
 
0 

 

 

  

ADVERTISING/PR 
FINAL 

 

Spring 2012 

PR/Advertising 

Strategy 



 
1 

 
Advertising/PR final 
PR/Advertising Strategy 
 
 
5/12/2012 
Bobble Water 
JC Thurman 

 

 

 



 
2 

Table of Contents 

I.   Introduction 

Introducing Bobble (Executive Summary) - 3 

 II.   Situation Analysis 

   Company History - 4 

   Product Evaluation - 4 

   Consumer Evaluation - 5  

   Competitive Analysis - 6   

 III.   SWOT Analysis - 8  

 IV.   Advertising Strategy 

   Campaign Objectives - 9  

   Achievement of Objectives - 10  

 V.   Creative Executions - 11 

 VI.   PR Recommendations - 12  

 VII.   Media Recommendations 

   Media Objectives and Media Selections - 13 

 VIII.   Sources 

   Appendix 

 

 

 

 

 



 
3 

Introducing Bobble 

Bobble is the new way to drink your water.  Whether you are on the go, at the office, at 

the gym, or at the comforts of home, Bobble is the new way America is getting their water.  We 

end up throwing away millions of tons of plastics away each year.  But with Bobble’s reusable, 

sleek design, you will want to keep this bottle around for years.  Bobble is the water bottle with a 

filtration built in so you can get your water from any source, therefore Bobble can function 

virtually anywhere!  And we want to get the word out! 

We at Bobble understand the need for public relations and advertising in our business.  

We cannot simply make America drink their water; we have to entice them to do it.  We want to 

implement an aggressive advertising and PR campaign to get the word out about Bobble.  There 

is an incredible amount of uses for Bobble, therefore we feel that we can be reaching out to all 

markets, but simplicity does have its merits and therefore we feel we should start with one sector 

of our society, make it incredible and perfect our craft, then move on to another.  In essence, we 

want to dominate the whole market, one small part at a time.            

Our campaign to get the word out about Bobble is going to involve TV, radio, print ads, 

and PR events designed to raise the awareness of exactly what Bobble is, to where to find it.  We 

want to be as eye opening, and jaw dropping as possible, at the same time, we want the 

advertising to be like Bobble itself: flashy, but sleek and modern.  We want to make sure that 

every facet of Bobble is displayed, from the available sizes, to how the filters work, along with 

what stores are selling them.  This will involve product placement, along with mainstream 

advertising, and PR events such as parties, sporting events, and general appearances where 

people might want to quench their thirst!   
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Company History 

This just in:  Bobble named one of Martha Stewart’s “Moms must have” products.  This 

is the kind of exposure, and popular reception, that Bobble has encountered thus far.  Bobble also 

received an Edison Award back in April 2012 for the innovation and business.  Bobble is already 

featured in several magazines ranging from Seventeen, Better Homes, In Style, Men’s Health, 

Women’s Health, to the tabloid magazines in England, and fashion magazines in Denmark and 

Hong Kong.  Obviously, the people at Bobble have done a great job of executing the PR and 

advertising aspects of their brand.  Richard and Stephanie Smiedt, the founders of Bobble, have 

gone to great extents to get this product out into the market; we are going to take things a bit 

further.   

Product Evaluation 

Bobble has already become a global product.  Bobble has been featured in SONDAG Magazine 

in Denmark, VERY Magazine in Japan, Grazia in the UK, and several other countries; the list 

could go on, and on.  This is becoming an extremely large territory and we think that to keep 

what we have, it is best to work on smaller, individual territories, instead of one big country, or 

even region.  These territories do not have to be solely topographical; it can also be 

demographical.  With demographical information, we can cover wider ranges while focusing in 

on individual groups of people.  We can come up with ways to compete with other products just 

by evaluating the demographics and psychographics of the consumers in an individual area and 

adapt to that specific area, and my competitive analysis will use as much psychology a possible 

with each demographic.  We want to think like them! 
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Consumer Evaluation 

The first demographic that we want to market towards is gay men.  This is an ad strategy 

that liquor and beer companies have used and the results have been incredibly successful.  They, 

however, have one weakness: They are limited to where they can advertise in the gay 

community, mainly bars.  The gay community is anything but simple.  It is a complex web of 

tops, and bottoms, and twinks, and a list of labels that could stretch for miles.  Bobble has the 

ability to advertise and market within gay community, and explore the many facets the gay 

community has to offer, being inspired by the people of this community from the very start.   

The gay community spends quite a bit of time and money at the gay bars.  Many of them 

sell water bottles instead of giving water away for free out of the tab.  That is an enormous 

amount of water bottles that is being thrown away. There are nightclubs in major cities that are 

after-hours clubs that sell only water, out of bottles, and other soft drinks. The fact is that gay 

people love to throw a party.  Homosexuals are not just a bunch of alcoholics though; they are at 

the gyms, the parks (it may sound cliché, but most gay men use these places for noble purposes), 

coffee shops, art districts, restaurants, etc.  Millions of dollars are spent on water bottles, and 

other drinks that come in plastic bottles.   

The gay community is a very visual culture, and a very in-your-face kind of culture.  We 

are going to need a strategy that is just as visual and in your face.  Billboards are a source of 

visual advertising that can surround the gay community.  Boys Town, in Chicago, Marta District, 

in Atlanta, Greenwich Village, in New York, etc., are all concentrated in gay culture.  Billboards 

in those areas would create an incredibly visual type of advertising.  Most, if not all, gay bars and 

gay nightclubs use TVs to create a collage of photography featuring hot guys, in risqué positions.  
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They also use TVs to show music videos featuring gay artists.  Lastly, the gay community loves 

its reality TV, from American Idol to The Real Housewives.  Product placement would be quite 

advantageous on our part.    

Gay men, in their 20’s on up to their 60’s are going to be our target demographic this 

round.  This age group of men are going to be in the middle-class range, so the product does 

need to be priced correctly.  We would also like them to be gay men that are active.  We have the 

ability to advertise anywhere that water is needed in a fairly high degree.  With that said, we 

want gay men that active: like to go out to the clubs/bars, workout at the gym or the park, or are 

just active in the gay community itself.  We want gay men that are young at heart and taking on 

the world.  We also want those gay men that have taste, that know what they like, and what they 

want.  Confidence is a great quality in gay men and they showing that confidence with Bobble in 

their hand would bring a new confidence to our product.         

Competitive Analysis 

Water bottles are sold everywhere.  They are sold at the gym, the clubs, and the parks, 

everywhere.  We could take on the water bottles directly in our advertising, but we feel that 

would rather asinine.  We feel that it would be more advantageous for us to take on the waste 

that they produce, if anything.  The gay community, for the most part, is environmentally 

conscious.  Going green is something that many gay people are doing these days; it is what is 

“in”.   Showing the waste that they (water bottles) produce will have the environmentally 

conscious in the community providing word-of-mouth advertising for us as well. 

Another opportunity we need to think about is the price.  The gay community at large is 

rather practical.  While at the end of the day, Bobble will become more cost efficient and will 



 
7 

pay out in the end, we need to make the gay community see this.  We need to show them that the 

cost of Bobble, again, will pay off.  We cannot forget that while there is an initial cost to 

purchasing Bobble products, there are filters that have to be changed now and then, so we have 

to show the gay community that Bobble will the water bottle in pricing.  We can do this through 

point-of-purchase advertising in the stores where Bobble is sold. 

We also have to remember that there are other products on the market such as Brita that 

sell pitchers, faucet systems, and now their own water bottles.  They are not anywhere near as 

posh as our products, but they do have one thing Bobble does not, and that is the faucet system.  

While Bobble has no interest in faucet systems (our products are for those that are on the go), we 

do have to remember this is something we have to work around.  We do not want the gay 

community to start thinking that a faucet system in their home is more agreeable.  There really is 

not a terrible amount of things to worry about.  We feel that we should pay attention to these 

opportunities; we simply need to pay attention to the market and keep a big eye on changing 

trends.    
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SWOT Analysis 

 

 

•Show how Bobble is 
more cost effective 
than disposable water 
bottles and other 
filtration systems  

•We can show how 
consumers are helping 
the environment 
because they are using 
Bobble 

•Cost of water bottles 
can go down further 
which could cloud how 
cost effective Bobble is 

• Other water filtration 
companies might try to 
imitate design concept 

• Bobble products 
are, as of yet, not as 
readily available as 
other products 
(venders) 

• Water bottles are 
more available than 
Bobble products 
(vending machines) 

• No faucet system 

 

• Reusable 

• Sleek in design 

• Portable 

• Easy to use 

• Online ordering 

 

Strengths Weaknesses 

Opportunities Threats 
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Campaign Objectives 

 Campaign objectives are divided into two parts: short and long-term goals.  For the short-

term, we want to increase consumer awareness of Bobble through the use of PR events.  These 

events would involve “Bobble Parties” where the feature is Bobble water bottles.  We would also 

like to sponsor athletic events such as marathons, or cycling events.  In doing this we want the 

consumer to simply, give our product a try.  We can make them repeat customers through the use 

of Bobble itself.  We want the customer to feel like he/she is being a part of something big, that 

they are helping on a global scale.  This will happen as the consumer use Bobble repeatedly, 

which will make them repeat customers.  For those that are already using other products, we will 

give incentives to switch over and give us a try.  We want to get as many people through the 

door as possible; we can keep them in the room afterwards.  We will show how our product is 

the best product on the market.  Completing these objectives will begin to increase sales. 

 For the long run to keep awareness of Bobble up, we will us print ads, commercials, and 

billboards feature the Bobble product.  We will also use point-of-purchase advertising in the 

stores with kiosks for filters.  We will also continue the PR events and event sponsorships but 

start to include product placements, and branded entertainment.  To keep the consumer coming 

back, we will have sales events on Bobble products, including filters.  We will also send 

consumer incentives such as coupons to keep them buying Bobble products versus going back to 

other brands.  We will keep a close eye on the water bottle market for changing trends.  In 

addition, we will push ourselves to keep coming up with creative ideas for the design and usage 

of Bobble itself.  Our advertising strategies can evolve as Bobble evolves.  Once all objectives 

are met, we can move on from one sector to another, and work our way upwards again.     
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Achievement of Objectives 

 Public Relations is going to be important to getting the word out to about Bobble.  

Through the use of parties, product placement, and event sponsorship, we want word-of-mouth 

advertising to be the end result of our PR campaigns.  We want to be able to have consumers 

already familiar with Bobble before we start directly advertising to them.   This can happen when 

one demographic is introduced to Bobble, and they go out and tell other consumers who fall into 

other demographics that we will begin to advertise to at a later time.  PR events help move this 

along. 

 Print ads make an incredible visual statement about products.  Bobble is no exception.  

We plan on put up ads that are eye-popping, risqué, and definitely make you look twice.  Print 

ads will include billboards and magazines.  We almost want the ads themselves talked about just 

as much as Bobble.  The reason is the same as the way Hollywood operates: No news is bad 

news.  If consumers are talking about the print ads, the name Bobble is going to become 

synonymous with the commercial, and Bobble will be in the minds of the consumers.  Bobble 

being the first thought when it comes to water bottles is what we want.  

 Commercials are an advertising device that we do not want to miss out on.  With 

commercials, we can put Bobble not only on TV, but on the internet as well.  Like print ads, we 

almost want consumers talking about the commercials we air as much as Bobble itself.  If 

commercials for one demographic works well, we can also try it out on another demographic, to 

see if the two can mesh.  Our commercials will put a like on Bobble that gives the consumer a 

warm feeling knowing they are sleek with Bobble and helping the environment at the same time; 

how Hollywood.         
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Creative Executions 

Print Ads 

There are numerous sizes to Bobble, and the gay community is very diverse.  We will 

have a print ad that features the different sizes of Bobble, and how it relates to the diverse groups 

in the community.  The ad will have a dark background with all the Bobble sizes, along with jug 

in a line.  Each Bobble size will be dressed in accordance with gay stereotypes.     

Drag Queen: Bobble pitcher dressed completely gaudy and boisterous with a big wig on 

Muscle Queen: Large Bobble dressed up in workout clothes 

Bears: Medium Bobble made to look really hairy, maybe give the top of the bottle a mustache 

Twink: Small Bobble with raver glasses and glow stick. 

No one wants him; going home alone: Mini Bobble with plain clothes on 

Broadcast 

The gay community loves to throw a party.  They love to go out to the clubs and bars and 

have a good time.  This good time can turn very sexual and love (or lust) can blossom; at least 

while the beer goggles are on.  We will have a commercial that shows this, a cute guy meets 

another seemingly cute guy, love/lust blossoms, and the happy couple goes home (in a taxicab to 

promote safe driving).  Flip to the next scene and the guy wakes up only to find what is in bed 

with him makes him want to rip his eyes out.  This guy actually cute last night, now he looks like 

he was given birth to by Godzilla.  He goes to the kitchen and pours water from a Bobble pitcher.  
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He takes a drink out of Bobble, looks through the glass of water that came out of the Bobble 

pitcher and says, “If only my vision was this clear.” 

Alternative 

One of the print ads that we plan on doing is a very risqué, Calvin Klein-esk ad featuring 

a hot male model dousing himself with water coming out of a Bobble water bottle.  We plan on 

putting on print, along with billboards, and murals on the sides of buildings.  We are going to 

have support media in place with small films showing the actual photo shoot.  We want these to 

be shown at the gay bars, as well as electronic billboards that are becoming popular in major 

metropolitan areas.   

PR Recommendations 

As a new advertising campaign we want to start by promoting goodwill.  To do this, we 

will give away free Mini Bobbles to community outreach programs such as Boy and Girls Club, 

YMCA, Salvation Army, homeless shelters, and other programs that house, clothe, and feed the 

homeless and less privileged.  Many people on the streets do not have sources of adequate 

drinking water at their disposal so it would a great help to them.  We would have replacement 

filters in stock at all the places that give these bottles away and they would be doled out on a 

monthly basis. We will give customers the opportunity to set up e-zine subscriptions from our 

website.  They will receive a monthly newsletter with updates on new products and services, and 

a monthly e-mail reminder letting them know it may be time to check, or replace, their filters.  

This newsletter will also offer coupons for purchases of filters and Bobble products, as well as 

online games and contests with prizes being free Bobble products.  We want lobby other 

companies and industries to see if they can help us get Bobble out into the market more.  We can 
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lobby the health insurance industry to start helping their clients out buy Bobble products.  We 

would want them to do this because their clients will be healthier drinking healthy water and it 

could lower health costs.  They could assist their clients by doing rebates for Bobble products. 

Bobble as a company, probably will not have to deal with too many surprises however a 

monthly internal newsletter would suffice to get information out to company workers as to the 

direction the company is heading.  This newsletter would talk about company events, markets 

(presumably Bobble could get big enough to appear on Wall Street), and reactions from the 

public regarding the product they are helping to create.  This will also help in counteracting 

negative publicity.  A Public Relations professional should be retained to keep an eye on the 

feedback from customers, and to squash any bad publicity that can result from them.  This person 

in charge of PR would also be required to keep an out for any bad publicity regarding city water, 

pollution problems in the area, and any problems other water bottle companies could be facing.  

The PR professional would keep an eye on public events that we could make Bobble available 

for.  This professional will also assist employees on what they can say (word-of-mouth) when 

asked questions about Bobble.  The same would go for management and above.  The PR 

professional would be responsible for prepping all employees in any promotional events whether 

it is a commercial, sporting event, or Bobble “party”. 

Media Objectives and Selections 

Magazines:  The Advocate - 1 page ad, 12 months  

          Out Magazine – 3X6 Commercial Ad 

          Instinct Magazine – 1 page ad, 6 months (every other month) 
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          Complete Magazine – ½ page ad, 2 months (test run) 

Television:   Ru Paul’s Drag Race (Logo) 

          Absolutely Fabulous (Logo) - :20 second ad, 2 episodes a week for 2 months 

          Real Housewives (Bravo) - :30 second ad during new episodes for season 

                     Kathy (Bravo) - :30 second ad during new episodes for season  

          Top Chef (Bravo) - :30 second ad during new episodes for season 

          Modern Family (ABC) - :30 second ad during new episodes for season 

PR: Gay Pride Events: San Francisco, Los Angeles, Minneapolis, Kansas City, New 

York, Atlanta, and Miami:  Set up vending tents sell Bobble water bottles at these 

events.  They are held during the summer mostly and hot weather is a great time to 

get people into Bobble because everyone will need to hydrate. 

Backstreets Atlanta: Have a stand next to the front door for people leaving and 

needing to take water with them.  Have the bartenders give out Bobble water bottles 

as well. 

Missy B’s Kansas City: This club features Drag Queens that like to have theme 

nights.  They can have a “Bobble Night!” where they do a show featuring Bobble 

products and give Bobble away to customers, along with fabulous prices. 

Hamburger Mary’s Kansas City:  Have the servers serve Bobble water bottles to 

customers asking for water.  The servers will let the customer know they can take 

them with them. 
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The Saloon Minneapolis:  This club only sells water bottles; it does not give away 

free glasses.  Instead of regular water bottles, they can sell Bobble for the same 

price.  We do not make the club pay for the bottles so they make a 100% profit off 

the bottles.  We ask however, that the club split what would be ordinarily lost in cost 

of regular bottles to be split: 50% us, 50% goes to the club.  This way they can gain 

an extra profit, and we can make something too. 

2nd Annual Ride with Pride Cycling Event New Jersey – Bobble given to bikers to 

attach to their bikes.  The Bobble logo will be on the bottles for cameras to catch.  

We will also hire photographers to shoot cyclists going by with Bobble in their 

hands, or on their bikes.  This will be used for future publicity purposes.  We will 

also let the cyclists keep their bottles.  In addition, we will set up a stand to give 

Bobble away to spectators. 

Sources 

(2012). Retrieved from Bobble: www.waterbobble.com 
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