Aquafina. Coca-Cola (CCE) bottled by Dasani. and Crystal Geyser. 

But the problem is that California's bottled water consumption is only a fraction of the state's total 

consumption. 

"It's a pretty small amount. The state doesn't really track the amount of bottled water," said Tim Moran, 

spokesman for the state's Water Resources Board. Related: 

Replaces nearly $10 million in plastic bottles 

According to the International Bottled Water Association, approximately 3.1 billion gallons of bottled 

water are bottled in California each year. Nestlé, for example, uses 725 million gallons of water annually 

at its California bottling plant. But that's less than his 4 trillion gallons (including the "t") that residents use 

each year. 

These numbers do not include his top California users. farmers. Agricultural use accounts for about 80% 
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annually. 

Yet people resent that companies continue to make money bottled water despite his four-year drought. 

Meanwhile, the governor imposed mandatory water restrictions on residents for the first time in the state's 

history. Water Districts must penalize customers who do not reduce their consumption by an average of 

25%. That means Californians don't have to water their lawns. marketing plan 

 

 

 

 

 

Marketing Proposal for Tranquil Water: 

In an era where environmental sustainability is paramount, Life Water, a multi-million-dollar bottling 

water company situated 150 kilometers outside of Los Angeles, California, is poised to make a 

transformative impact. The local community's concerns about water usage during California's drought 

have prompted a reevaluation of the company's practices. At the epicenter of this discourse stands Zara 

Leono, Life Water's plant manager, whose recent remarks on her personal social media page have 

generated mixed reactions from critics and supporters alike. 

As Life Water emerges from a significant five-million-dollar investment to become a greener 

company, and with the imminent relaunch of its elite product line, Tranquil Water, featuring a 

pioneering bottle made from bioplastics, a strategic marketing approach is indispensable. Life 

Water has entrusted our team to craft a comprehensive marketing plan that will not only 

highlight the groundbreaking benefits of bioplastics but also encompass a captivating logo, an 

evocative slogan for Tranquil Water, and a comprehensive social media Public Relations (PR) 

campaign. 
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This proposal is designed to provide a detailed roadmap that celebrates Tranquil Water's eco- 

friendly attributes while positioning Life Water as an environmentally responsible corporation. 

Additionally, it addresses the challenge of managing the backlash stemming from Ms. Leono's 

comments, offering a path forward through transparent dialog, education, and proactive 

initiatives. Our strategic plan aims to secure Life Water's reputation as a pioneer in sustainable 

bottling practices and a champion of environmental stewardship while enhancing the appeal of 

Tranquil Water in the market. 

Bioplastics and Sustainability 

 
Tranquil Water is more than just a beverage; it represents a paradigm shift towards sustainability 

and environmental responsibility. At its core, Tranquil Water embodies purity, serenity, and a 

commitment to a greener future. The introduction of bioplastics in its packaging is a monumental 

step towards reducing plastic waste and minimizing our ecological footprint. Tranquil Water's 

revolutionary bottle is not merely a container; it's a promise to the planet. 

Logo and Slogan: A Visual and Verbal Identity 

Logo: 

 

 
The Tranquil Water logo is meticulously designed to encapsulate the brand's essence: 
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 Icon: A serene water drop at the center symbolizes the purity and refreshment of the 

product. 

 Color Palette: The color palette comprises calming blues and vibrant greens, invoking 

feelings of tranquility and harmony with nature. 

 

 
Slogan: 

 
The slogan "Pure and Green" succinctly conveys the core attributes of Tranquil Water: 

 
1. Pure: This word emphasizes the high-quality and pristine nature of the product. It assures 

consumers that Tranquil Water is pure, clean, and refreshing, aligning with their 

expectations for premium bottled water. 

2. Green: This word signifies the eco-friendly and sustainable aspect of Tranquil Water. It 

assures consumers that by choosing Tranquil Water, they are making an environmentally 

conscious choice. The use of "Green" in the slogan underscores the product's 

commitment to sustainability and its use of bioplastics in its packaging. 

 

Social Media PR Campaign 

Our PR campaign is meticulously designed to address both internal and external challenges: 

 
1. Addressing Zara Leono's Comments: 

 
 Transparent Acknowledgment: We will issue a statement acknowledging Ms. Leono's 

comments, reaffirming our commitment to sustainability, and outlining concrete steps 

taken to conserve water resources during California's drought.

2. Highlighting Green Initiatives: 

 
 Visual Storytelling: Through engaging stories, images, and videos, we will vividly 

showcase Life Water's transformation into a greener company. Additionally, we will 

unveil the innovative Tranquil Water bottle made from bioplastics.
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3. Transparency and User-Generated Content: 

 
 Building Trust: Transparency will be the cornerstone of our campaign. We will 

regularly share progress reports on our environmental impact reduction, and we will 

encourage user-generated content from satisfied customers, which will further bolster our 

credibility.

4. Engage in Dialog: 

 
 Active Engagement: Our social media team will actively engage in constructive dialog 

with both supporters and critics, offering accurate information and addressing concerns. 

This open dialog will demonstrate our commitment to transparent communication.

5. Sustainability Challenges: 

 
 Interactive Initiatives: We will launch sustainability challenges, encouraging followers 

to adopt eco-friendly practices. Prizes, such as Tranquil Water merchandise, will 

motivate participation, fostering a sense of community.

6. Strategic Partnerships: 

 
 Community Amplification: Collaborations with local environmental organizations and 

influencers will amplify our greener initiatives. These partnerships will create a united 

front in the battle for environmental stewardship.

In conclusion, this marketing proposal envisions a future where Tranquil Water becomes 

synonymous with sustainability and purity, and where Life Water stands as a beacon of 

environmental responsibility. Through a comprehensive marketing strategy and a socially 

conscious PR campaign, we will guide Life Water toward a greener and more promising future. 

The convergence of a groundbreaking product, a captivating brand identity, and a heartfelt 

commitment to environmental responsibility will not only reshape the market but also redefine 

the perception of Life Water in the eyes of its audience. 
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But not only the previous but also manage the following : 

 
1. Addressing Zara Leono's Comments: We will issue a statement acknowledging Ms. 

Leono's comments, affirming our commitment to sustainability, and outlining steps taken 

to conserve water resources during California's drought. 

2. Highlighting Green Initiatives: Through engaging stories, images, and videos, we will 

showcase Life Water's transformation into a greener company and unveil the innovative 

Tranquil Water bottle made from bioplastics. 

3. Transparency and User-Generated Content: Transparency will be our cornerstone. 

We will regularly share progress reports on our environmental impact reduction and 

encourage user-generated content from satisfied customers. 

4. Engage in Dialog: Our social media team will actively engage in constructive dialog 

with both supporters and critics, offering accurate information and addressing concerns. 

5. Sustainability Challenges: We will launch sustainability challenges, encouraging 

followers to adopt eco-friendly practices. Prizes, such as Tranquil Water merchandise, 

will motivate participation. 

6. Strategic Partnerships: Collaborations with local environmental organizations and 

influencers will amplify our greener initiatives and foster a sense of community. 

 

 
This marketing proposal envisions a future where Tranquil Water becomes synonymous with 

sustainability and purity, and Life Water stands as a beacon of environmental responsibility. 

Through a comprehensive marketing strategy and a socially conscious PR campaign, we will 

steer Life Water toward a greener and more promising future. 
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Adding to that we need to assure the following : 

 
 

Promoting Greener Plans 

 

Tranquil Water will use social media to educate consumers about its commitment to 

sustainability and its plans to reduce its environmental impact. The company will share blog 

posts, infographics, and videos about its sustainability initiatives. 

Social Media Channels 

 
Tranquil Water will use the following social media channels to reach its target audience: 

 
 Instagram

 
 TikTok

 
 Twitter

 
Social Media Content 

 
The following types of content will be shared on Tranquil Water's social media channels: 

 
 Educational content about the benefits of bioplastics and sustainability

 
 Promotional content about Tranquil Water's new product line and its commitment to 

sustainability

 Behind-the-scenes content about Tranquil Water's sustainability initiatives

 
Social Media Engagement 

 
Tranquil Water will engage with its social media audience by responding to comments and 

questions. The company will continue talking to its social media audience about its commitment 

to sustainability and its plans to reduce its environmental impact. The company will also be 

transparent about its challenges and progress. 



16  

Here are some specific ideas for social media content that Tranquil Water can share: 

 

 
 

 A video of the company's CEO talking about its sustainability goals and how they plan to 

achieve them.

 A blog post about the company's progress on reducing its water usage.

 An infographic about the benefits of bioplastics.

 A behind-the-scenes look at the company's recycling program.

 A contest or giveaway where followers can win prizes for sharing their ideas for how to 

reduce their environmental impact.

Tranquil Water should also use social media to listen to its audience and respond to their 

concerns. If people are commenting on social media about Ms. Leono's comments, Tranquil 

Water should acknowledge the concerns and explain its position. The company should also be 

open to feedback and suggestions from its followers. 

By being transparent and engaging with its audience, Tranquil Water can build trust and position 

itself as a leader in sustainability. 
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Conclusion : 

In the dynamic landscape of the bottled water industry, the marketing proposal for Tranquil 

Water represents a strategic pathway towards success. Tranquil Water, with its commitment to 

purity and sustainability, is poised to make a significant impact in the market, and the slogan 

"Pure and Green" encapsulates this essence with simplicity and clarity. 

"Purity" in the slogan assures consumers of the pristine quality of Tranquil Water, promising a 

refreshing and superior drinking experience. It aligns with the expectations of those who seek 

premium bottled water products, emphasizing that Tranquil Water is the epitome of pure 

refreshment. 

On the other hand, "Green" signifies the eco-intent and environmental responsibility that 

Tranquil Water embodies. It assures consumers that by choosing Tranquil Water, they are not 

only enjoying a top-tier product but also contributing to a greener and more sustainable future. 

The word "Green" underscores the brand's dedication to sustainability, especially through its use 

of bioplastics in its packaging. 

As Tranquil Water prepares to enter the market with its pioneering bioplastic bottle and the 

slogan "Pure and Green," it aims to carve out a unique and environmentally responsible space. 

This endeavor is not just a brand evolution; it's a promise to consumers that they can enjoy pure 

refreshment while contributing to a greener, more sustainable future. 

The historical context of sustainability efforts by industry leaders highlights the industry's 

ongoing transformation. Life Water's commitment to bioplastics and sustainability aligns 

perfectly with this broader movement. Tranquil Water is poised to join the ranks of companies 

that are driving positive change in the beverage and bottled water industry. 

In summary, "Pure and Green" is a concise slogan that communicates the dual promise of 

Tranquil Water - purity in taste and a commitment to eco-friendliness. It resonates with 

consumers who seek a straightforward, high-quality bottled water option with a strong focus on 

sustainability. This slogan, combined with a comprehensive marketing strategy and a socially 

conscious PR campaign, positions Tranquil Water and Life Water as leaders in the bottled water 

industry, offering a product that is not only refreshing but also environmentally responsible. It 

sets the stage for a successful and impactful journey into a greener and more sustainable future. 
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