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Introduction
In an era where environmental consciousness and sustainability are at the forefront of

consumer concerns, companies are increasingly recognizing the importance of adopting eco-
friendly practices. Life Water, a multi-million-dollar bottling water company located 150
kilometres outside of Los Angeles, California, is no exception. However, the company has
recently faced criticism from the local community regarding its water usage during California's
ongoing drought.

To address these concerns and reaffirm its commitment to sustainability, Life Water has
invested five million dollars in creating a greener company. As part of this initiative, the
company is preparing to relaunch its elite product line, Tranquil Water, featuring a new bottle
made from bioplastics. Bioplastics, derived from renewable resources, offer a more
environmentally friendly alternative to traditional plastic packaging.

This marketing proposal aims to create a comprehensive strategy that emphasizes the benefits
of bioplastics, develops a new logo and slogan for Tranquil Water, and addresses the recent
backlash caused by controversial comments made by Life Water's plant manager, Zara Leono, on
her personal social media page. The proposal seeks to rebuild trust with the local community,
position Tranquil Water as an environmentally responsible choice for consumers, and drive
engagement and loyalty.

The strategy includes various elements such as highlighting the eco-friendly nature of
bioplastics, telling the story of Tranquil Water's greener transformation, engaging influencers
and community leaders, creating educational content about sustainability, forging partnerships
with environmental organizations, and implementing a comprehensive public relations plan. By
leveraging these strategies, Life Water aims to convey its dedication to sustainability, address
community concerns, and promote Tranquil Water as a premium brand with responsible
packaging.

This marketing proposal provides a detailed roadmap for achieving these objectives, offering
insights into the development of a new logo and slogan, as well as outlining the specific steps to
be taken in the marketing and public relations efforts. Through effective implementation of this
proposal, Life Water can navigate the challenges posed by the recent backlash, showcase its
commitment to a greener future, and position Tranquil Water as a leading brand in the

sustainable bottled water market.



Marketing Proposal for Tranquil Water

Executive Summary:

Life Water's elite product line, Tranquil Water, is set to relaunch with a new bottle made from
bioplastics. This marketing proposal aims to create a comprehensive strategy that highlights the
benefits of bioplastics while managing the backlash from a recent controversial statement made
by the company's plant manager, Zara Leono. The proposal will outline a marketing plan that
includes a new logo and slogan for Tranquil Water, focusing on the use of bioplastics as a
sustainable packaging solution. Additionally, a PR plan will be developed to promote the
company's greener plans and address community concerns. Through these efforts, Life Water
will position Tranquil Water as an environmentally responsible choice, rebuild trust with the

local community, and drive brand growth.

Introduction and Background:

Life Water, a multi-million-dollar bottling water company located 150 kilometres outside of
Los Angeles, California, has been facing criticism from the local community for using excessive
water during the ongoing California drought. The company recently invested five million dollars
in greener initiatives, including the development of a bioplastic bottle for their elite product line,
Tranquil Water. However, the negative impact of Zara Leono's comments on social media has
intensified the backlash. This marketing proposal aims to leverage the benefits of bioplastics and
address community concerns, effectively promoting Tranquil Water and managing the PR crisis.

Target Audience:

The primary target audience for Tranquil Water includes health-conscious individuals,
environmentally conscious consumers, and those seeking premium bottled water products. These
consumers prioritize sustainability and are willing to pay a premium for products that align with
their values. The secondary target audience consists of individuals concerned about the
California drought and the environmental impact of traditional plastic packaging. This group can
be educated about the benefits of bioplastics and motivated to choose Tranquil Water as a more

sustainable option.



Logo and Slogan Development:

The new logo for Tranquil Water should embody a sense of tranquillity, purity, and
sustainability. It should resonate with the target audience while conveying the eco-friendly
nature of the product. A combination of serene nature-inspired elements, such as a leaf or water
droplet, with a modern and sleek design aesthetic would be appropriate. The logo should use
green hues to symbolize sustainability and environmental consciousness.

The proposed slogans for Tranquil Water are as follows:
"Refreshing Purity, Responsible Packaging"
Or "Sustainably Serene Hydration"

These slogans emphasize the key messages of Tranquil Water, highlighting its commitment to

purity, sustainability, and responsible packaging.

Benefits of Bioplastics:

1. Environmental Friendliness:

Bioplastics are made from plant-based materials, such as corn, sugarcane, or potato starch,
reducing dependence on fossil fuels. Unlike conventional plastics, which contribute to the
depletion of non-renewable resources, bioplastics are derived from sustainable sources.
(Niaounakis, 2013)

2. Lower Carbon Footprint:
The production of bioplastics emits fewer greenhouse gases compared to petroleum-based
plastics. This significantly reduces the carbon footprint associated with the manufacturing

process, helping combat climate change and support a greener future. (Stevens, 2001)

3. Biodegradability and Compostability:

One of the most significant advantages of bioplastics is their ability to biodegrade or compost
under specific conditions. This means that if Tranquil Water's bioplastic bottles end up in
landfills or the environment, they will naturally break down over time, minimizing the negative

impact on ecosystems. (Stevens, 2001)



4. Reduction of Plastic Waste:

With the rising concern over plastic pollution in oceans and landfills, bioplastics present an

attractive solution. Tranquil Water's adoption of bioplastics demonstrates its commitment to

reducing plastic waste and preserving the environment. (Niaounakis, 2013)

Marketing Strategy:

1. Emphasize Bioplastics:

Highlight the use of bioplastics as a key differentiating factor for Tranquil Water. Communicate

the following benefits of bioplastics to the target audience:

Environmentally Friendly:

Bioplastics are derived from renewable resources, reducing dependence on fossil fuels, and
minimizing carbon emissions compared to traditional plastics. (Stevens, 2001)

Reduced Waste:

Bioplastics are biodegradable or compostable, offering a solution to the global plastic waste
crisis. Emphasize the positive impact of choosing Tranquil Water's bioplastic bottle over
traditional plastic bottles. (Stevens, 2001)

Sustainability Commitment:

how case Life Water's dedication to sustainable practices and responsible packaging by
adopting bioplastics. Position Tranquil Water as a brand that actively contributes to
environmental preservation. (Kopnina, 2013)

Product Labelling and Packaging:

Clear and concise labelling on Tranquil Water's bottles should highlight the use of bioplastics.
The label should inform consumers about the renewable nature of the packaging and its
biodegradability, making them aware of the positive environmental impact of choosing
Tranquil Water. (Stevens, 2001)

Educational Campaign:

Develop a robust educational campaign to raise awareness about bioplastics and their benefits.
This campaign can include blog posts, infographics, and videos explaining the science behind
bioplastics, their environmental advantages, and their role in addressing the plastic waste

Crisis.



e Collaborations with Environmental Organizations:
Partner with respected environmental organizations and certifications to validate Tranquil
Water's commitment to sustainability. Working alongside such organizations can add
credibility to the brand's claims and help educate consumers about the importance of choosing
products packaged with bioplastics.

e Social Media Engagement:
Utilize social media platforms to highlight the brand's dedication to sustainability. Share
engaging content that emphasizes the use of bioplastics and encourage followers to participate
in discussions about environmental responsibility and plastic waste reduction. (Zimmerman &
Ng, 2017)

¢ Influencer Campaigns:
Collaborate with eco-conscious influencers who share Tranquil Water's values. These
influencers can promote the brand's bioplastic packaging through authentic and relatable
content, reaching a wider audience and resonating with environmentally conscious

consumers. (Zimmerman & Ng, 2017)

2. Storytelling and Transparency:

Craft a compelling narrative around Tranquil Water's greener transformation journey.
Communicate the company's commitment to sustainability and efforts to address community
concerns. Highlight specific steps taken to reduce water consumption and overall environmental
impact. By sharing this story, Life Water can create an emotional connection with consumers and

build trust in the brand's sustainability initiatives. (Dennis L. Wilcox, 2014)

3. Engage Influencers and Community Leaders:

Collaborate with local influencers, environmental advocates, and community leaders who align
with Life Water's sustainability values. Leverage their platforms to endorse Tranquil Water's
sustainability initiatives and bioplastic packaging. Engaging these influencers will amplify the
brand's message, increase awareness, and generate positive word-of-mouth. (Zimmerman & Ng,
2017)

4. Educational Content:
Develop informative content about the benefits of bioplastics, sustainable packaging, and

responsible water consumption during the California drought. Create blog posts, social media



updates, and videos that educate consumers about Tranquil Water's contributions to a greener
future. Highlight the positive impact of choosing Tranquil Water as a sustainable choice,

reinforcing the brand's commitment to environmental preservation.

5. Partnerships and Events:

Collaborate with environmental organizations, sustainability-focused events, and community
initiatives to demonstrate Life Water's dedication to environmental causes. Sponsor events and
engage in initiatives that promote water conservation and sustainability. Showcase Tranquil
Water's bioplastic bottle as an embodiment of the brand's values, creating positive associations in

the minds of consumers. (Dennis L. Wilcox, 2014)

6. Public Relations Plan:

e Addressing Zara Leono's Comments:

Acknowledge the concerns raised by Zara Leono's comments and take responsibility for any
unintended impact caused. Clearly communicate that her comments do not reflect the company's
official stance and values. Reassure the community of Life Water's commitment to responsible
water usage and sustainable practices.

e Apology and Clarification:

Issue a public statement expressing regret for any misunderstanding caused by Zara Leono's
comments. Apologize to the community for any confusion or offense caused. Clarify the
company's position on water consumption, emphasizing the efforts made to reduce water usage

and the role of Tranquil Water as a sustainable product option.

e Community Engagement:

Organize community events, workshops, or town hall meetings to engage directly with the local
community. Share information about Life Water's greener plans, including the use of bioplastics
and efforts to address the California drought. Encourage open dialogue, actively listen to
community concerns, and address them transparently. This will foster trust, rebuild relationships,

and demonstrate the company's commitment to responsible practices.

e Media Outreach:
Develop press releases highlighting the company's sustainability initiatives, the launch of
Tranquil Water's bioplastic bottle, and the positive impact of this new packaging solution.

Engage with local and industry-specific media outlets to share success stories, product



innovations, and the overall commitment to a greener future. Position Life Water as an industry

leader in sustainable practices, reinforcing the company's positive reputation.

e Social Media Campaign:

Leverage social media platforms to share content related to sustainability, water conservation,
and Tranquil Water's bioplastic packaging. Craft engaging posts, infographics, and videos that
highlight the benefits of bioplastics and the company's sustainability journey. Encourage
followers to join the conversation, share their thoughts, and become advocates for the brand's
environmentally responsible practices. (Zimmerman & Ng, 2017)

7. Budget:

A budget allocation of $X should be considered for the marketing campaign. This budget will
cover the design and production of the new Tranquil Water logo, marketing collateral
development, influencer collaborations, event sponsorships, content creation, media outreach,
and social media advertising. The specific allocation will be based on the objectives, target
audience, and available resources. (Dennis L. Wilcox, 2014)

8. Measurement and Evaluation:

Regularly monitor and evaluate the effectiveness of the marketing campaign using key
performance indicators (KPIs) such as brand reach, social media engagement, website traffic,
customer feedback, and sales data. Adjust the strategy as needed based on insights gained from
the evaluation process. Continuously measure the success of the PR plan by monitoring
community sentiment, media coverage, and the rebuilding of trust with the local community.
(Dennis L. Wilcox, 2014)

By implementing this comprehensive marketing proposal, Life Water can effectively promote
Tranquil Water's use of bioplastics, communicate its sustainability efforts, and address
community concerns. This integrated approach will position Tranquil Water as an
environmentally responsible brand, drive consumer engagement and loyalty, and secure Life
Water's place as an industry leader in sustainable practices. By aligning the marketing and PR
strategies with the company's greener initiatives, Life Water can overcome the challenges posed

by the recent controversy and thrive as a socially and environmentally conscious brand.



Social Media PR Campaign: "Life Water Goes Greener"

Obijective:

The primary objective of the social media PR campaign is to position Life Water as a greener
company, highlighting its sustainability initiatives and the use of bioplastics in Tranquil Water's
new packaging. Additionally, the campaign aims to address and manage Miss Leono's
controversial comments, reassuring the community of Life Water's commitment to responsible

practices.

Campaign Theme and Hashtag:

#LifeWaterGoesGreener

Social Media Platforms:

Utilize the following social media platforms to reach a wide and engaged audience:
Facebook

Instagram

Twitter

LinkedIn

Content Strategy:

1. Highlighting Sustainability Efforts:

e Video Series:
Create a series of short videos that showcase Life Water's sustainability initiatives, focusing on
water conservation efforts, use of renewable energy, and eco-friendly packaging solutions.

Feature employees and community members discussing the importance of going green.

e Infographics:
Develop visually appealing infographics that illustrate the positive impact of choosing Tranquil
Water's bioplastic bottle over traditional plastic bottles, emphasizing reduced carbon emissions

and plastic waste reduction.

e Behind-the-Scenes Sneak Peeks:
Offer behind-the-scenes glimpses of the eco-friendly practices in Life Water's bottling plant and

the bioplastic production process. This helps to humanize the company's efforts and build trust.



2. Responding to Miss Leono's Comments:

e Apology Video:
Publish a video featuring a sincere apology from Zara Leono, addressing her previous comments
and clarifying that they do not represent the company's position. Express her commitment to

being more mindful of her statements in the future.

e Transparency and Responsibility:

Share a post from Life Water's CEO or spokesperson, reaffirming the company's values and
commitment to responsible water usage. Emphasize that Miss Leono's comments do not align
with the company's principles and reinforce the brand's dedication to transparency. (Dennis L.
Wilcox, 2014)

e Community Q&A:

Host a live Q&A session on social media, where a representative from Life Water responds to
questions and concerns raised by the community. Use this opportunity to address any lingering
doubts and provide accurate information about the company's sustainable practices.

3. Engaging Influencers:

e Environmental Influencer Takeovers:

Partner with respected environmental influencers for a day-long or week-long takeover of the
Life Water social media accounts. Let them share their perspectives on sustainable living, eco-
friendly choices, and the importance of supporting greener companies.

e User-Generated Content Campaign:

Launch a contest encouraging followers to create and share their own content related to
sustainable practices and Tranquil Water's bioplastic bottles. Reward participants with eco-
friendly prizes and feature the best entries on the company's social media channels.

e Social Media Schedule:

Create a consistent posting schedule to maintain audience engagement:
2-3 posts per day on Facebook, Instagram, and Twitter

2 posts per week on LinkedIn



e Engagement and Interaction:

Respond promptly to comments, messages, and mentions on social media. Engage with
followers by asking questions, conducting polls, and encouraging discussions related to
sustainability and environmental conservation. (Dennis L. Wilcox, 2014)

e Influencer Outreach:

Collaborate with environmental influencers and organizations to amplify the campaign's reach.
Request them to share campaign-related posts and content, tagging Life Water's official accounts
and using the campaign hashtag. (Zimmerman & Ng, 2017)

e Analytics and Measurement:

Track the performance of the social media PR campaign using platform analytics and social
media management tools. Monitor key metrics such as engagement rates, reach, impressions, and
sentiment analysis. Analyze the data to make data-driven decisions and adjust the campaign as
needed.

e Crisis Management:

In the event of any negative reactions or backlash, respond calmly and transparently, providing
factual information to address concerns. Continue to emphasize Life Water's greener practices

and sustainability initiatives to maintain a positive narrative. (Kotler, 2004)

Conclusion:

The "Life Water Goes Greener" social media PR campaign will effectively promote Life Water
as a greener company while addressing Miss Leono's comments with transparency and
responsibility. By showcasing sustainability efforts and emphasizing the use of bioplastics in
Tranquil Water's packaging, the campaign will position Life Water as an environmentally
conscious brand. Engaging influencers and the community will foster positive brand sentiment
and reinforce Life Water's commitment to a greener future. Through continuous monitoring and

engagement, the campaign will ensure long-term success in building a stronger brand image.
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