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Executive Summary

XYZ Boats, a prominent boat manufacturer based in Lakeview, Michigan, seeks to strengthen its
market presence by aligning its business objectives with a commitment to environmental
stewardship. This communications plan, using the PRSA’s RPIE (Research, Planning,
Implementation, and Evaluation) model, outlines a strategic approach to increase brand visibility,
drive sales of eco-friendly boats, and position XYZ Boats as a leader in sustainable boating.

The Research phase identified a positive baseline of 40% in media coverage focused on XYZ’s
environmental initiatives. By establishing key messages around sustainability, XYZ aims to engage
recreational boaters, environmentally conscious consumers, local communities, and media
outlets. The Planning section sets clear goals: increasing awareness of eco-friendly offerings,
reaching specific sales targets, and fostering community engagement.

XYZ willimplement a mix of strategies and tactics across public relations, media relations, social
media, and community partnerships. This includes securing media coverage, hosting events like
"Clean Your Lake Day," and forming partnerships with environmental organizations. A

structured timeline will guide these efforts over a year, with evaluations to measure media impact,
social engagement, and sales growth.

With an allocated budget of $180,000, this plan supports XYZ’s mission to promote environmental
responsibility while enhancing brand equity and driving sales. The anticipated outcomeis a
strengthened reputation for XYZ Boats as a responsible and innovative leader in the boating
industry.
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Research

Situation Analysis

XYZ Boats is a well-established boat manufacturer in Lakeview, Michigan, seeking to enhance its
brand image by integrating sustainability into its core values and product offerings. The company is
introducing new eco-friendly products, such as electric-powered boats and models made from
recyclable materials, to raise awareness of its environmental efforts and foster a reputation as a
responsible business dedicated to preserving Michigan's waterways.

Internal Research

e Product Offerings: XYZ Boats offers a line of traditional gasoline-powered boats and has
recently introduced an electric-powered boat model.

o Employee Feedback: Interviews with employees indicate a desire for more involvement in
community environmental initiatives and sustainable production practices.

¢ Organizational Goals: The CEO has set a goal for 30% of boat sales to come from eco-

friendly models within five years.

External Research

o Market Analysis: The boating industry is increasingly adopting sustainable practices,
driven by consumer demand for eco-friendly options. Competitors are introducing electric
and hybrid models, positioning XYZ Boats as part of a growing market trend.

¢ Audience Analysis: Target audiences include recreational boaters, environmental
enthusiasts, and younger consumers who prioritize sustainability. Research shows these
groups are drawn to products that support eco-friendly lifestyles.

¢ MediaLandscape: Regional media outlets show interest in stories about environmental
conservation, sustainable business practices, and innovations in green technology.

Media Coverage Baseline

To establish a baseline for XYZ Boats' positive media coverage, an analysis of the last year’s
coverage is included, focusing on earned, shared, owned, and paid media types. Using media
monitoring tools, we assessed the volume and sentiment of mentions about XYZ Boats, focusing on
eco-friendly products, community engagement, and environmental initiatives. The baseline
findings include:

e Earned Media: Last year, XYZ Boats received 30 media mentions, with 40% reflecting
positively on the brand’s commitment to sustainability.
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e Shared Media: XYZ Boats’ social media mentions had a similar sentiment breakdown, with
positive mentions highlighting environmental initiatives.

e Owned Media: On XYZ Boats’ blog, articles focused on sustainable practices and product
launches received the highest engagement, suggesting a positive perception among
readers.

e Paid Media: XYZ Boats ran two sponsored articles on local news platforms, achieving
moderate engagement and positive feedback on social channels.

Based on this data, 40% positive coverage will serve as the baseline for measuring progress
toward a 20% increase in positive media coverage.
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Planning

Goals
1.

Increase awareness of XYZ Boats' commitment to environmental stewardship and
sustainable product offerings.

2. Drive sales growth of eco-friendly boats, aiming for 15% of total sales within three years.

3. Enhance community engagement through environmental initiatives and partnerships with
conservation organizations.

Objectives

1. Achieve a20% increase in positive media coverage related to XYZ Boats’ sustainability
efforts within the first year.

2. Generate at least 50,000 social media engagements (likes, shares, comments) about XYZ
Boats' environmental initiatives and products within six months.

3. Form three strategic partnerships with local or national environmental organizations by the
end of the first year.

Strategies

1. Public Relations: Communicate the company’s commitment to environmental
stewardship through storytelling, press releases, and thought leadership.

2. Media Relations: Secure coverage in local and national outlets by pitching stories about
XYZ Boats' sustainable initiatives, product launches, and community involvement.

3. Social Media Engagement: Share content highlighting eco-friendly products,
environmental partnerships, and corporate responsibility efforts.

4. Governmental and Regulatory Affairs: Advocate for policies supporting sustainable
boating practices and promote incentives for eco-friendly products.

5. Community Partnerships and Events: Partner with local environmental organizations and
host conservation-focused events.

6. Marketing: Align sales promotions with sustainability efforts by offering incentives for eco-

friendly model purchases.
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Implementation

Tactics

Press Releases and Media Outreach
o Announce new eco-friendly products, partnerships, and community events.

o Pitch feature stories to boating and environmental magazines about XYZ Boats’
sustainability journey and innovations.

Social Media Campaigns

o Launch a"Green Boater Challenge" and share user-generated content that aligns
with eco-friendly practices.

o Runan"Eco-Friendly Boating Tips" series, showcasing electric-powered boats and
sustainable practices.

Community Events and Partnerships

o Partner with conservation groups for "Clean Your Lake Day" events.

o Sponsor educational workshops on sustainable boating and water conservation.
Advocacy and Lobbying

o Collaborate with industry leaders to advocate for incentives for electric boats and
sustainable materials.

o Workwith policymakers to support eco-friendly boating legislation.
Marketing Promotions

o Offer trade-in discounts for older boats to encourage purchases of eco-friendly
models.

o Develop targeted ads highlighting the benefits of electric boats, such as quieter
engines and zero emissions.

Budget

Media and PR Outreach: $50,000 for press releases, media events, and PR support.
Social Media Campaigns: $25,000 for content creation and sponsored posts.
Community Events and Partnerships: $40,000 for event sponsorships and donations.

Governmental Affairs and Lobbying: $30,000 for advocacy efforts.
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¢ Marketing Promotions: $35,000 for sales incentives and ads.

Timeline

e Months 1-3: Launch PR and social media campaigns, pitch stories, form initial
partnerships.

o Months 4-6: Host first "Clean Your Lake Day," launch "Green Boater Challenge," introduce
marketing incentives.

e Months 7-9: Expand partnerships, advocate for incentives, continue engaging media.

e Months 10-12: Evaluate objectives, prepare for next phase, and adjust tactics as needed.
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Evaluation

Measurement Criteria

1.

Media Coverage Analysis: Track volume and sentiment of media coverage, with a target
20% increase in positive coverage.

2. Social Media Metrics: Measure interactions, follower growth, and hashtag use to reach
50,000 engagements.
3. Partnership Development: Confirm three partnerships and evaluate outcomes.
4. Sales Data: Monitor eco-friendly boat sales, targeting 15% of total sales within three years.
5. Event Participation and Feedback: Collect attendance data and participant feedback from
community events.
Reporting
¢ Monthly Reports: Review media coverage, social media metrics, and community
engagement.
e Quarterly Reports: Update leadership on objectives, partnerships, and advocacy.
¢ Annual Review: Conduct a comprehensive evaluation and adjust the plan as necessary.
Conclusion

Using the PRSA RPIE model, this communications plan aligns XYZ Boats’ business goals with
environmental stewardship, leveraging a structured approach across public relations, media, and
community initiatives to enhance the company’s reputation and drive eco-friendly product sales.
Explore how Erwin Consulting can help craft similar results-driven communication plans by visiting

Erwin Consulting at www.erwincs.com.
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