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About Jumeirah Group, UAE 

 

The Jumeirah Group, with the many grandly designed and well-polished hotels under its wing, is one 
among the most luxurious and innovative companies in the world of travel and tourism. Founded in 
1997, the company has, since conception, always had an aim of becoming a hospitality industry 
leader through establishing a world class portfolio of luxury hotels and resorts. The group works on 
the core essence of ‘Stay Different’ by delivering exemplary services. 

In 2002, the Jumeirah Beach Hotel was voted the ‘Best Foreign Hotel’ by readers of the UK national 
newspaper ‘The Daily Telegraph’. By this time, the group had already secured over 65 awards. To 
further success, in 2004, the Jumeirah Group became a member of Dubai Holding – a collection of 
leading Dubai-based businesses and projects – in line with a new phase of growth and development 
for the Group. 

Jumeirah has been a strong UAE brand, contributing to the external face of Dubai. With a clear 
vision to becoming an industry leader, they understood that the only means of doing so was by 
earning the respect and support from their stakeholders. To attain such, the group had found 
various ways to create value for their varied audience. In September 2003, they joined the ‘Al 
Tawteen’ programme by hiring 10 Emiratis as part of the Group’s ongoing commitment to 
Emiratization in the hospitality and tourism industry. They won numerous awards for service and 
quality and focused on stakeholder management.  

From the beginning, Jumeirah has always focused on guest relations. In 2004, they updated their 
web portal to take into consideration their guests needs and convenience. In 2005, they launched 
SIRIUS, a guest Recognition and Rewards Programme. That year, they won awards for ‘New Brand 
Launch category’ for SIRIUS in the 2005 Gulf Marketing Review – Marketing Effectiveness Awards. 
In 2006 they had invested in a new worldwide payment system to ensure quick processing of travel 
agent fees and had also introduced a new podcast, called ‘JCast’, to deliver to their guests all around 
the world the latest news and property videos of Jumeirah.  

The Jumeirah Group has tie-ups with some of the world’s most esteemed international brands to 
provide their guests with a variety of opportunities, making each and every visit a memorable one. 
To increase the benefits of staying with one of the groups lavish hotels, they have airline Frequent 
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Flyer Programmes which enable guests to earn miles for every stay, as well as choose from exclusive 
special offers. Jumeirah has very fruitful relationships with many other companies including financial 
and luxury brands which, through their partnership, further the benefits of their guests to experience 
exclusive benefits. 

The focus of the Group has always been, and still is, towards innovations and best practices, that 
add value to their business and key stakeholders. 

About Jumeirah Emirates Towers 

 

Launched in 2000, Jumeirah Emirates Towers has won many awards as Best Business Hotel. At the 
time of construction, it was the tallest hotel tower in the Middle East, with two towers and 400 
rooms. The hotel is equipped with cutting edge technology geared around the business traveler, with 
its location rendering itself highly convenient by being close to the Emirates Tower offices and the 
Dubai International Financial Centre. An added advantage to the convenience of the location is the 
spectacular view from the higher floors of the hotel, lending a different angle of the ever developing 
and bustling city, Dubai. The 51 storey towers, connected by the Emirates Towers Shopping 
Boulevard, give a dramatic backdrop to Dubai’s central business district. 

In 2003, besides other international awards, the hotel won the prestigious Commitment to Quality 
Award by The Leading Hotels of the World, Ltd., which is presented to only 11 hotels worldwide. 
Jumeirah Emirates Towers has an occupancy rate of 100%, especially during peak seasons like the 
Dubai Shopping Festival, Eid and during international events. 

The hotel has since strategized and introduced various programs and amenities which cater to the 
exclusive needs of men and women. In 2005, Jumeirah Emirates Towers launched the first women’s 
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only floor in the Middle East. In 2006, they launched Jumeirah’s first male spa, H2O, in Emirates 
Tower.  

Jumeirah Emirates Towers seek to continue redefining the business hotel experience, always for the 
better of their guests. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

1.2. FEATURES OF THE  

LADIES FLOOR 
                                                     

 

 

 

 

 

 

 

 

 

 



P a g e  | 4 
 

Jumeirah management noticed that there were more women business travelers and that the average 
spending of women was increasing as per market research statistics. In 2004, Jumeirah trial tested 
the concept of a ladies floor. In May of 2005, they became the first hotel in the Middle East to 
officially launch a full floor dedicated to women, called Chopard Ladies Floor. This concept was 
unique. Only women staff managed this floor. The staff was all female even in traditionally male 
dominated departments like engineering and security. 

At the time of launch, Doris Greif, General Manager of Jumeirah Emirates Towers, was trying to 
find ways to cater to the needs of the female traveler in a male-dominated Dubai. Greif described 
how this concept was specifically developed: “Industry reports have shown that the number of 
female executives travelling alone has increased considerably which creates a very attractive niche for 
hotels,” said Greif. “We introduced this concept on a trial basis to our guests and the response was 
tremendous, which certainly indicates there is a need for such a concept within the Middle East. Our 
decision to introduce this concept was influenced by the increase in average spending by women 
travelers on an annual basis, in addition to their heightened expectations when it comes to quality 
service,” added Greif. “Jumeirah has always been committed to that high quality service and 
partnering with a prestigious brand like Chopard is a testament to that standard, as well as an 
exciting innovation for us.”  

The rooms are designed keeping a woman’s needs and requirements. The amenities include lavish 
bathing products, luxurious cosmetics and a cosmetics fridge, extraordinary fragrances, and ladies 
make-up accessories. The guests to the Chopard Ladies Floor are greeted by original flower 
arrangements such as Casmir, Casran and Infiniment Chopard. To unwind, the guests are 
encouraged to use the specialty yoga mat and instructional DVDs available in the rooms, as well as 
take advantage of the many entertainment DVDs available for viewing. The luxurious bathing 
experience is enhanced by the Chopard bath line products, the fine quality towels branded by 
Chopard, and the comfortable terry clothe bathrobe or the classic Jacquard kimono. Even the duvet 
and bed linens are exclusively woven for the Chopard Ladies Floor at Jumeirah Emirates Towers. 

In January of 2010, the room rates for the Chopard Deluxe Kings and Twin rooms matched the 
regular Deluxe King and Twin room price of AED 1475. The added advantage was the security 
(restricted access and staff were all women) and the fact that it was on the 40th floor. The floor was 
considered popular and the concept gave brand equity in the Middle East where there is a strong 
cultural emphasis on protecting women. Women guest of the Chopard Ladies Floor favorably 
commented on the make-up fridge, the yoga mat, the flowers and especially the privacy of the floor. 

 

 

 

 



 

 

 

 

1.3. COMPETITIVE ANALYSIS 
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According to the 2009 MasterCard Worldwide Index of Women’s Advancement which measures the 
socioeconomic level of women in relation to men, in the Gulf region Kuwait had the highest Index 
score (112.2), followed by Qatar (104.3); and UAE (93.3). Compare this is the Asia/Pacific scores 
where Australia had the highest Index score (96.1), then Thailand (91.5), and New Zealand (90.5). In 
the Middle East, Lebanon had more women per 100 men perceiving themselves as managers (75), 
followed by the UAE (74) and Saudi Arabia (64). Another MasterCard survey in 2009, showed the 
male to female ratio of travelers in the Asia-Pacific region has shifted from 90:10 (men to women) 
30 years ago, to around 60:40 (men to women) today moving towards 50:50. 

Hotel Location Competitive Advantage Target 

Lady’s First 
design Hotel 

Zurich, 
Switzerland 

28 bedrooms – boutique 
hotel. Opened in 2001 

By 2003, opened its doors to men too. 
Only 4th floor is reserved for women as 
of 2006 

London 
Hilton in Park 
Lane 

London, UK (Opened in 2003) Sees 10,000 female guests and grows by 
5%, ladies room is not specified on 
2010 communication 

Emirates 
Towers 

Dubai, UAE 40th floor, 10 rooms + 1 
Apex suite; Chopard Ladies 
Floor with amenities by 
Chopard (opening 2005) 

Business women 

Grand Hotel Oslo, Norway 13 rooms named and styled 
after prominent historic 
women – first in Europe 
(opened in 2007) 

Business women 

JW Marriot 
Tower, Grand 
Rapids 

Michigan, USA 19th floor (opened in 2007); 
5 of the 40 suites 

Business women 

Rosewood 
Corniche in 
Jeddah 

KSA (Opened in 2007) – no 
current mention on the 
website 

Focusing on Saudi women who are 
worth an estimated SR27 billion and 
holding up to 35 per cent of the 
Kingdom’s bank accounts 

Naumi Hotel Singapore Luxury Boutique Hotel, 6th 
floor with additional 
security, location (2008) 

Business women plus 
shopping/holidayers from Europe, 
Australia, Indonesia and Hong Kong 
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The Lotte 
Seoul 

Seoul, South 
Korea 

22nd floor, 21 deluxe rooms 
+ 1 suite, library, duty free 
coupons (opened 2009) 

Shopping/leisure, no mention of the 
ladies floor in official website 

Royal 
Gardenia 

Bangalore, India In 2010, Eva floor with 6 
rooms out of 300 rooms 
(opened 2010) 

Business women 

Premier 
Hotel, Times 
Square 

New York, USA Featured in Oprah’s 
Magazine O., location 

Tourism, culture. 

 

 

 

 

 

 

 

 

 

 

 

 

 



  

 

 

 

1.4. ISSUES/CONCERNS 
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Communication Strategy Focus 

Traditionally the communication strategy used by the Jumeirah Group and Jumeirah Emirates 
Towers was to focus on business travelers. There was a shift in 2010 to reposition Jumeirah 
Emirates Towers as a city hotel because its location gave access to city life, places like the Burj 
Khalifa, the tallest building in the world and malls like the Dubai Mall, the world’s largest mall. 
Guests traditionally received communication on Sirius, overall brand messages, promotions and 
press releases. The Chopard Ladies Floor was not singled out in any of the recent market 
communications. Competitive reviews showed that this concept is gaining importance 
internationally with hotels in GCC, China, Singapore and even western countries in Europe and 
USA introducing a ladies floor. Women are a strong segment, both in potential and for influencing 
and taking decisions. 

Main Issue/Concern 

Ms. Isabelle Estrada, Corporate Communication Manager, Jumeirah Group was wondering how to 
showcase The Chopard Ladies Floor, Jumeirah Emirates Towers, Dubai. Isabelle wanted to 
highlight Jumeirah as a trendsetter. She wanted to create brand equity among current and potential 
women guests. The time of the year is very intense and she was running into press meetings every 
day with local and international journalists. Local journalists tended to focus more on food & 
beverages and new promotional offers. On the other hand with international and regional 
journalists, the stories showcasing Jumeirah Emirates Towers are of more interest. For the 
international press, examples that highlight the distinctiveness off the Middle East seem to get more 
press response. Isabelle believed that other new hotels were exploiting the Jumeirah ladies floor 
competitive advantage. She wanted to lay out a broad communication strategy that would extend the 
Chopard Ladies Floor appeal for 2010. Isabelle wants to know how to approach the local, regional 
and international press. She was getting ready to welcome a group of international journalists 
coming to visit Dubai. They were arriving next week on Sunday at 10:00 AM. In fact, the whole 
week would be followed by a series of other press briefings. 
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Case 
 
From the background information, we arrive to the following case at hand: 

 The Chopard Ladies Floor, Jumeirah Emirates Towers, Dubai, is an exclusive luxury hotel 
floor, dedicated to women. 
 

 The concept which was the first in the Middle East at the time of its launch was restricted to 
only one of the potential 60 Jumeirah hotels and resorts. 
 

 Other hotels were introducing ladies only floors and the first mover advantage Jumeirah 
Emirates Towers had was getting diluted. 
 

 Ms. Isabelle Estrada, Corporate Communication Manager, Jumeirah Group was wondering 
how to showcase The Chopard Ladies Floor and highlight Jumeirah as a trend setter. 
 

 A broad communication strategy, to approaching the local, regional and international press, 
that would extend the Chopard Ladies Floor appeal for 2010, is required.  
 

 Isabelle is getting ready to welcome a group of international journalists coming to visit 
Dubai. They are arriving next week on Sunday at 10:00 AM, and the whole week would be 
followed by a series of other press briefings. 

 
Objective 
 
To rebrand Jumeirah Emirates Towers as the main destination for Business Women, in the eyes of 
the media: 

The earlier positioning of Jumeirah Emirates Towers was for the Business class, however, as new 
properties were coming up and location was dynamically becoming more engaging, the 
communication strategy was taking a turn for the a ‘city’ hotel. It was because of this shift in 
positioning and the lack of exploiting the unique selling proposition of The Chopard Ladies Floor 
that the image of Jumeirah Emirates Towers got lost in the bargain. The objective is to bring back a 
focus on the main selling points of Jumeirah Emirates Towers, with a focus on The Chopard Ladies 
Floor. 

 
 

 

 



P a g e  | 9 
 

Strategy 

• Through the use of press 

• Targeting of business women in the UAE  

To bring about a re-‘repositioning’ of the image of Jumeirah Emirates Tower, two main 
strategies of doing so focus on the main stakeholders of success, i.e., local, regional and 
international press, and the target audience of business women in the UAE. By influencing and 
focusing our strategies around these two main decision makers, we can assure success to 
revitalize the image of Jumeirah Emirates Towers. 

 
Tactics 
 
With the main tactic being to hold a headliner event and ensure comfort and complete satisfaction 
of all audiences, below are the various ways of doing so: 

 Renovation of rooms 
 

 Invitation, reception and tending to the needs of local, regional and international press over 
their weeks stay 
 

 Invitation of business women in the UAE 
 

 Talks by influential business women around the globe 
 

 Workshops for business women in the UAE 
 

 Post event activities 

[A] Pre-Event Preparations 

For the objective of the public relations strategies to see fruition, following are the pre-event 
preparations that need to be undergone prior to the event: 

1- Renovation of rooms: 

To bring a more feminine, yet balanced touch to the environment cum workspace, with a view. 
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[BEFORE] 

 

 

[AFTER] 
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2- Invitation to Business Women: 

For this event, the target audience would consist of business women from various fields. A 
maximum of 100 women would be invited. The limit is set to give all guests the most benefits and 
pampering of needs. 

 

3- Invitation of speakers: 

Two influential women figures will be asked to come speak at the event. Speakers at the event would 
be those that have excelled in their profession, through thick or thin, with a tactful mind and a 
vision. 

 

4- Request for women-only press: 

For the press arriving in Dubai, we would request for all representatives to be female. The idea 
behind this tactic is for the women to get a first-hand experience of the quality and uniqueness of 
The Chopard Ladies Floor.  

 

5- Invitation of female artist for Gala Dinner: 

We want to create an ambience that is comfortable and lively at the same time, so as to spark 
conversation, networking and over all enjoyment. To do so, we will be inviting a female artist to 
come stay at Jumeirah Emirates Towers, enjoy the amenities of The Chopard Ladies Floor and 
perform live on the final day of the event. This tactic would also further talk amongst focus groups 
and promote talk of the ladies floor. 

6- Accommodation preparation for press, speakers and singer: 

Finally, accommodations of all press, speakers and singer have to be taken care of. Following is the 
division of accommodation of press: International-2, Regional-3, and Local- 2. 
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[B] Week Flow of Events 

During the week’s stay of our guests, a flow of events and activities has been specified so as to 
ensure complete branding of Jumeirah Emirates Towers as well as a positive promotion of its image 
and The Chopard Ladies Floor. Activities include those that aim at showcasing the unique culture of 
the UAE, to help understand its rich history and an overview of the Jumeirah Group. This would 
prove beneficial to not only those guests that are new to the UAE, but will also be beneficial to the 
local press, who get to experience the highlights of Dubai. 

 

Menu (for all days) 

 Breakfast: Continental 
 

 Lunch and Dinner: Authentic Arab cuisine, Salad Bar 
 

 Beverages: Assorted, Bar open after 8:00 PM 

 

Day 1, Sunday, Reception 

 10:00 AM - Receive Press Group 
 

 Women driver to receive them  
 

 Drop bags at hotel 
 

 1:30 PM- Lunch 
 

 4:00 PM- Welcome briefing, press packages given 
 

 7:00 PM- Dinner 

 

Day 2, Monday, Detailed Briefing 

 About Dubai and history of Jumeirah Emirates Tower 
 

 Desert Safari  
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Day 3, Tuesday, Visiting Branches 

• Showing Various Branches of the Jumeirah Group 
 

• Dinner Cruise 

 

Day 4, Wednesday 

 Attending Press Briefings 
 

 Visiting Chopard Main Branch and Manager to help understand the project better 

 

Day 5, Thursday 

• Attending Press Briefings 
 

• Reception and accommodation of speakers and singer for the event 

 

Day 6, Friday, “Business Women’s Day Out” 

• Talks and workshops 
 

• Networking with attendees 
 

• Interviews with speakers 
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For the event, the following speakers were chosen, keeping in mind the idea behind the event 

- Oprah Winfrey - Indra Nooyi

 

 

 

 

 

 

 

 

 

Oprah Gail Winfrey (born January 29, 1954) 
is an American media proprietor, talk show 
host, actress, producer, and philanthropist. 
Winfrey is best known for her multi-award-
winning talk show "The Oprah Winfrey 
Show" which was the highest-rated program 
of its kind in history and was nationally 
syndicated from 1986 to 2011. She has been 
ranked the richest African-American of the 
20th century, the greatest black philanthropist 
in American history, and was for a time the 
world's only black billionaire. She is also, 
according to some assessments, the most 
influential woman in the world.  

 

 

 

 

Indra Krishnamurthy Nooyi (born 28 
October 1955) is an  Indian-
American business executive and the 
current Chairperson and Chief Executive 
Officer of PepsiCo, the second largest food 
and beverage business in the world by net 
revenue. According to Forbes, she is 
consistently ranked among World's 100 Most 
Powerful Women. 
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Workshop I – Cooking: 

Under the guidance of a professional celebrity chef; this workshop would be both enjoyable and 
educational. This cooking workshop educates women on how to indulge themselves in the good 
things of life, while not putting on that extra pound, all learnt first-hand from the classes of 
specialized celebrity chefs who have made their mark in the food industry. The location of the 
cooking workshop will be held outdoors, near the beach, for a more relaxed, free and refreshing 
environment. Following are the chefs who would be conducting the workshop: 

 

Ina Garten  

An American author, host of the Food Network program Barefoot Contessa, and former White 
House nuclear policy analyst. Known for designing recipes with an emphasis on fresh ingredients 
and time-saving tips, she has been noted by Martha Stewart, Oprah Winfrey, and Patricia Wells for 
her cooking and home entertaining. 

 

 

Aarti Sequeira 

An Indian chef and television personality, best known as the winner of the sixth season of Food 
Network's reality television show, The Next Food Network Star. As a result of that victory, her 
show Aarti Party premiered on the network on August 22, 2010. She had previously worked as 

http://en.wikipedia.org/wiki/United_States
http://en.wikipedia.org/wiki/Food_Network
http://en.wikipedia.org/wiki/Barefoot_Contessa
http://en.wikipedia.org/wiki/White_House
http://en.wikipedia.org/wiki/White_House
http://en.wikipedia.org/wiki/Nuclear_power
http://en.wikipedia.org/wiki/Policy_analyst
http://en.wikipedia.org/wiki/Martha_Stewart
http://en.wikipedia.org/wiki/Oprah_Winfrey
http://en.wikipedia.org/wiki/Patricia_Wells
http://en.wikipedia.org/wiki/The_Next_Food_Network_Star_(Season_6)
http://en.wikipedia.org/wiki/Food_Network
http://en.wikipedia.org/wiki/Food_Network
http://en.wikipedia.org/wiki/The_Next_Food_Network_Star
http://en.wikipedia.org/wiki/Aarti_Party
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a CNN news producer and in 2008 started the online cooking variety show Aarti Paarti. She 
currently hosts another cooking show Taste in Translation in where seeks for the most popular dishes 
from around the world. 

 

 

Nigella Lawson 

A British food writer, journalist and broadcaster; Lawson started work as a book reviewer and 
restaurant critic, later becoming the deputy literary editor of The Sunday Times in 1986. She then 
embarked upon a career as a freelance journalist.  In 1998, Lawson brought out her first cook 
book, How to Eat, which sold 300,000 copies and became a best-seller. She went on to write her 
second book in 2000, How to be a Domestic Goddess, winning her the British Book Award for Author 
of the Year. In 1999, she hosted her own cooking show series, Nigella Bites on Channel 4, which was 
accompanied by another best-selling cook book. 

Workshop II – Professional Picture Portfolio: 

In today’s day and age where not only work skills but looks matter, it is necessary for women to 
have a portfolio for themselves. Seeing as the audiences for the event are all professionals in their 
fields, we feel the need to hold a professional photo shoot, by a professional photographer, that will 
be useful to the guests later. 

 

 

 

 

http://en.wikipedia.org/wiki/CNN
http://en.wikipedia.org/wiki/Taste_in_Translation
http://en.wikipedia.org/wiki/Food_writing
http://en.wikipedia.org/wiki/Journalist
http://en.wikipedia.org/wiki/The_Sunday_Times
http://en.wikipedia.org/wiki/British_Book_Awards
http://en.wikipedia.org/wiki/Channel_4
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Day 7, Gala Dinner 

 Invite a famous female artist to perform live at the Gala dinner. 
 

 All services open to attendees for makeovers, grooming sessions, spa treatments etc. for 
Gala Dinner 
 

 ‘Goody bags’ as mementos for attendees. Includes various cosmetics, hair products, 
pink/purple silk scarf, pen, book etc. 
 

 IMP:  Voucher included in ‘Goody bags’ i.e. 50% off on stay for limited time period 

On the day of the Gala dinner, attendees will have complete access to the facilities of the hotel so as 
to look their best for the evening. As a further treat, they goody bags will be provided to all guests of 
the event. Finally, there will be an exclusive live performance from a female artist. This all women’s 
dinner fest will be hosted by the following artist: 

 

Kelly Clarkson 

An American singer, songwriter, and occasional actress; In 2002, she came to prominence after 
winning the first season of American Idol, and has since been established as “The Original American 
Idol”. Her debut single “A Moment Like This” topped the US Billboard Hot 100 and broke the 
record for the biggest jump to number one in the chart’s history; it became the best-selling single of 
the year in the country. She became the runner-up of World Idol the following year. Clarkson has sold 
over 25 million album sales and 40 million singles worldwide. In a career spanning over a decade, 
Clarkson has accumulated eighty-three number ones on the Billboard charts, and eleven number one 
singles worldwide. She is known for her vocal versatility and range. 

 

 

 

http://en.wikipedia.org/wiki/American_Idol_(season_1)
http://en.wikipedia.org/wiki/American_Idol
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http://en.wikipedia.org/wiki/World_Idol
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Gala Ballroom Set-Up 

 

Above is an adaptation closest to the ideal ballroom set-up for the evening’s Gala Dinner. Grand, 
graceful, spacious, indulgent, warming, and festive; these are the feelings we want to induce and 
communicate through the environment. 

 
[C] Post-Event Strategy 

Following the headline event, activity of Jumeirah Emirates Towers must continue to as to ensure 
brand awareness and reinforcement of the brand. Following are the tactics for doing so: 

 Advertisements: 

Through effective advertising, located in prime areas for exposure to target audience 
 

 Constant, regular celebrity visits: 

The concept behind this tactic is to raise publicity for Jumeirah Emirates Towers, raise 
appeal of the hotel in the publics’ eye and finally to generate influential testimonials. 
 

 Press releases: 

Finally, press releases should be issued so that The Group and Chopard Ladies Floor are 
always in the news. 
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About 

Starbucks began in 1971 as a roaster and retailer of whole bean and ground coffee, tea and spices 
with a single store in Pike Place Market, Seattle. Today, they are connected with millions of 
customers everyday with exceptional products and nearly 18,000 retail stores in 60 countries. The 
famous coffee shop is named after the first mate in Herman Melville’s Moby Dick. Their logo is also 
inspired by the sea – featuring a twin-tailed siren from Greek mythology. 

Aim, Objective, Mission 

Starbucks believes in serving the best coffee possible. Their mission is “to inspire and nurture the human 
spirit – one person, one cup and one neighborhood at a time.”, with a goal for all of their coffee to be grown 
under the highest standards of quality, using ethical sourcing practices. The coffee buyers personally 
travel to coffee farms in Latin America, Africa and Asia to select the highest quality beans; their 
master roasters bring out the balance and rich flavor of the beans through the signature Starbucks 
Roast. 

The stores of this coffee branch are a neighborhood gathering place for meeting friends and family. 
Their customers enjoy quality service, an inviting atmosphere and an exceptional cup of coffee. 
Currently, there are a total of 17,651 stores (as of July 1st, 2012) 

Partners 

At Starbucks, they take employee relations seriously. What normal coffee shops call ‘baristas’ or 
simply ‘employees’, Starbucks calls them ‘partners’. Starbucks prides themselves on having the finest 
coffee that is offered and served by the finest of people, their employees. They regard them to be at 
the heart of the Starbucks Experience. They believe in treating their ‘partners’ with respect and dignity 
and are proud to offer two landmark programs to their partners: comprehensive health coverage for 
eligible full-and part-time partners and equity in the company through Bean Stock. 

Being Responsible 

At Starbucks, they give importance to building a great, enduring company that strikes a balance 
between profitability and a social conscience. 

Ethical Sourcing:  

The company takes a holistic approach to ethically sourcing the highest quality of coffee. This 
includes responsible purchasing practices, supporting farmer loans and forest conservation 
programs. 

Environmental Stewardship: 

Starbucks has a goal that by 2015, 100% of their cups will be reusable or recyclable. They also work 
to significantly reduce their environmental footprint through energy and water conservation, 
recycling and green construction. 
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Community Involvement: 

From neighborhoods, where their stores are located to the ones where their coffee is grown, they 
believe in fostering thriving communities. According to Starbucks, bringing people together, 
inspiring change and making a difference in people’s lives – it’s all part of being a good neighbor. By 
2015, the company hopes to contribute one million volunteer hours each year to their communities. 
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Following is an article that explains the crisis at hand: 

Starbucks balks at NYC sugary drink ban amid 
confusion over law’s enforcement 
By Holly Bailey, Yahoo! News | The Ticket – Wed, Mar 6, 2013 

The coffee giant Starbucks says it won’t immediately comply with the ban on large sugary drinks set 
to go in effect next week in New York City, citing ongoing legal attempts to overturn the regulation 
and the company’s belief that most of its products are not subject to the ban. 

The coffee chain’s announcement comes amid criticism from restaurants, bars, movie theaters, 
bodegas and others subject to the law. City officials haven’t fully explained how the regulation, set to 
go into effect March 12, will be enforced. 

“We believe that the majority of our products fall outside of the ban given the ability of our customers 
to customize their beverage,” Starbucks said in a statement to Yahoo News. “As there is still ongoing 
litigation regarding the regulation, we’re not making any immediate changes at this time. We are 
evaluating which changes we may need to make to our recipes and product offerings and will be 
using this three-month evaluation period to make the appropriate changes for our customers and to 
fully comply with the new beverage restrictions.” 

Championed by Mayor Michael Bloomberg as a way to fight the city's growing obesity epidemic, the 
new regulation limits the sale of sugary beverages including nondiet sodas, fruit drinks, sweetened 
teas and other high-calorie drinks to just 16 ounces. The ban does not cover drinks that are more 
than 50 percent milk—a rule Starbucks believes exempts its popular Frappuccino drink, which has 
been criticized by health advocates for its high sugar content. 

Opponents of the law, including the American Beverage Association, National Association of Theatre 
Owners, the National Restaurant Association and other trade groups, have filed a lawsuit asking for 
it to be thrown out, in part because it creates an uneven playing field for businesses. 

For example, while restaurants and delis regulated by the city Health Department are banned from 
selling large sugary drinks, a customer can still buy a 32-ounce Big Gulp at 7-Eleven because the 
store is regulated as a market by the state of New York, not by the city. 

“You can walk down a single block and find one store that is allowed to sell large drinks and another 
store that’s not. It’s completely unfair,” says Chris Gindlesperger, a spokesman for the ABA, the soft 
drink industry’s main lobbying group. 

Bloomberg has strongly rejected that criticism, although in a press conference last month he seemed 
to admit there were inconsistencies about how the law would affect some establishments. Asked if it 

http://news.yahoo.com/blogs/author/holly-bailey/
http://news.yahoo.com/blogs/ticket/
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was fair that 7-Eleven would still be able to sell the Big Gulp, Bloomberg suggested New York 
should adopt a statewide ban on large sugary drinks. 

“The state should do exactly the same thing,” Bloomberg replied. 

But New York Gov. Andrew Cuomo said he's not pursuing a ban. "It's not something that we are 
considering at this time," Cuomo said last week. 

The ABA is backing New Yorkers for Beverage Choice, a coalition aimed at overturning the ban, 
which counts more than 3,000 New York bars and restaurants as members. The group’s lawsuit is 
supported by the New York chapter of the NAACP, which has suggested the soda regulation would 
unfairly affect minority-owned businesses in Manhattan and surrounding boroughs. 

The lawsuit also argues the regulation is invalid, because it was not approved by the New York City 
Council. Instead, it was passed into law by the city’s Health Department, with a push from 
Bloomberg. 

It’s unclear whether the regulation would have been approved if it had been presented to the City 
Council. Several lawmakers, including Council Speaker Christine Quinn, who is looking to succeed 
Bloomberg in the mayor’s office, have said they are opposed to the ban. 

But even as opponents of the law continue to press forward with a lawsuit aiming to stop the ban 
from going into effect, some businesses have started to pre-emptively warn their customers of 
changes in their menu. 

Earlier this week, Dunkin' Donuts began displaying signs in some locations telling customers they 
will now be responsible for adding cream and sugar to their own drinks. Other beverages, like iced 
coffees, would be sold only in small and medium size, the chain announced. 

The pretzel chain Auntie Anne’s, which lobbied heavily against the ban, also began alerting 
customers that only diet sodas and other nonsugar drinks would be available in large sizes. A 
spokeswoman said some franchisees were weighing the possibility of replacing 20-ounce bottled 
drinks with 16-ounce alternatives that beverage giants including Coca-Cola recently started 
manufacturing for the New York market in order to comply with the ban. 

A spokeswoman for McDonald’s restaurants told Yahoo News its locations will comply with the law 
by selling only 16-ounce fountain sizes of sugary drinks beginning next week. 

Last month, the city Health Department sent a memo to the restaurants, bars and delis it regulates 
urging businesses to be in compliance by March 12. But officials also announced a brief reprieve, 
saying those found to be breaking the rules would simply get off with a warning for the first three 
months of enforcement. Starting in June, businesses found to be breaking the law will face a 
minimum $200 fine. 

http://nycbeveragechoices.com/
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But some bars and eateries subject to the regulation say they are confused about how the city will 
enforce the regulation and how it would specifically affect their menus. For example, a bar is limited 
to serving just a 16-ounce coke to its customers. But do mixed drinks, like rum and Coke, come 
under that same restriction? 

“There’s a lot of confusion about how strictly the city is going to implement the law,” said Lauren 
Menache, a spokeswoman for the 40/40 Club and Zengo, two restaurants that have pressed city 
officials to clarify the rules. 

Zengo, which is owned by chef Richard Sandoval, had planned to launch a new bottle service for its 
customers this spring. But the restaurant has dialed back those plans amid questions about how the 
regulation might affect customers’ abilities to also order a carafe of mixer—like cranberry juice— to 
complement a bottle of alcohol. 

Menache said the restaurant had repeatedly reached out to city officials for an explanation of the 
new rules, but had gotten little response. 

“People are really scrambling to figure out how to comply with the law, to figure out what changes 
[need] to be made to make sure that we’re following the law,” she said. 

Health Department officials haven’t offered much clarification on how they will enforce the ban. 
Asked by Yahoo News about criticism the city has been unresponsive to complaints that the 
regulations are unclear, Diane Hepps, a Health Department spokeswoman, said no one would be 
able to comment. 

Hepps also did not respond to questions about how the ban will be enforced and instead offered a 
blanket comment. 

“We hope that the sugary drink size limit will help reacquaint New Yorkers with more human-sized 
portions. Portion sizes of sugary drinks have grown and studies show people consume more when 
given larger portions, often without even realizing it. We hope this rule will decrease the consumption 
of sugary drinks which have been linked to obesity and diabetes,” she wrote in an email. 

Managers at several New York movie theaters declined to comment about how they would 
implement the ban amid the still-pending litigation. But a manager of one Brooklyn theater who 
declined to be named said his location was considering the idea of allowing customers to buy two 
smaller-size drinks at a discount or offering cheaper refills. 

“We are in a bit of a holding pattern to see what everyone else will do,” the manager said. 
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A press conference was held a day after the judge had denied the ban to take full effect. This proved 
to be victorious day for Starbucks and the timeliness to combat any negative comments was in favor 
of them. 

For the press conference, a media kit was provided to all press who attended the event. Contents of 
the kit are explained in another chapter separately.  

The press conference was headed by Howard D. Schultz, Founder, Chairman, Chief Executive 
Officer and President, Starbucks Corporation and by Linda Mills, Senior Manager, Global Brand PR 
at Starbucks. 

During the press conference, questions regarding the ban were put forward and issues relating to 
Starbucks attitude toward the law were addressed. To this, Starbucks cleared the doubts of the media 
by: 

a) Clarifying misconceptions that the media harnessed and Commitment to Customers: 

Starbucks was not going against the law, which did not follow through, but rather took a stance for 
their customers. They believe that the customers are a main stakeholder and that their needs be 
number one priority to the company. Starbucks always aims at providing their customers with the 
Starbucks Experience, a place where people connect, have fun, relax, and enjoy a cup of coffee. 

b) Following actions and Customer Contribution 

Starbucks announced that though they understand the good-will that Mayor Bloomberg had, they 
believed that, that was not the way to go.  However, Starbucks, being an already socially responsible 
company and sharing their customers’ ideals of being environmentally friendly, announced that they 
would be taking further steps to better society, by announcing the launch of a new line of coffee. 
This idea had come about by Starbucks dedication to their customers’ pleas, needs, wants and 
desires. After the events of the ban and taking in various opinions from different parties, Starbucks 
has decided to create a new line of products which lessen the amount of sugar and fatty content, but 
not skimping on the signature taste of Starbucks coffees. 

The overall tactic of the press conference was to ensure that the public understand their 
commitment to quality and their customers’ satisfaction. 

 
 

 

 

 

 

http://investing.businessweek.com/research/stocks/snapshot/snapshot.asp?capId=34745
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--more-- 

 
 

FOR IMMEDIATE RELEASE: 10th March, 2013 

Starbucks Reinforces Company’s Ideals 

Starbucks to keep customers as main priority 

 
New York City, New York, –10th March, 2013 – Starbucks announced that it will currently not 
comply with the ban imposed by Mayor Michael Bloomberg on polystyrene foam food 
packaging and sugary drinks, announced during his speech on 13th February, 2013. 
 
 
“We’re not making any immediate changes,” spokeswoman Linda Mills told NBC News. 
Starbucks’ interpretation of the new rules is that if the customer can customize the drink by 
asking for it to be sweetened or not, then it would fall outside the ban. Mills states that the 
company’s drinks are not subject to the new regulations because many of the company’s 
signature drinks are milk-based, and most are highly customizable. 

“You can walk down a single block and find one store that is allowed to sell large drinks and 
another store that’s not. It’s completely unfair,” says Chris Gindlesperger, a spokesman for the 
ABA, the soft drink industry’s main lobbying group. 

 
 
Starbucks is set to release more information following a press conference to be held on 12th of 
March, 2013, on its current stand with the ban and their consecutive actions to tackle this issue 

 
 
About Starbucks: 

“It happens millions of times each week – a customer receives a drink from a Starbucks barista – 
but each interaction is unique. It’s just a moment in time – just one hand reaching over the 
counter to present a cup to another outstretched hand. But it’s a connection. We make sure 
everything we do honors that connection – from our commitment to the highest quality coffee in 
the world, to the way we engage with our customers and communities to do business 
responsibly. 



 

From our beginnings as a single store over forty years ago, in every place that we’ve been, and 
every place that we touch, we've tried to make it a little better than we found it. 

When we are fully engaged, we connect with, laugh with, and uplift the lives of our customers – 
even if just for a few moments. Sure, it starts with the promise of a perfectly made beverage, but 
our work goes far beyond that. It’s really about human connection. 
 
Our mission: to inspire and nurture the human spirit – one person, one cup and one neighborhood 
at a time. ” 
 
 
Contact Information:  
 
Starbucks  
PO Box 3717 
Seattle, WA 98124-3717 
Media Relations, 206-318-7100 
http://www.starbucks.com/ 
 

### 
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LETTER OF THANKS 

Starbucks Reinforces Company’s Ideals 

 

12th March, 2013 

 

Dear Press, 

 

Thank you for attending our press conference. 

It is my pleasure to provide this brief PRESS KIT to you. The contents of this press kit will 
introduce you to the ban that was put forward by Mayor Michael Bloomberg in his speech on the 
13th of February, 2013. 

 
Through this press conference we hope to explain our view points on this current issue that poses as 
a direct threat to coffee chains and fast food eateries, as far as the well-being of their business is 
concerned as well as current customer satisfaction/retention. 

 
Please take a moment to review the valuable information included in this PRESS KIT. I’m sure 
you’ll find the material included highly reliable. 

 
Thank you for your time and your interest. 

 
Best regards, 

Linda Mills 

 

 

 



       
 

Page  2 
 

TABLE OF CONTENTS 

 

 

 

- Press Release 
 

- Past Press Coverage 
 

- Fact Sheet 
 

- Company Background 
 

- Executive Bio – Howard Schultz 
 

- Executive Bio – Linda Mills 
 

- CD [Includes PDF’s] 

 

 

 

 

 

 

  



       
 

Page  3 
 

                                                                                                                                           PAST PRESS COVERAGE 

 
NYC sugary drink ban: no more big gulps? 
PUBLISHED: THURSDAY, 7 MAR 2013 | 9:55 AM ET, BY: MARK KOBA, SENIOR EDITOR, CNBC 

"If God hadn't meant for us to eat sugar, he wouldn't have invented dentists." Ralph Nader, 
consumer advocate. 

New York Mayor Michael Bloomberg doesn't share Ralph Nader's higher power rationale for a sweet 
tooth, as residents of the city's five boroughs have learned. And the sour taste from that lesson 
begins this Tuesday. 

That's when the ban on sales of big sugary laced drinks — a ban he championed for months and got 
approved by the city board of health — goes into effect. (Read More: Health-Care Reform Biggest 
Challenge: J&J CEO) 

The regulation has drawn national attention and the wrath of many New Yorkers — polls show up to 
60 percent disapprove of the ban — as well as from those who don't even live in the Big Apple, 
according to local web site comments. 

Sal Ruibal from DC on NYTimes.com: "They can have my quadruple-sugared macchiato when they 
pry it from my fat, cold fingers." 

Scarlett from Pittsburgh on NYTimes.com: "I have loved NYC since I visited it in 1967 and I have 
been there more times than I can count but now I will not go back. When a city government can tell 
me what I can drink, how much sugar I put in my coffee and some of the other unlawful regulations, I 
will not patronize New York. We are a FREE country, right? " 

Red from New York on the NYTimes.com: "What is next, no neckties because they are a known 
choking hazard? No white shirts, they require toxic bleaching? No dry cleaning, it spreads 
dangerous solvents?" 

Of course, there are those who say they support the ban, even in New York. 

http://www.cnbc.com/id/15909660
http://www.cnbc.com/id/100532170
http://www.cnbc.com/id/100532170
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Cee from NY on the NYTimes.com: "You are what you eat ... given the alarming percentage of 
Americans who are overweight and the impact that has on our healthcare system and cost, we 
should be happy that there are those out there trying to address the public health problem." 

Cchen from Germantown on NYTimes.com: "We regulate the financial industry to make sure they 
don't take advantage of those people who are not smart enough to know what is in their best 
interests, so why shouldn't we do the same for the food and beverage industry." 

So which drinks will actually cause city consumers to suffer the sugar blues? What places will be 
forced to stop selling those super sized slurpees? 

And does a tall half-skinny half-1 percent extra hot split quad shot (two shots decaf, two shots 
regular) latte with whip from Starbucks have to be pried from someone's lukewarm — and likely 
sugar free — dead hand? That all depends. 

The ban hits sugary drinks like sodas that come in more than a 16 ounce container. Those big super 
sized 32 ounce drinks and beyond, will no longer be sold in most places. 

The big sugar drink ban applies to restaurants, fast-food chains like McDonald'sand Burger King, 
movie and stage theaters, delis and office cafeterias. 

However, sugar lovers take note: there are some sweet spots still left open. Those are convenience 
stores, drug stores and supermarkets. They can keep selling any kind of sugary drink in the larger 
sizes. 

So, while a a delicatessen or a Dunkin Donuts can't sell a big sugary drink larger than 16 ounces, a 
Duane Reade pharmacy down the street can sell a 20 ounce drink ... a 26 ounce ... a 32 ounce ... a 
64 ounce ... or a 120 ounce, if they have it. 

And anyone who buys a 16 ounce drink in a place that's banned from selling bigger sizes, will be 
allowed to refill their cup, depending on the place where they get it, and won't be forbidden from 
buying more than one drink. 

Two key exceptions to the ban are diet sodas or fruit juices. Those can still be sold anywhere at any 
size. Also exempt from the ban are any alcoholic beverages.  

http://data.cnbc.com/quotes/SBUX
http://data.cnbc.com/quotes/MCD
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Where the ban gets somewhat complicated is at a favorite coffee shop. Coffee drinks that are 16 
ounces in size or smaller are unaffected. (Read more:Obamacare Wellness Programs Could 
Raise Health Costs) 

But cups of java that are larger than 16 ounces can only be served if the barista adds no more than 
three to five packets of sugar to it. The number of packets depends on the size of the cup. The 
smaller the size the fewer packets can be put in. 

Once a consumer has the drink in their own hands, however, they can go sweetly crazy and add as 
much sugar as they want. 

Coffee lovers who need their sugar fix handed to them in large amounts might want to think about 
adding milk to their brew instead of having it black. That's because the ban does not apply to coffee 
concoctions that are more than 50 percent milk. The city considers milk a source of nutrition, even if 
it's drowned in sugar. 

One other note, baristas can add as much of those sugar substitutes like Equal, Splenda and Sweet 
'n Low to a cup, as they are not restricted by the new law for any size of coffee. 

Sellers of the big drinks will have a three month grace period after Tuesday to get used to the law. 
But city officials have said they plan to start enforcing the ban immediately, and at least handing out 
warnings to violators. They could face up to $200 in fines after the grace period ends. 

There's no fine for anyone buying the banned drinks, at least not yet. 

Complaints about the ban have come from more than just potential customers. Makers and sellers of 
sodas and sweet drinks, including Coca-Cola and McDonald's, have attacked it as "misguided" and 
"arbitrary." A soft drink industry-sponsored group spent more than $1 million on a public-relations 
campaign in a losing cause against the ban. 

The $61 billion a year soft drink industry has teamed up with various groups, including the National 
Association of Theatre Owners and the National Restaurant Association in a lawsuit against the ban, 
even after a local judge dismissed a legal challenge to the measure in January. 

http://www.cnbc.com/id/100475340
http://www.cnbc.com/id/100475340
http://data.cnbc.com/quotes/CCE
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Bloomberg has billed the law as both a health and fiscal initiative to stop diabetes and obesity. New 
York City spends an estimated $4 billion each year on medical care for overweight people, 
Bloomberg has said. 

And Bloomberg is no stranger to outlawing personal behaviors he didn't like, taking on salt and 
continuing his fight against cigarettes. He's pushed for food manufacturers to lower their products' 
salt content. In 2010, he announced that about 30 companies, like Kraft and Goya, had signed up to 
reduce salt in foods by 25 percent within five years, as a way of lowering consumers' blood pressure. 

Last year, he signed a law making it illegal to smoke in the city's 1,700 parks and on the city's 14 
miles of public beaches. Smoking is also prohibited in pedestrian plazas like Times Square. 

Other cities have done the same about smoking. In states including California, Texas, Illinois, 
Minnesota, Utah and New Jersey, municipalities impose laws that prohibit city parks, or specifically 
named city parks, to allow smoking. 

Whether other cities and states follow in New York's footsteps on a wide ranging sugar drink ban is 
uncertain. Most seem to be taking a wait-and-see attitude, though one other city moved in that 
direction even before the Big Apple. 

Trying to decrease Boston's rising obesity rates, Mayor Thomas Menino issued an executive order in 
2011 banning the sale and advertising of sugar-loaded drinks from city-owned buildings and city-
sponsored events. 

San Francisco and Los Angeles are among several cities that have also curtailed sugary drink sales 
on municipal property as well as banning sugary drinks and candy from public school vending 
machines since 2010. 

More recently, several candidates for the Washington D.C. council have said they favor enacting a 
similar soda ban like New York's. 

Americans consume on average more than 200 calories each day from sugary drinks — four 
times what they consumed in 1965 and medical evidence indicates that the rising thirst for the so 
called "liquid candy" has been a major contributor to the obesity and diabetes epidemics. (Read 
More: Despite Obesity Rise, Calories Trending Downward) 

http://data.cnbc.com/quotes/KRFT
http://www.hsph.harvard.edu/nutritionsource/boston-soda-ban/
http://www.cnbc.com/id/100530311
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But getting a consensus on whether a partial ban on sugary drinks is the right thing to do may be as 
difficult as —agreeing on how much sugar people like in their coffee.  

From Manu in Bridgwater, NJ on NYTimes.com: "Unnecessary waste of time, money, energy in my 
opinion - if the person can add as much later! It's a wash out! 

From Ken Moselle in Victoria on NYTimes.com: "If the consequence is inconvenience for people 
ordering large drinks at Starbucks vs incidence of diabetes, cardiovascular disease.... well, it all 
seems kind of obvious to me. .. Elected leaders have an obligation to respond." 
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                                                                                                                                           PAST PRESS COVERAGE 

Starbucks balks at NYC sugary drink ban amid 
confusion over law’s enforcement 
By Holly Bailey, Yahoo! News | The Ticket – Wed, Mar 6, 2013 

The coffee giant Starbucks says it won’t immediately comply with the ban on large sugary drinks set 
to go in effect next week in New York City, citing ongoing legal attempts to overturn the regulation 
and the company’s belief that most of its products are not subject to the ban. 

The coffee chain’s announcement comes amid criticism from restaurants, bars, movie theaters, 
bodegas and others subject to the law. City officials haven’t fully explained how the regulation, set to 
go into effect March 12, will be enforced. 

“We believe that the majority of our products fall outside of the ban given the ability of our customers 
to customize their beverage,” Starbucks said in a statement to Yahoo News. “As there is still ongoing 
litigation regarding the regulation, we’re not making any immediate changes at this time. We are 
evaluating which changes we may need to make to our recipes and product offerings and will be 
using this three-month evaluation period to make the appropriate changes for our customers and to 
fully comply with the new beverage restrictions.” 

Championed by Mayor Michael Bloomberg as a way to fight the city's growing obesity epidemic, the 
new regulation limits the sale of sugary beverages including nondiet sodas, fruit drinks, sweetened 
teas and other high-calorie drinks to just 16 ounces. The ban does not cover drinks that are more 
than 50 percent milk—a rule Starbucks believes exempts its popular Frappuccino drink, which has 
been criticized by health advocates for its high sugar content. 

Opponents of the law, including the American Beverage Association, National Association of Theatre 
Owners, the National Restaurant Association and other trade groups, have filed a lawsuit asking for 
it to be thrown out, in part because it creates an uneven playing field for businesses. 

For example, while restaurants and delis regulated by the city Health Department are banned from 
selling large sugary drinks, a customer can still buy a 32-ounce Big Gulp at 7-Eleven because the 
store is regulated as a market by the state of New York, not by the city. 

“You can walk down a single block and find one store that is allowed to sell large drinks and another 
store that’s not. It’s completely unfair,” says Chris Gindlesperger, a spokesman for the ABA, the soft 
drink industry’s main lobbying group. 

http://news.yahoo.com/blogs/author/holly-bailey/
http://news.yahoo.com/blogs/ticket/


       
 

Page  9 
 

Bloomberg has strongly rejected that criticism, although in a press conference last month he seemed 
to admit there were inconsistencies about how the law would affect some establishments. Asked if it 
was fair that 7-Eleven would still be able to sell the Big Gulp, Bloomberg suggested New York 
should adopt a statewide ban on large sugary drinks. 

“The state should do exactly the same thing,” Bloomberg replied. 

But New York Gov. Andrew Cuomo said he's not pursuing a ban. "It's not something that we are 
considering at this time," Cuomo said last week. 

The ABA is backing New Yorkers for Beverage Choice, a coalition aimed at overturning the ban, 
which counts more than 3,000 New York bars and restaurants as members. The group’s lawsuit is 
supported by the New York chapter of the NAACP, which has suggested the soda regulation would 
unfairly affect minority-owned businesses in Manhattan and surrounding boroughs. 

The lawsuit also argues the regulation is invalid, because it was not approved by the New York City 
Council. Instead, it was passed into law by the city’s Health Department, with a push from 
Bloomberg. 

It’s unclear whether the regulation would have been approved if it had been presented to the City 
Council. Several lawmakers, including Council Speaker Christine Quinn, who is looking to succeed 
Bloomberg in the mayor’s office, have said they are opposed to the ban. 

But even as opponents of the law continue to press forward with a lawsuit aiming to stop the ban 
from going into effect, some businesses have started to pre-emptively warn their customers of 
changes in their menu. 

Earlier this week, Dunkin' Donuts began displaying signs in some locations telling customers they 
will now be responsible for adding cream and sugar to their own drinks. Other beverages, like iced 
coffees, would be sold only in small and medium size, the chain announced. 

The pretzel chain Auntie Anne’s, which lobbied heavily against the ban, also began alerting 
customers that only diet sodas and other nonsugar drinks would be available in large sizes. A 
spokeswoman said some franchisees were weighing the possibility of replacing 20-ounce bottled 
drinks with 16-ounce alternatives that beverage giants including Coca-Cola recently started 
manufacturing for the New York market in order to comply with the ban. 

A spokeswoman for McDonald’s restaurants told Yahoo News its locations will comply with the law 
by selling only 16-ounce fountain sizes of sugary drinks beginning next week. 

http://nycbeveragechoices.com/
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Last month, the city Health Department sent a memo to the restaurants, bars and delis it regulates 
urging businesses to be in compliance by March 12. But officials also announced a brief reprieve, 
saying those found to be breaking the rules would simply get off with a warning for the first three 
months of enforcement. Starting in June, businesses found to be breaking the law will face a 
minimum $200 fine. 

But some bars and eateries subject to the regulation say they are confused about how the city will 
enforce the regulation and how it would specifically affect their menus. For example, a bar is limited 
to serving just a 16-ounce coke to its customers. But do mixed drinks, like rum and Coke, come 
under that same restriction? 

“There’s a lot of confusion about how strictly the city is going to implement the law,” said Lauren 
Menache, a spokeswoman for the 40/40 Club and Zengo, two restaurants that have pressed city 
officials to clarify the rules. 

Zengo, which is owned by chef Richard Sandoval, had planned to launch a new bottle service for its 
customers this spring. But the restaurant has dialed back those plans amid questions about how the 
regulation might affect customers’ abilities to also order a carafe of mixer—like cranberry juice— to 
complement a bottle of alcohol. 

Menache said the restaurant had repeatedly reached out to city officials for an explanation of the 
new rules, but had gotten little response. 

“People are really scrambling to figure out how to comply with the law, to figure out what changes 
[need] to be made to make sure that we’re following the law,” she said. 

Health Department officials haven’t offered much clarification on how they will enforce the ban. 
Asked by Yahoo News about criticism the city has been unresponsive to complaints that the 
regulations are unclear, Diane Hepps, a Health Department spokeswoman, said no one would be 
able to comment. 

Hepps also did not respond to questions about how the ban will be enforced and instead offered a 
blanket comment. 

“We hope that the sugary drink size limit will help reacquaint New Yorkers with more human-sized 
portions. Portion sizes of sugary drinks have grown and studies show people consume more when 
given larger portions, often without even realizing it. We hope this rule will decrease the consumption 
of sugary drinks which have been linked to obesity and diabetes,” she wrote in an email. 
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Managers at several New York movie theaters declined to comment about how they would 
implement the ban amid the still-pending litigation. But a manager of one Brooklyn theater who 
declined to be named said his location was considering the idea of allowing customers to buy two 
smaller-size drinks at a discount or offering cheaper refills. 

“We are in a bit of a holding pattern to see what everyone else will do,” the manager said. 
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                                                                                                                                            PAST PRESS COVERAGE 

New Yorkers react to mayor's plastic foam ban push 
By JAKE PEARSON | Associated Press – Fri, Feb 15, 2013 

NEW YORK (AP) — Barely 24 hours after Mayor Michael Bloomberg proposed an all-out ban 
on plastic foam food containersin the city and already New Yorkers are asking: So what do we use 
instead? 

Bloomberg's announcement Thursday left consumers and food vendors big and small wondering 
what a city free of plastic foam might look like. 

Polystyrene foam containers have long been used by street vendors and takeout restaurants as a 
cheap way to keep in the heat — and sauces — of meals sold to on-the-go customers. 

Paul Gopaul, 29, owner of the popular Midtown food truck Faith's Halal Food, said a ban on foam 
containers would force him to switch to more expensive aluminum ones. 

Gopaul estimated he uses 500 plastic foam food containers a week, which he buys in packs of 175 
containers that sell for $15 at a Queens supplier. The aluminum containers of equal size run about 
$5 more per pack, he said. 

"Right now it's a lot of regulations, but if that's what it takes to keep us out here, then we got to do it," 
he said. 

The mayor's proposal is not an original idea. A number of cities on the West Coast, including San 
Francisco, have enacted such legislation. Some states have partial or industry-specific bans of the 
material's use. In Maine, for example, bait can't be sold in polystyrene foam plastic. 

In Seattle, the City Council enacted a plastic foam containers ban and the response there has been 
largely muted. 

Although commonly referred to as Styrofoam, that brand of polystyrene foam isn't used in food 
packaging, according to its manufacturer, Dow Chemical Co. 

Plastic foam cups that keep drinks hot would also be on the chopping block if Bloomberg's citywide 
ban becomes law. That means Dunkin' Donuts, which has about 480 store locations throughout the 
five boroughs, would be in a bind. The company said it uses paper cups at its stores in four U.S. 
cities that have polystyrene bans. 
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"A polystyrene ban will not eliminate waste or increase recycling; It will simply replace one type of 
trash with another," Dunkin' Donuts said in a statement. 

Avid Dunkin' Donuts coffee drinker Charles Smith, 45, said he's sympathetic to the environmental 
concerns of polystyrene foam, but Bloomberg's latest initiative misses the point. 

"I think there are a lot of things in New York that are bad for the environment, like cars and buses," 
said Smith, who works in the security field. "True New Yorkers just want their coffee." 

The proposed plastic foam ban is the latest in a series of public health initiatives launched by the 
mayor in his 11-year tenure. Others include banning trans fats from restaurant meals, forcing chain 
eateries to post calorie counts on menus and limiting the size of some sugary drinks. 

Bloomberg, speaking Friday morning on WOR radio, touted both the environmental and economic 
benefits of banning polystyrene foam. 

"Styrofoam, or polystyrene, does not degrade with time. It's just there forever," he said. "And it's not 
good for you, and it costs us a lot of money. And the stores — most stores have already gone away 
from it." 

Other food containers made from certain types of plastics and paper products are recyclable and 
already widely used, a mayor's spokeswoman added. 

The mayor's proposal would have to be drafted into legislation and passed by the City Council 
before becoming law. 

City Council Speaker Christine Quinn supports it. But a similar proposal has stalled in the City 
Council in recent years. 

Industry groups have already begun to prepare for a bill to surface. 

"As the legislative process moves forward, we hope that all parties listen to small businesses like 
restaurants and take into account how it'll affect them," said Andrew Moesel, spokesman for the city 
restaurant association. 

The American Chemistry Council also noted that polystyrene foam products are cheaper, which 
could end up saving tax dollars for government agencies that buy them. 

Marina Pena, 40, a school counselor from Washington Heights, said she'd prefer to be more eco-
friendly, but it's not her decision. 
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"If I had an option, I'd bring my own containers or get it served on something else, but this is all they 
give you," said Pena, who bought lunch served in a plastic foam container from a Manhattan food 
cart. "I know it's bad for the environment. I know you can't recycle it." 

Fish Yu, a part-time manager of the popular Chinese restaurant Ollie's on 42nd Street, said his 
restaurant uses at least 150 plastic foam containers a day. 

He said being forced to use alternatives to plastic foam would likely be more expensive. 

"If they say so, we'll have to charge it to the customers," he said. 

___ 

Associated Press writers Jennifer Peltz in New York and Manuel Valdes in Seattle contributed to this 
report. 
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                                                                                                                                            PAST PRESS COVERAGE 

New York City large-soda ban blocked by judge 
11 March 2013 Last updated at 22:45 GMT | BBC News 

 

A court has blocked a ban on the sale of large sugary drinks - including soda - from 
restaurants in New York City, a day before the law was to take effect. 

Judge Milton Tingling ruled that the measure was "arbitrary and capricious", after industry groups 
sued the city. The law would forbid the sale of drinks larger than 16 ounces (473ml) in food-service 
establishments. 

Mayor Michael Bloomberg said the judge was "totally in error" and has vowed to appeal against 
Monday's ruling. He has touted the ban as a way to reduce obesity. Research suggests that 58% of 
adults in New York are obese or overweight. 

'Sigh of relief' 
In his ruling, Judge Tingling wrote that loopholes in the law "effectively defeat the stated purpose". 
The American Beverage Association, which is leading the fight against the ban, welcomed the 
decision. 

"The court ruling provides a sigh of relief to New Yorkers and thousands of small businesses in New 
York City that would have been harmed by this arbitrary and unpopular ban," it said. 

The law would apply to places serving food, ranging from pizzerias to sports stadiums and cinemas, 
though not at supermarkets or stores. 

The measure was approved in September by the city Board of Health to come into force on 12 
March, with fines of $200 (£134) not to be levied until June. The judge ruled that the Bloomberg-
appointed board had strayed into legislative territory that should belong to the elected City Council. 

Mayor Bloomberg responded to the ruling by telling a news conference: "We think the judge is totally 
in error in the way he interpreted the law and we are very confident that we will win on appeal. 

"One of the cases we will make is that people are dying every day. This is not a joke. Five thousand 
people die of obesity every day in America," he added. 
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FACT SHEET 

Wellness 

Starbucks commitment to wellness begins with the foods and beverages we offer in our stores. 

From coffee, tea, smoothies and skinny lattes to fresh fruit, salads, whole grains and reduced fat 
pastries, Starbucks offers a variety of delicious options to meet our customer’s needs. And you can 
feel good knowing that all of our foods are no more than 500 calories and free from unnecessary 
ingredients like high fructose corn syrup, artificial flavors, dyes, and artificial trans fats. 

Some of our favorite balanced options include: 
 Delicious Drinks Under 200 Calories  
Favorite Foods Under 350 Calories  
Foods with 10g Fat or Less  
Foods with 600mg Sodium or Less 
 
Policy and Advocacy 
We continue to find new ways to provide nutritious foods and beverages for our customers, we also 
advocate for policies that support the health of our communities and offer programs for our 
Partners (employees) that support an active, balanced lifestyle. 

Health Care Reform 
As a long-time provider of comprehensive health coverage to full-time and eligible part-time 
employees, Starbucks has been a steadfast supporter of meaningful healthcare reform. 

Sodium Reduction 
In an effort to reduce sodium in food products, Starbucks is participating in two salt reduction 
initiatives, the New York City Health Department’s National Salt Reduction Initiative and the UK 
Food Standards Agency salt campaign. 

 

http://www.nyc.gov/html/doh/html/cardio/cardio-salt-initiative.shtml
http://www.food.gov.uk/healthiereating/salt/
http://www.food.gov.uk/healthiereating/salt/
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Partner (Starbucks Employee) Wellness 
Starbucks commitment to wellness extends to our own Partners (employees). Thrive Wellness, our 
internal broad-based wellness program, has been in place since 2004. The Thrive program provides 
partners with a variety of tools, resources and benefits aimed at helping all our partners incorporate 
wellness into their daily routine. From fitness tools, to weight loss and smoking cessation resources, 
it’s covered under Thrive. 

Partners can access the Thrive program at www.mysbuxben.com. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.mysbuxben.com/
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COMPANY BACKGROUND 

 

Our Company 

To say Starbucks purchases and roasts high-quality whole bean coffees is very true. That’s the 
essence of what we do – but it hardly tells the whole story .. 
Our coffeehouses have become a beacon for coffee lovers everywhere. Why do they insist on 
Starbucks? Because they know they can count on genuine service, an inviting atmosphere and a 
superb cup of expertly roasted and richly brewed coffee every time. 

 

Expect More Than Coffee 

We’re not just passionate purveyors of coffee, but everything else that goes with a full and rewarding 
coffee house experience. We also offer a selection of premium Tazo® teas, fine pastries and other 
delectable treats to please the taste buds. And the music you hear in store is chosen for its artistry 
and appeal. 

It’s not unusual to see people coming to Starbucks to chat, meet up or even work. We’re a 
neighborhood gathering place, a part of the daily routine – and we couldn’t be happier about it. Get 
to know us and you’ll see: we are so much more than what we brew. 

 

Learn More About Us 

PDF’s have been included in the CD provided. 
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EXECUTIVE BIO 

 
Howard D. Schultz 
Founder, Chairman, Chief Executive Officer and 
President, Starbucks Corporation 

 
Mr. Howard D. Schultz has been the Chief 
Executive Officer and President of Starbucks 
Corporation since January 2008. Mr. Schultz 
founded Starbucks Corporation in 1985 and has 
been its Chairman since 1985. Mr. Schultz serves 
as the Chief Executive Officer and President at 
Lighthearted Entertainment, Inc. He is the Co-Founder, Partner, and Member of Management 
Board of Maveron LLC. Mr. Schultz co-founded Maveron LLC in 1998. He has been a Partner with 
Dan Levitan since 1998. Mr. Schultz served as the Chief Global Strategist at Starbucks Corporation 
from June 2000 to February 2005 and served as the Chief Executive Officer from 1985 to June 
2000. He served as the President at Starbucks Corporation from 1985 to June 1994. From 
September 1982 to December 1985, he served as the Director of Retail Operations and Marketing at 
Starbucks Coffee Company, a predecessor to Starbucks.  

From January 1986 to July 1987, Mr. Schultz served as the Chief Executive Officer, President, and 
Chairman of the Board of IL Giornale Coffee Company, another predecessor to Starbucks. In 1997, 
he created Starbucks Foundation to raise awareness for literacy causes and to give grants to 
organizations that promote literacy. He has vast experience as an Entrepreneur, Executive, Business 
Leader and Innovator in the consumer sector. He served as the Chairman of NeuroMetrix Inc. He 
serves as a Director of Pinkberry, Inc. He has been a Director of Square, Inc. since August 2012. He 
serves as a Director of Potbelly Sandwich Works LLC, and Starbucks Corporation. He served as a 
Director of Dreamworks Animation SKG Inc. from October 2004 to May 7, 2008. He served as a 
Director of Groupon, Inc. from February 10, 2011 to May 2012. He served as Director of eBay Inc.  

He served as a Director of Drugstore.com Inc. In 2001, Mr. Schultz, an avid sports fan, established 
The Basketball Club of Seattle, LLC. He received many prestigious awards in recognition of his 
numerous business and community contributions, including the Business Enterprise Trust Award 
for courage, integrity and social vision in business; the International Humanitarian Award for CARE 
for his vision and leadership in developing an innovative partnership between Starbucks and CARE 
to support people in coffee-origin countries; the Jerusalem Fund of Aish HaTorah for individuals 
making significant contributions to improving the lives of people around the world; the National 
Leadership Award for philanthropic and educational efforts to battle AIDS from AIDS Action; 

http://investing.businessweek.com/research/stocks/snapshot/snapshot.asp?capId=34745
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Horatio Alger Award in 2007; the Business Leader of the Year Award from Georgetown University; 
the Botwinick Prize for Business Ethics from Columbia University; and the 1991 Ernst & Young 
Entrepreneur of the Year Award. In 2002, Mr. Schultz was named one of the top 25 Managers of 
the Year by Business Week magazine, and was named to the 2004 “Time 100”, Time magazine's list 
of the most influential people of the 20th Century. Mr. Schultz holds a B.S. from Northern 
Michigan University and BA from University of Colorado–Boulder. 
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EXECUTIVE BIO 

Linda Mills 
Senior Manager, Global Brand PR at Starbucks 
Greater Seattle Area | Public Relations and Communications 

Linda Mills is the current spokesperson for Starbucks since January 
2012 (1 year 3 months). Her career started off as an Account 
Executive in Publicis Dialog, where she worked for 1 year (1998 – 
1999). Her previous experience also includes being a Vice President 
at Waggener Edstrom (September 2003 – January 2012,  8 years 
and 5 months) where she accomplished high performing team 
leader recognized by a number of internal and external awards, 
agency recognitions and promotions. She had directed a cross functional and cross regional team, 
and was responsible for driving success across the top accounts and new pursuits. Specifically 
directed the HTC account - one of the agency’s top consumer technology brands. Over the past 
years in the company, she played a strong part in increasing HTC’s brand awareness from 8 to 70 
percent. Additionally, planned and executed more than 50 new product launches on behalf of HTC 
– several globally with a number of communications agencies and cross-functional teams 
involved. Has coached and trained C-level and product-level senior spokespeople in effective 
message delivery, sound bite creation, and presentation delivery.  Further, she drove consumer 
programs for a number of various accounts within the agency – including Connexion by Boeing, 
Microsoft’s consumer security group, and Microsoft’s Smart Personal Objects Technology group. 

Previously Linda Mills was an Account Supervisor at MWW Group from 1999-2003 (4 years) where 
she drove public relations strategies and campaigns for a variety of consumer, pro-bono and 
business-to-business clients. Managed a 5-person team and ensured strong program execution on 
behalf of clients, led the Getty Images account – overseeing all aspects of corporate 
communications, including corporate social responsibility initiatives, employee communications, 
financial communications, photographer relations, book launches and crisis communications, 
managed the company’s brand and corporate reputation during a number of iconic days for the 
photography industry – including 9/11, the invasion in Iraq, the Winter Olympic Games, The 
Summer Olympic Games, etc., and contributed to other top clients at the agency – including Philips’ 
Sonicare, Western Wireless, Mercata, Amazon.com and the several pro bono clients including Dress 
for Success Seattle and the University of Washington's Breast Care and Cancer Research Center. 

 

http://www.linkedin.com/search?search=&sortCriteria=R&keepFacets=true&facet_G=us%3A91&trk=prof-0-ovw-location
http://www.linkedin.com/search?search=&industry=98&sortCriteria=R&keepFacets=true&trk=prof-0-ovw-industry
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SUGGESTIONS/TECHNIQUES 

TO HANDLE THE 

PRESS CONFERENCE 
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• Have a real and valid reason to hold a press conference. 
 

• Give journalists at least a few hours notice but no more than two days. 
 

• Follow up with the press 
 

• Check the location. There should be enough space for the media/press and their 
equipment. 
 

• Have a good and simple backdrop, e.g. something with the organization’s logo on it. 
 

• Pick a location close to the central mass of journalists in your area. 
 

• No more than two main presenters. You can have your president and CFO at the table 
but don’t add in all the department heads. 
 

• The general format of a press conference is an opening statement or announcement of 
no more than five, possibly ten minutes. Shorter is always better. 
 

• After the announcement, reporters are free to ask questions. The whole thing should 
wrap up in no more than 45 minutes, and even that is pretty generous. 
 

• During the Q&A’s and in the subsequent one on ones, you have to be in full control. 
 

• Develop media kit. 
 

• Put out name cards and make sure everyone knows where the key speakers are sitting. 
 

• The interviewees should be well prepared as they may be cross-examined by reporters. 
 

• Think about parking arrangements for people carrying heavy equipment. 
 

• Keep in mind the tactics of bridging: If faced with a hard hitting question that may not 
be in your favor, divert the topic by subtly bringing up another and let the conversation 
carry on, therefore making it seem like you have answered the press indirectly and also 
showing yourself in a positive light. 
 

• Do not show your weakness to the press. Ensure that your calm and cool is in place. 
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INTRODUCTION TO BURBERRY 
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Burberry is a global luxury brand with a distinctive British heritage, core outerwear base and one of 
the most recognized icons in the world. Burberry designs, sources and markets apparel and 
accessories, selling through a diversified network of retail, digital commerce, wholesale and licensing 
channels worldwide. The business is managed by channel, region and product, supported by 
corporate functions. The Burberry fashion house was founded in 1856 in Basingstoke in Hampshire, 
UK, by Thomas Burberry, who was at the time an apprentice draper. 

Burberry was most commonly known for its trench coats. Its coats were worn in the trenches of 
World War I by British soldiers, and for decades thereafter they were so much a part of British 
culture that the company earned a royal warrant, making it an official supplier to the royal family. 
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BURBERRY TRENCH COATS 

AND ITS DOWNFALL 
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Issues faced 

Problems found by the Angela Ahrendts, Burberry’s CEO which led to its downfall 

• The brand was becoming ubiquitous. It was losing on its luxury status. Burberry needed to 
be more than a beloved old British company. It had to develop into a great global luxury 
brand while competing against much larger rivals (like Louis Vuitton, Pinault-Printemps- 
Redoute etc.)  
 

• Burberry lacked great branding strategies and consistency throughout the globe. 
 

• Inconsistent Designs. Burberry had people all over the world designing and producing all 
kinds of stuff. 
 

• Lack of managerial support. Most of the top managers from Burberry didn’t themselves 
wear trench coats, which showed less loyalty and respect for their own brand. 
 

• Burberry was the only iconic luxury company that wasn’t capitalizing on its historical core. 
• Ignorance of their strongest assets. 

 
• Production Differentiation. People working in the stores made decisions that worked for 

their departments but might not have made sense for the whole business. 
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STEPS TO REVIVE  

BURBERRY TRENCH COATS 
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Actions taken to combat 

• ‘Brand Czar’:  
Christopher Bailey. They bought an incredible young designer named Christopher Bailey 
with a great sensational. It was decided that anything that the consumer sees will first go 
through him and then the consumers. Within a year they had let the entire Hong Kong 
design team buy the outer wear from the US and brought them to the UK and all these were 
checked by Christopher. 
 

• Closing down of New Jersey Factory:  
They closed down the New Jersey factory and also at the Wailes which was making the polo 
shirts and they started investing in Castleford facility in Yorkshire. 
 

• Investing in Castleford facility in Yorkshire 
 

• Focusing on heritage product:  
The Trench. They commissioned a consulting firm to provide them with competitor 
benchmarking through which there instincts were confirmed, through which they decided to 
reinforce their heritage by emphasizing and growing their core luxury products, innovating 
them and by keeping them at the heart of everything they did. 
 

• They started focusing on trench coats which was their strategy. Christopher, the designers 
and marketers started in ways to reinforce the idea that their runway shows to their stored 
would start with the trench. 
 

• They began to shift their marketing efforts to focusing on the luxury customers of the 
future: Millennnials. For this: 
-They started making changes in the trench coats  
-Consolidated with a few regional websites and redesigned themto one platform and made 
them the hub of all their marketing and branding. 
-Making trench 
 

• To strengthen the retail operations, they decide to focus on markets where their competitors 
had already made a presence. 
-They established strong sales and service programs to put product education 
-Created videos to demonstrate Burberry craftsmanship  
-Equipped sales associates with I pads  
-Stores were equipped with audio visual technology to show the videos with best effect 
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• Art of the trench: 
One of the great initiatives taken by Burberry was called ‘Art of the Trench’. During this 
time, Burberry was trying to reconnect with their audience on a more personal level. They 
therefore launched a project which aims at building Burberry awareness, brand loyalty and 
foster positive connections with the brand. 
 
The company created a platform for all individuals who owned a Burberry trench coat to 
take a picture of themselves from any part of the world and share it online. Pictures could 
then be liked, shared and viewed by anyone who visited their website. 
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• Burberry Acoustic: 
To further building relations with their existing customers and new customers, Burberry 
decided to show their support for all things British. The company created a platform for 
upcoming and existing British bands to perform real, live acoustic music and upload it on 
their website. This not only promoted a positive image amongst the youth, but it also 
promoted the British culture, for which Burberry firmly stands on. 
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• Bespoke: 
Burberry understood that their coats were one of complete class and luxury. In their quest to 
building a deeper relationship with their customer, Burberry launched ‘Bespoke’, which 
allows one to customize their Burberry coats and individualize their coat with a grand name 
plate. This would then be made to order, stitched and sent, packaged with a letter complete 
inside it, and your coat. 
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• Integration with the Digital Platform: 
Finally, Burberry had initialized a full-fledged online campaign to help reach out to their 
audience completely. They revitalized their website, making it more accessible and appealing, 
and integrated their company on the online mediums present today. One of the online 
mediums which Burberry tried for one for their most successful online campaigns was on 
Facebook, for the launch of their new perfume, ‘Body’. 
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FURTHER BURBERRY PUBLIC 

RELATIONS STRATEGIES 
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Concept:  
 
To further the awareness of the ‘Heritage of the Trench’, while keeping the class of Burberry in 
check with its current campaign 

 
Idea:  
 
Combine the various PR tactics and techniques of  Viral Marketing, Direct Contact and Experiential 
Marketing 

 
Campaigns Proposed: 

• Wear it light:  
Our first idea was to launch the new Spring/Summer Collection, 2013 with a bang. Get the 
trench in metallic colors and in varied styles. 

 

 
 
 



P a g e  | 9 
 

• Direct Contact Campaign:  
In order to thank the ‘Art of the Trench’ participants and keep a good relationship with 
them, this idea was undertaken. 
 
Target Audience: ‘Art of the Trench’ participants 
 
Gift: Picture Frame + Personalized Key chains in trench coat shape 
 
 
 

 
 
 

• Viral marketing - ‘Ordinary People. Extraordinary Lives.’ 
Video: To share their experiences with the trench. We asked each of our customers to share 
their treasured experiences they had with their trench coats and posting it on the Facebook. 
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• Experiential Marketing - Trench National: “World Trench Day” 
Date: 27th August, Birthday of Thomas Burberry 
 
Location: Europe 
 
Our idea is to mark trench with something that could happen yearly and also people wait for 
that particular day in order to see what Burberry does on that date. For this a plan was 
undertaken where in surrounding areas near London at a particular point in a crowded street 
light goes off. Then the launch of the ‘Wear it Light’ trench coats gets displayed on a 
building followed by laser light shows and models walking with the trench on with LED 
lights. 
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• Launch Party:  
We planned to keep a launch party for a new retail outlet opening on the Bond Street and 
targeting our loyal customers and famous celebrities. At the party we plan on making the UK 
bands, which are a part of Burberry Acoustic, play live on the day of the party. 
 
Location: 
   New retail outlet opening on Bond Street 
 
Target Audience: 
   Loyal Customers + Celebrities 
 
At the party: 
   - Live UK bands – Burberry Acoustic 
   - Counter to customize Trench Coats and place orders 
   - Discounts on Burberry Bespoke 
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For years, Manipal University has offered students multiple opportunities to exhibit the knowledge 
imparted to them during their academic course. The university believes that practical application of 
theoretical knowledge is vital to grasp an understanding of what students are expected to do in the 
future.  

The first year students of Media and Communications united together organize an exciting event, 
JIGSAW 2013 on the 5th of May, 2013. 

 

Description 

An event designed to promote our appreciation for global harmony and its ability to unite us in a 
cultural union through the various mediums of media. Media has no language and it manages to 
break down barriers with our mutual appreciation for it and its diverse forms like photography, 
animation, music, stop-motion, art and dance. 

The aim of the event was to showcase various facets of Media for JIGSAW 2013. 
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OBJECTIVES OF JIGSAW 2013 
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JIGSAW 2013 aims to promote a healthy image of gaming through various distinct forms of what 
we consider as gaming. It strives to bring the youth and even some of the older faculty to view the 
term gaming in a positive sense and embrace the rush that comes with it. A little healthy competition 
in a low-pressure environment can affect the self-esteem of people and make them confident in 
themselves. Gaming goes beyond just entertainment; the event hopes to put that on display. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



4.3  

 

 

 

EVENTS 

 

 

 

 

 



P a g e  | 3 
 

Flow of the event 

Following is the schedule for the day of the event, along with the various activities for the duration 
of the day: 

 

Sr. No. Activity Timings 
1. Flash Mob 09:00 – 09:15 
2. Opening Speech 09:15 – 09:30 
3. Dance Classes 09:30 – 11:00 
4. Minute-To-Win-It 11:10 – 14:00 
5. Team-Up 10:00 – 15:30 
6. Manipal Wall of Fame 09:00 – 15:30 
7. Gaming 12:00 – 12:30 
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Using the various public relations tactics of viral marketing, experiential marketing, direct marketing, 
crowdsourcing and reiterating the target audience, the following are the public relation strategies 
which were followed to combat threats to the event and fulfill the overall aim and objective of the 
event: 

1- Use of Media Sponsors 

Media partners were contacted, relations were made and an agreement was settled upon. The 
partnership with the press assured publicity for JIGSAW 2013 

2- Engaging the Crowd 

To increase the number of participants for the event, we engaged with them through various tactics 
such as ‘Meet Me’ and ‘Golden Food Ticket’ etc. 

3- Raise Brand Awareness 

To help raise awareness of the event and create hype amongst the target audience, a variety of 
posters, banners and other creative material was created. 
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Following were the tactics carried out prior to the event: 

1-Experiential Marketing – ‘Bringing Super Mario Back to Life’ 

Experiential Marketing is a tactic in public relations which uses emotional appeal, logic and general 
thought process to connect with the consumer. The goal of experiential marketing is to establish the 
connection in such a way that the consumer responds to a product offering based on both 
emotional and rational response levels. 

One of the sub-events of JIGSAW 2013 was the ‘Gaming’ event. During this event, a number of 
new and old games would be available for the audience to enjoy. Among these games were ‘Super 
Mario’, an all-time childhood favorite game of many, and a possible unique selling proposition for 
this event. 

To fully exploit this aspect, a short skit was created, showing the flow of the game in real life. This 
stunt took place in the Manipal Dubai Campus, at the entrance to the various blocks, during prime 
time of college, 12:00 PM. The brother of Super Mario, ‘Luigi’, dragged a box designed with puzzles 
to the middle of the area after which he opens the box and out pops Super Mario. As the games’ 
tune plays in the background, Luigi and Super Mario make their way through fighting slow turtles in 
a modern dance twist, towards the castle were the princess is waiting with the flag. 

This proved to be a major success and created buzz around campus as most students were excited to 
see the game in real. 

2- Advertising: 

a) To create a brand image and promote brand awareness, a number of posters and banners were 
created. Other promotional material for social media purposes were also created, such as a profile 
pictures, cover photos and teaser posters. 

b) On the basis of partnership, our media partner ‘Radio Mirchi’ gave our advertising campaign an 
extra boost by advertising on air about the event, three days prior to the day of the event. 

3- Viral Marketing: 

Viral marketing for jigsaw 2013 was done through Facebook and Twitter, to attract audiences and 
increase awareness about the event. Following were the activities carried out prior to the event: 

• Creating awareness about the event and a general hype around the activities to generate 
rising number of attendees for the event 

• Engaging Facebook audiences in jigsaw activities. 
• Keeping audiences updated with event details. 
• Drive a need for students to take part in events and challenge themselves.  
• Exposure to sponsors in terms of prizes and partnerships. 
• Increasing number of attendees by constant updates and event information. 
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• Created a YouTube channel by the name of Jigsaw Manipal 
• Uploaded the 1st trailer of Jigsaw, a week prior to the event and got a total of 108 views. 
• Uploaded the 2nd trailer of Jigsaw, a day after uploading the first video and got a total of 71 

views. 
• Uploaded the Jigsaw Flash Mob video and got a total of 1,246 views. 
• Uploaded the Super Mario Reincarnation video and got a total of 393 views. 
• Uploaded a 'Be Ready for Jigsaw'13' video a day before the event and got a total of 262 

views. 
• Created an account on Twitter by the handle Jigsaw13_ 
• Followed people from the university who followed back and helped in spreading the word 

about the event. 
• Tweeted posts about the event. 
• Uploaded videos about Jigsaw13, Introduction trailers, Flash Mobs and Super Mario 

Reincarnation and tweeted about it promoting the event. 
 
The following images shown below are examples of the large audience that we were able to reach 
out to and also the response that we received via social media: 
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4- Reiterating Target Audience: 

To reiterate the consumer or target audience means to remind them repeatedly, therefore building 
trust and faith in your organization, product, or in this scenario, our event. The following activities 
were carried out to build faith with our target audience, for this annual event: 

a) Jigsaw puzzle pieces: 

A large size puzzle pieces of jigsaw poster was printed out and put up together with the music 
playing on the background by the organizers of the event at the peak hour, informing the crowd that 
jigsaw was happening. 

b) First Flash mob followed by piñata: 

Flash mob was done in the crowded area in order to grab the audience attention and was followed 
by a piñata which was filled with puzzle pieces and candy. It was put up in the center point and then 
broken as an opening to the announcement of the event. 
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5- Direct Marketing – ‘Golden Ticket’ 

Direct marketing is a channel-agnostic form of advertising that allows businesses and non-profit 
organizations to communicate straight to the custome with advertising techniques that can include 
cell phone text messaging, e-mails, interactive consumer websites, online display advertisements, 
fliers, catalog distribution, promotional letters and outdoor advertising.  

To follow through with this tactic, our team decided to give out envelopes, to 15 lucky individuals 
randomly. This envelope contained a letter which was called the ‘Golden Ticket’. It gave them the 
opportunity to redeem this letter to get their free food voucher from the organizers side on the day 
of the event. 
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For the day of the event, a series of tactics ensured that there was constant talk about the event. 
Following were the tactics carried out for the day: 

1- On-air Interview: 

An on-air interview with our media partner ‘Radio Mirchi’ was held. The interview aimed to bring 
information about the event, and the live updates and happenings, from one of the organizers, to 
the target audience. The interview was recorded 1 hour before airing. This interview was played live 
at the time airing, around 12:30 PM, in the college cafeteria and entrance. 

2- Viral Marketing: 

• Live updates on winners, crowd response, prize distribution.  
• Continuous engaging of participants and students alike on their views, interests and likes 

during the event. 
• Live broadcast of event on ‘Radio Mirchi’. 
• Tweeted about the prizes that were to be given away and different games that were taking 

place at the event. 
• Clicked pictures and uploaded it during the event and got a few re-tweets which made 

people on campus aware of what was happening during the event. 
 

• Uploaded the final flash mob video of Jigsaw that took place on the day of the event and got 
a total of 177 views. 

 

3- Experiential Marketing – ‘Meet Me’: 

On the event day a letter was given to 100 random people around the campus in order to build their 
curiosity level and get them to come to a particular place without giving them any further details. 
The idea behind this tactic was to get as many participants as possible for the event ‘Minute-To-
Win-It’. Please find the letter attached at the end. 

4- Reiterating Target Audience: 

A final flash mob was conducted in order to remind the audience that JIGSAW 2013 was coming to 
a close, while reminding the target audience what the event was about and therefore leaving a lasting 
impression of the event in the minds’ eye of the target audience. 

5- Handling Partner Relations: 

For the partners who, on the basis of partnership agreement, were to put up stalls, they were 
assigned locations that were in the best interests of both parties, the audience and themselves. Their 
needs and requirements were looked after throughout the event, so as to ensure that relations were 
positive and commitments from both sides were met. 
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Following a successful event, the following steps were taken to ensure a stable and positive 
relationship between our key stakeholders during the event: 

1- Partners Relations: 

Success of the event was all through a culmination of various agreements and partnerships. Our 
partners were one of our key stakeholders who help supported our initiative and event. Mails were 
sent to each partner thanking them for their contribution to the event, along with a brief report and 
pictures of the day. Partners were also sent a feedback form to fill, to help us understand better how 
we can improve in various fields for future events and possible partnerships. 

2-Media Relations: 

Another key contributor to the events success and which gave JIGSAW 2013’s advertising campaign 
an edge was our radio partner ‘Radio Mirchi’. A mail of gratitude was sent to them, thanking them 
for their participation during the event. 

3- Audience Relations: 

Finally, the main stakeholder of our event, without which this event would not have been possible, 
was our target audience. Their satisfaction and feedback level are of utmost concern to us as they are 
the opinion leaders and key decision makers for the future success of events to come. Feedback 
forms were sent to attendees and participants to get a clearly understanding of areas we could 
improve on and those we could enhance. 

4- Viral Marketing: 

• Audit of social media in terms of outreach, awareness, effectiveness and turnout of crowd. 
• Continuous updating of post event feedback and exposure to sponsors who assisted in the 

event. 
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Following is a ‘SWOT’ analysis of the campaign to fully understand where we stand and areas to 
improve on: 

Strengths 

• Prizes (Airline Tickets etc) 
• Entertainment Level 
• Games for all audiences (Not specific target audience) 
• Technovanza (bought in their crowd) 
• PR Strategies – Stunts pulled off etc 
• Raised the quality of ‘Jigsaw’ 

Weaknesses 

• Clashing events (More competition) 
• The audience invited (Intra Event- Not large scale) 
• Time Management  
• Lack of Sponsors 
• Food Sponsor 

Opportunities 

• Practical knowledge of Event Management 
• Building Sponsor-Relationship 

Threats 

• ‘Technovanza’ (Competition) 
• Level of expectancy was low (From Crowd) 
• General disapproval from crowd (About Jigsaw) 
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Profile Picture 

 

 

 

 

 

 

 

 

 

 

 

 

 

Cover Photo 
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