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Executive Summary  
 
The purpose of this public relations plan is to restore Burt’s Bees’ image as an environmentally 
friendly company and re-establish customer trust. In pursuit of these goals, this plan proposes 
that Burt’s Bees ends its relationship with The Pollinator Partnership. This recommendation is 
due to widespread concern about The Pollinator Partnership, which ultimately affects Burt’s 
Bees image. As a result of ending this relationship, we will increase customer trust and show our 
commitment to the environment. This plan includes strategic philanthropy, social media 
campaigns and transparent communication to position Burt’s Bees as an environmentally 
conscious brand. 
 
The key publics targeted in this plan are customers ages 15-34, shareholders and the Burt’s Bees 
board of directors. Since a large portion of Burt’s Bees customers are millennials, the campaign 
strategies and tactics rely heavily on the use of social media channels, such as Facebook, Twitter 
and Instagram, to target this demographic. Tactics also include creating a video series that 
illustrates Burt’s Bees’ core values, connecting with PR-friendly environmental bloggers and 
creating two social media campaigns.  
 
The first social media campaign campaign, Every Day Should be Earth Day, will take place 
surrounding Earth Day and encourages customers to volunteer and share their experience on 
social media. The second campaign, Live Simply, will encourage audiences to include Burt’s 
Bees in their daily lives. It will span over the holiday season and inspire customers to reflect on 
their own personal values. 
 
The largest portion of the budget will go toward strategic philanthropy. This is designed to 
increase the number of employee volunteer workdays and augment Burt’s Bees’ visibility as a 
company that cares about the environment and its employees. Employee volunteer work will be 
featured on social media and on the Burt’s Bees website. 
 
Tactic effectiveness will be measured using surveys distributed by Qualtrics before and after 
tactic implementation. The surveys will track progress made during the campaign and evaluate 
the overall effectiveness of the plan. Overall, this plan outlines various strategies and tactics that 
will ensure Burt’s Bees is seen as an environmentally friendly company, and it will re-establish 
customer trust. 
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Burt’s Bees Organization Background 
 
Company History 
Ingram Shavitz, known as Burt Shavitz, grew up in New York City and pursued a career in 
photojournalism before leaving the city in 1970 to become a beekeeper in Maine.1 In 1984, 
Shavitz met Roxanne Quimby. As a young woman hitchhiking to Maine, she offered to help look 
after his beehives in exchange for a ride. The friendship and romance between Shavitz and 
Quimby evolved into a business partnership when Quimby began making candles with unused 
wax from Shavitz’s beehives. Quimby, who struggled financially as a single mom, decided to 
sell the candles locally for $3 a pair to help support her children.2 At their first craft fair, Quimby 
and Shavitz made $200, and within a year, they generated $20,000 in candle sales.3 With this 
success, Burt’s Bees products began to improve; after observing how people inspected candles’ 
bottoms at craft fairs to determine product quality, Quimby ensured each candle’s underside was 
finely cut.3 In 1989, this attention to product detail caught the eye of a trendy New York City 
boutique called Zona. Quimby and Shavitz shipped hundreds of candles to Zona and expanded 
their brand to include 40 employees. Shortly after, they began to sell their products out of an 
abandoned bowling alley instead of on Shavitz’s property.4 
 
Quimby had a breakthrough in 1991 when she found a 19th century farmer’s journal. She used 
the journal’s recipes to create the Beeswax Lip Balm that would become Burt’s Bees best-selling 
product.5 By 1993, Burt’s Bees was making 500,000 candles a year and generated $3 million in 
sales.2 To expand the business, Quimby pushed for the company to leave Maine and relocate to 
Durham, North Carolina. This decision marked the company’s shift from exclusively selling 
personal care products. However, the expansion caused tension between the brand’s co-founders. 
Shavitz’s disinterest in expanding Burt’s Bees starkly juxtaposed with Quimby’s ambitious 
goals. Generating higher income was not a priority for Shavitz, and as Burt’s Bees soared, the 
partnership between Shavitz and Quimby became strained.6 Shavitz preferred maintaining a 
simpler lifestyle, while Quimby pursued more money, better business and bigger success. 
 
In addition to conflicting professional ideologies, Shavitz developed an intimate relationship 
with a college student who worked at one of Burt’s Bees’ East Coast retail stores.6 This upset 
Quimby, who accused Shavitz of sexual harassment in retaliation. There are two perspectives on 
what happened next. Shavitz said Quimby gave him an ultimatum: If he did not sign a contract 
relinquishing his control of Burt’s Bees, she would take him to court for sexual harassment. 
Shavitz claimed he was forced to make a decision without consulting his legal team. Quimby 
says the contract gave Shavitz the opportunity he had been looking for to step back from his 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1 Who2, LLC. (n.d) Burt Shavitz Biography. (2015). Retrieved January 20, 2016, from www.who2.com/bio/burt-shavitz/ 
2 Story, L. (2008, January 5). Can Burt’s Bees Turn Clorox Green? Retrieved January 20, 2016, from 
www.nytimes.com/2008/01/06/business/06bees.html 
3 Burt’s Bees. (2012). The History of the Burt’s Bees Brand. Retrieved January 20, 2016, from 
www.burtsbeesbaby.com/history/history,en_US,pg.html 
 

4 Burt’s Bees. (n.d.). Our History. Retrieved January 20, 2016, from www.burtsbees.com/Our-History/story-history,default,pg.htm 
5 Story, L. (2008, January 5). Can Burt’s Bees Turn Clorox Green? Retrieved January 20, 2016, from 
www.nytimes.com/2008/01/06/business/06bees.html 
!

6 Shapiro, J. (Producer and Director). 2013. Burt’s Buzz [Motion Picture]. Canada: Everyday Pictures & Buffalo Gal Pictures.   

!
!
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involvement in the corporate side of Burt’s Bees.6 She claims the act was not personal or 
malicious and was favorable to both parties. 
 
Ultimately, Shavitz signed away his rights to the company. In 1999, Quimby bought Shavitz a 
$130,000 house to compensate for the loss of his stake in the company.7 By 2000, Burt’s Bees 
had raked in $23 million in revenue.2 If Shavitz had kept his original stake in the company, it 
would have been worth an estimated $59 million.2 In 2003, Quimby sold 80 percent of Burt’s 
Bees to AEA Investors, a private equity firm in New York. She was paid $141.6 million in the 
exchange.2 Quimby received an additional $300 million in 2007 when The Clorox Company 
acquired Burt’s Bees for $913 million.2 Quimby says she provided Shavitz with $4 million in 
compensation after these lucrative business deals occurred. Shavitz was also paid an undisclosed 
sum of money annually in exchange for the use of his name and his image on the company’s 
products.2 The 2013 documentary “Burt’s Buzz” chronicled Burt’s tumultuous relationship with 
Quimby and left many people with the impression that she strategically forced Shavitz out to 
gain control over the company. As Shavitz says in the documentary, “Roxanne Quimby wanted 
money and power, and I was just a pillar on the way to that success.”6 Despite the public 
perception that Shavitz had been swindled out of millions of dollars, the documentary shows that 
Shavitz was unaffected by the money; it was the personal aspects of Quimby’s betrayal that hurt 
him most. 
 
After selling Burt’s Bees, Quimby formed the Quimby Family Foundation to support her vision 
of improving local access to the arts and outdoor recreation while protecting the wilderness 
throughout Maine.8 Shavitz, although he travelled to Japan every few years to promote the Burt’s 
Bees brand, preferred the solitude and quiet scenery of his home. He said, “A good day is when 
no one shows up, and you don’t have to go anywhere.”6 Shavitz died of respiratory 
complications on July 5, 2015, in Bangor, Maine. He was 80 years old.9 
 
Brand Image and Identity 
The Burt’s Bees brand emphasizes that all of its ingredients and packaging are simple, natural 
and responsible. It strives to contribute to the “greater good” by protecting the environment and 
having compassion for all people. From advertisements and marketing to the products 
themselves, Burt’s Bees maintains an image of environmental integrity and natural beauty, which 
often references Shavitz’s original land in Maine. Burt’s Bees products are 99 percent natural 
(synthetics are sometimes used to prevent mold in the products), and over half are 100 percent 
natural.4 The brand emphasizes that when consumers buy Burt’s Bees products, they support the 
brand’s commitment to safeguard the environment. Burt’s Bees produces a variety of beauty 
products, including facial cleansers, body moisturizers and lip treatments. In 2012, the company 
launched Burt’s Bees Baby: a product line marketed exclusively for babies and moms.3  
 
Despite becoming a leading global brand, Burt’s Bees is focused on conveying a relatable, 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
!

7 Feloni, R. (2015, July 6). Burt’s Bees co-founder Burt Shavitz died at age 80 - here’s his crazy success story. Retrieved January 20, 2016, from 
www.businessinsider.com/success-story-of-burts-bees-late-cofounder-burt-shavitz-2015-7 
!
!
!
!
!
!
!

8 Quimby Family Foundation. (2012). Retrieved January 20, 2016, from www.quimbyfamilyfoundation.org 
!
 

9 Reuters. (2015, July 6). Burt’s Bees co-founder Burt Shavitz dead at 80. Retrieved January 20, 2016, from http://fortune.com/2015/07/06/burts-
bees-cofounder-dead/ 
!
!
!
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accessible and simple brand that separates itself from other corporate labels. Burt’s Bees 
promotes itself as being “secrets-free since 1984” as a nod to its core values derived from 
humble beginnings. Shavitz’s image in media promotions and on products honors the company’s 
connection to his love for simple outdoor living. Burt’s Bees utilizes Shavitz’s quirky, natural 
lifestyle to create a brand that invites consumers to feel like they are supporting a way of living 
that benefits the greater good, rather than just buying materialistic products. The Burt’s Bees 
brand not only promotes natural products but also encourages a natural, high-quality lifestyle. 
 
Clorox Merger 
In 2007, The Clorox Company bought Burt’s Bees for $913 million.2 Initially, the merge of the 
two companies generated negative public reactions due to the contrast of values. Many people 
were upset that Clorox, a brand that has been widely publicized for its animal testing and the use 
of GMOs in its products, merged with a brand as natural and environmentally conscious as 
Burt’s Bees. Social media played a large role in facilitating the backlash of the controversial 
merger; Facebook pages and petitions such as “Change Back Burt’s Bees” and “Stop Consorting 
with the Bee Killers!” were created to voice the public’s outrage and disappointment in Burt’s 
Bees’ alignment with Clorox.10 People perceived Burt’s Bees as a brand that sacrificed its ethics 
to cash in on a larger payday. However, the merger between these two corporate powerhouses 
began to be seen as an opportunity for Clorox to correct its ethical product issues. News reports, 
such as the New York Times article “Can Burt’s Bees Turn Clorox Green?” began to surface in 
2008.2    
 
Clorox used its acquirement of Burt’s Bees to send the public message that it heard people’s 
concerns and was learning from Burt’s Bees’ ideologies and environmental sustainability to 
improve its values. The collaboration between Clorox and Burt’s Bees enabled Clorox to benefit 
from the ecological expertise of Burt’s Bees’ team. As a result, Clorox is now committed to 
environmental sustainability and publishes annual greenhouse gas emission reports to exhibit 
brand transparency and accountability in its effort to set a public GHG reduction goal.11 As of 
2013, Clorox made sustainability improvements to 35 percent of its product portfolio, and its 
goal is to increase this number to 50 percent sustainability by 2020.11 The change in Clorox’s 
brand ethics is evident in the climate change, biodiversity, palm oil, packaging, waste, fiber, and 
water categories strategically placed under the corporate responsibility section of its website. 
Additionally, Clorox has changed the design of its products to reflect the environmentally 
conscious values inspired by Burt’s Bees. In 2008, Clorox produced a line of Green Works 
products that are 99 percent natural cleaners. They come from renewable resources, are 
biodegradable and do not include petrochemicals. Ninety-five percent of ingredients in Green 
Works products originate from natural sources, including coconuts and lemons.11 
 
However, not all components of Clorox have been reformed. Clorox says the majority of its 
products are no longer tested on animals, yet the product safety section of its website says Clorox 
will use animal testing “only when all other efforts have been exhausted to establish a product’s 
safety profile.”11 Clorox now includes a “commitment to a future without animal testing” 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
!

10 Melinda. Tell Burt’s Bees: Stop Consorting with the Bee Killers! (2015, August 28). Retrieved January 20, 2016, from 
www.organicconsumers.org/node/1011201!
!

11 Clorox. (n.d.). Retrieved January 20, 2016, from www.clorox.com 
!
!
!
!
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statement on its website, which says Clorox will not license its name to formulations or products 
that have been tested on animals. Despite its commitment to the welfare of animals, Clorox 
admits it will purchase product formulations or other products that have been tested on animals if 
the testing was done to meet federal, state or local requirements.11  
 
Despite a controversial beginning, Burt’s Bees has benefitted from its connection with Clorox 
significantly. Burt’s Bees had the ability to increase its research and development budget by 50 
percent after joining Clorox’s team, and Burt’s Bees utilized Clorox’s technology and expertise 
to elevate its product quality.12 The discovery that the liquid salad dressing technology Clorox 
uses in Hidden Valley salad dressing has advanced moisturizing capabilities led Burt’s Bees to 
create a newly improved lotion that boasts having 24-hour moisture retention.12 Additionally, the 
increase in Burt’s Bees’ research and development budget provided the research needed to 
elevate its average products from being 97 percent natural to the 99 percent natural products they 
are today.12 The merger also proved to have a positive impact on cross-pollinating sustainability. 
The use of innovative sustainability techniques enabled Clorox to save an estimated $15 million 
in annual costs, which allows Burt’s Bees to continue its sustainability research. Burt’s Bees’ 
revenues have consistently gained a double-digit growth in retail sales on a yearly basis.12 
 
Operational Environment 
 
After Clorox acquired Burt’s Bees for $913 million in 200713, the company faced public scrutiny 
from its environmentally conscious customer base. Burt’s Bees established its brand in 1984 as 
an “earth friendly, natural personal care company” that prided itself on its use of organic 
ingredients. It gained a substantial following of environmentally friendly consumers, which 
ultimately skyrocketed the business’s success. However, its down-to-earth image and dedication 
to bee conservation has been questioned since Clorox acquired Burt’s Bees. 
 
Various blogs and news outlets have discussed ways Burt’s Bees may not be as eco-friendly as it 
was originally. GreenBiz, an online media outlet, questions Burt’s Bees as the No. 1 “green 
brand” for its association with Clorox and The Pollinator Partnership13. The Pollinator 
Partnership is an organization that is concerned about the health of honeybees. It has been proven 
that our world’s bee population has steadily declined by 20-40 percent each year over the past 
decade.14 According to The Centre for Research on Globalization, “The proof is obvious that one 
of the major reasons of the bees’ decline is by the ingestion of GMO proteins.”15 These GMO 
proteins are primarily from neonicotinoid pesticides produced by corporations such as Bayer, 
Monsanto and Syngenta. These companies hold major stakes in The Pollinator Partnership. 
Consequently, some publics think that the organization shifts the blame for bee decline away 
from these corporations. While Burt’s Bees and The Pollinator Partnership claim to help the 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
!

12 Westaway, K. (2013, July 4). Retrieved January 20, 2016, from www.theguardian.com/sustainable-business/burts-bees-clorox-sustainable-
change 
 
 
 
 
 

13 Gunther, M. (2010, July 10). The Real Story Behind Some of the 10 ‘Greenest’ Brands. Retrieved January 19, 2016, from 
www.greenbiz.com/blog/2010/06/10/real-story-behindsome-10-greenest-brands  
14 Ingraham, C. (2015, July 23). Call off the bee-pocalypse: U.S. honeybee colonies hit a 20-year high. Retrieved January 19, 2016, from 
www.washingtonpost.com/news/wonk/wp/2015/07/23/call-off-the-bee-pocalypseu-s-honeybee-colonies-hit-a-20-year-high/  
15 Amos, B. (2011, August 9). Death of the Bees. Genetically Modified Crops and the Decline of Bee Colonies in North America. Retrieved 
January 19, 2016, from www.globalresearch.ca/death-of-the-bees-genetically-modified-crops-and-the-decline-of-bee-colonies-in-north 
america/25950  
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honeybee population, many consumers are under the impression that they seek to avoid the 
blame for toxic pesticides in their products. Without adequately addressing this issue, Burt’s 
Bees consumers may be influenced to think similarly. 
 
Some customers once loyal to Burt’s Bees feel upset by Clorox and The Pollinator Partnership’s 
influence on the brand’s dedication to bee conservation. To alleviate online discussions, Burt’s 
Bees posted an explanation of its relationship with The Pollinator Partnership on its Facebook 
page on Aug. 27, 2015. While its message rationalized the relationship with details of a 
“Pollinator Research Action Plan,” the post was overwhelmed by hundreds of comments by 
Facebook users who had issues with the partnership. While many comments provide citations to 
the controversy or express sentiments to boycott, one message in particular by Timothy Rose 
summarizes the overall responses well: 
 

“A company like Burt’s Bees shouldn’t be in bed with the likes of Bayer, Monsanto and 
Syngenta. Please quit The Pollinator Partnership and make a meaningful commitment to 
protecting bees and other pollinators by speaking out against the continued use of neonics 
and by asking the EPA to ban these toxic chemicals before it’s too late.”16 

 
While upset audiences flooded the post with comments, Burt’s Bees did not respond to nearly 
any comments except for an answer that read, “Please check out our latest post for more 
information.” The lack of response by Burt’s Bees on this post may have provoked more 
reactions online by publics who sought further explanations. 
 
Several blog authors have written articles about the controversy involving Burt’s Bees and The 
Pollinator Partnership. A post on Alternet titled “Why Is Burt’s Bees Buddies with Bee-Killing 
Megacorps?” cites the Organic Consumers Association’s action alert that has encouraged 
audiences to petition against the organization’s partnership.17 So far, the petition has been shared 
more than 21,300 times and is liked on Facebook by 40,000 people.18 The demand for genuine 
eco-friendly beauty products is high, and some consumers remain upset about the controversy. 
As the need for environmental conservation and bee protection inevitably rises, subsequent 
awareness and discussion about Burt’s Bees and The Pollinator Partnership may escalate as well. 
 
Situation Analysis 
 
Significant challenges arose for Burt’s Bees in relation to branding development since the merge 
with Clorox in 2007, putting strain on Burt’s Bees image as an environmentally responsible and 
friendly company. Considering Shavitz’s relationship with Quimby and his disinterest in 
remaining involved in the company, the public questions whether his wishes for Burt’s Bees 
have been regarded. 
 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
16 Burt’s Bees. (n.d.). (2015, August 27). We want to take this opportunity to address our relationships and commitments to support the bees. 
[Facebook status update]. Retrieved from www.facebook.com/burtsbees/posts/10153555434414154 
17 Paul, K. (2015, September 9). Why Is Burt’s Bees Buddies With Bee-Killing Megacorps? Retrieved January 19, 2016, from 
www.alternet.org/environment/burts-beesconsorts-bee-killers  
18 Melinda. (2015, August 28). Tell Burt’s Bees: Stop Consorting with the Bee Killers! Retrieved January 20, 2016, from 
www.organicconsumers.org/node/1011201 
!
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After Shavitz relinquished his rights to the company in 1999, he lost access to $59 million. The 
documentary “Burt’s Buzz,” released in 2013, highlights that Shavitz had little interest in money. 
He was more deeply affected by the disintegration of his relationship with Quimby. Additionally, 
Shavitz expressed that he was not in favor of company expansion. However, Burt’s Bees 
ultimately grew, and he was not adequately compensated.  
 
The documentary also emphasized that Burt felt strongly about maintaining simplicity in his 
daily life and the business, saying that it is “important to separate one’s wants from one’s needs.” 
However, Clorox, a publicly traded company with a history of using GMOs, has values that 
contrast the vision Shavitz had for Burt’s Bees. According to Clorox’s recently updated website, 
the company is still willing to purchase products that have been tested on animals. Shavitz 
valued living a simplistic and natural lifestyle that focused on ecological awareness, which 
contradicts environmental choices made by Clorox. As Burt’s Bees’ branding was greatly 
influenced by Shavitz’s persona and lifestyle, it is ideal that corporate decisions made by Burt’s 
Bees continue to reflect the company brand. 
 
It is also important to recognize the role social media have played in the public perception of 
Burt’s Bees following its merger with Clorox. Facebook pages in opposition to the merge 
surfaced quickly after the announcement, and people began to express their disappointment in 
the company’s decision. Negative public opinion regarding the issue plays a large factor in 
global company image, especially considering that Burt’s Bees has close to three million 
Facebook followers. Maintaining positive engagement with this audience to increase brand 
success is a challenge Burt’s Bees faces. 
 
SWOT 
 
Strengths  

• Burt’s Bees is renowned for its 99 percent natural products. 
• Its brand spreads awareness about living an environmentally conscious lifestyle through 

promoting many all-natural products. 
• Its customer base is generally loyal to the brand. 
• Burt’s Bees began with a environmentally conscious customer base, yet it has expanded 

its popularity to additional audiences while successfully maintaining the original brand 
image. 

• Burt’s Bees has a unique story that complements the brand’s emphasis on product 
authenticity and consumer transparency.  

• Burt’s Bees has improved its corporate social responsibility practices. 
• The financial benefits from the merger with Clorox increased Burt’s Bees’ ability to 

research innovative methods and create better products (e.g., the 24-hour moisturizer). 
• The company has expanded its product range to include makeup and the Burt’s Bees 

Baby line.  
 
Weaknesses 

• The co-founders’ relationship with each other ended poorly. 
• Product prices may be too expensive for some to purchase, thus limiting their potential 
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customer base. 
• Shavitz’s recent death prevents future personal appearances to promote the brand in the 

United States and abroad. 
• It may be difficult to compete with “trendier” and more heavily advertised brands. 

 
Opportunities 

• Burt’s Bees can clarify any confusion regarding the Clorox merger and emphasize the 
beneficial outcomes for both parties. 

• Earth Day celebrations are positive opportunities to emphasize Burt’s Bees commitment 
to environmentally conscious products. 

• The bee conservation movement provides opportunities for Burt’s Bees to make 
appearances at events and publicly support the movement, thus establishing the brand as 
a positive influencer in eco-friendly campaigns. 

• Recent consumer trends emphasize the importance of understanding product ingredients 
and encouraging consumers to purchase products that are natural, organic and cruelty-
free. This ultimately helps promote Burt’s Bees products. 

 
Threats 

• Burt’s Bees competes with other mainstream personal care brands with natural products, 
such as Simple Skincare, 100% Pure and Tata Harper. 

• There is public distrust of how Clorox has impacted Burt’s Bees’ core values.  
• There has been bad social media and press coverage, particularly regarding Burt’s Bees’ 

involvement in The Pollinator Partnership, which could hurt its brand image and 
customer loyalty. 

• Consumers may research further into the origins of its products and question Burt’s Bees, 
Clorox and The Pollinator Partnership’s commitment to environmental sustainability. 

 
Key Publics 
The key publics we plan to target are customers ages 15-34, shareholders and the Burt’s Bees 
board of directors. According to Jim Grunig’s linkages model, these publics are the functioning 
and enabling linkages of an organization, which makes them valuable to consider. 
 
Customers, Ages 15-34 
Although a variety of people love Burt’s Bees, the company also caters to a niche market. Most 
of Burt’s Bees customers are women, and the highest percentage of consumers is under the age 
of 24.19 The second most substantial consumer age range is 25-34.19 Many Burt’s Bees 
consumers are also fairly wealthy; a large percentage of consumers earn $125,000 or more per 
year. Many customers also make between $80-100,000 per year, as well as $60-80,000 per 
year.19 The majority of customers do not have kids, and many have an advanced college 
degree.19 The largest consumer ethnic group is Asian.19 
 
Burt’s Bees consumers tend to fall into one or more of the following four categories of 
customers: eco-friendly and environmentally aware, loyal customers and brand enthusiasts, 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
19 InfoScout. (n.d.). Burt’s Bees Consumer Data and Demographics. Retrieved January 26, 2016, from http://infoscout.co/brand/burts_bees/ 
!
!
!
!
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young girls concerned with appearance, and mothers conscious of how the products might affect 
their children.20 “Greenies,” or eco-friendly consumers, are drawn to Burt’s Bees because of their 
brand as a natural company. This category includes activists and people with strong beliefs.20 
Loyal customers are enthusiastic about their love for Burt’s Bees products and are vocal online; 
they are excited about recommending the products to others and are often “sarcastic and silly.”20 
The third category of consumers is young girls who are interested in the beauty side of Burt’s 
Bees and pay attention to product quality and benefits. They also frequently create both good and 
bad product reviews.20 The last category of customers is mothers who are interested in buying 
Burt’s Bees for their children. They may be concerned about product ingredients and are often 
active on online forums.20 
 
Customers most often purchase Burt’s Bees products during shopping trips that include 21 items 
or more,19 second to “fill-up trips” (i.e., shopping trips that include 11-20 items).19 
Approximately 27 percent of customers choose to purchase Burt’s Bees products on an impulse 
(they make the decision while shopping) rather than previously plan to purchase it.19 Burt’s Bees 
customers may also be found purchasing brands like Neutrogena, Archer Farms and CoverGirl.19 
The most popular day to purchase Burt’s Bees products is Saturday, followed by Sunday and 
then Friday; the least purchases occur on Wednesdays and Thursdays.19 Furthermore, 35.2 
percent of Burt’s Bees products are purchased in the afternoon (from 2-6 p.m.), and 26 percent 
are purchased in the evening (6-10 p.m.).19 In addition, “natural,” “quality,” “smells,” and 
“works” are keywords customers often use in reviews.19  
 
Many of Burt’s Bees customers are also avid technology users. Millennials, defined as the 
generation born between 1980 and 2000, comprise a significant portion of the Burt’s Bees 
customer base. This age group uses Facebook, Twitter and social media websites more than any 
other generation,21 and 87 percent of them agree to the statement that, “my smart phone never 
leaves my side, day or night.”22 Facebook is the leading platform among millennials for 
obtaining news and information,23 and when asked, approximately half of Burt’s Bees customers 
ages 18-34 said they would order Burt’s Bees products from their cell phones.24 Additionally, 
diverse categories of consumers – such as activists, mothers and young women – use the Internet 
for Twitter, forums and reviews.20 
 
Shareholders 
In addition to the board of directors, the company’s shareholders are important to consider. 
Thirty-eight percent of Americans consider themselves a part of the “Investor Class.”25 Of that 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
20 SDL. (n.d.). Burt’s Bees: Discovering Who Really Talks About Your Brand. (2013). Retrieved January 26, 2016, from sdl.com/si  
!
!
!
!
!
!
!
!
!
!
!
!
!

21 eMarketer. (n.d.). How Digital Behavior Differs Among Millennials, Gen Xers and Boomers - eMarketer. (n.d.). Retrieved January 25, 2016, 
from http://www.emarketer.com/Article/How-Digital-Behavior-Differs-Among-Millennials-Gen-Xers-Boomers/1009748  
!

22 Opera blogs. (n.d.). The 2015 Internet Trends Report: Rise of the millennials. (2015). Retrieved January 26, 2016, from 
http://www.opera.com/blogs/news/2015/05/the-2015-internet-trends-report-rise-of-the-millennials/  
 
 

23 American Press Institute. (n.d.). How Millennials use and control social media. (2015). Retrieved January 26, 2016, from 
https://www.americanpressinstitute.org/publications/reports/survey-research/millennials-social-media/  
 
!

24 GimmeAnother. (n.d.). Press Release: Poll Says Half of Burt’s Bees Fans Want Mobile Re-Order App - GimmeAnother for Retailers. (2014, 
March 10). Retrieved January 26, 2016, from http://gimmeanother.com/retailers/press-release-poll-says-half-burts-bees-fans-want-mobile-re-
order-app/ 
 
!

25 Zogby, J. (n.d.). Who Belongs To The ‘‘Investor Class’’? Retrieved January 26, 2016, from http://www.forbes.com/2009/02/11/investor-class-
polling-opinions-columnists_0212_john_zogby.html  
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38 percent, more than half identify with one of the following or a combination of the following: 
have a college degree, are Caucasian, are male, have a household income of $100,000 or more, 
own a home worth $250,000 or more, have currently or formerly owned a firearm, have a current 
passport, are married, identify as a “white-collar worker.”25 In addition, people who identify as 
part of the Investor Class, as opposed to those who do not, are more likely to consider 
themselves a conservative, believe America is headed in the “wrong direction,” feel their 
financials are “excellent” or “good,” believe in their ability to achieve the American dream, and 
feel secure in their career. 25 Currently, Burt’s Bees stock is purchased through Clorox; the stock 
symbol for which is CLX.26 As of Jan. 27, 2016, the stock price was approximately $124 and the 
stock volume was 122,821,700.27 
 
Burt’s Bees Board of Directors 
There are five members on the Burt’s Bees board of directors who all work to represent the 
needs and thoughts of stockholders. Collectively, they establish corporate management-related 
policies and finalize major decisions that affect the company. The board of directors meets 
quarterly and is invested in Burt’s Bees’ success and ultimate bottom line. 
 
Goals and Objectives 
 
Goal 1. Restore Burt’s Bees image as an environmentally friendly company. 
 
Objectives 

1. To have 80 percent of customers ages 15-34 recognize Burt’s Bees’ renewed 
commitment to protect the environment by Jan. 1, 2017. 

2. To have 60 percent of these customers agree that Burt’s Bees is an environmentally 
friendly company by Jan. 1, 2017. 

3. To have 10 percent of these customers advocate for Burt’s Bees as an environmentally 
friendly company through social media or word of mouth by Jan. 1, 2017. 
 
Primary message 
Burt’s Bees is an environmentally conscious brand.  

 
Secondary messages 
1. On average, Burt’s Bees products are 99 percent natural (synthetics are 
sometimes used to  prevent mold in the products), and half of our products are 
100 percent natural. 

 
2. We have 350 employees in three facilities; however, no garbage is sent to the 
dump because we recycle and compost everything we use. 

 
3. The company uses sustainable packaging practices and encourages its 
customers to do the same through its Recycle on Us mail-back program.  

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
26 Burt’s Bees. (n.d.) Frequently Asked Questions. Retrieved January 25, 2016, from http://www.burtsbees.com/Company-FAQs/faqs-
company,default,pg.html  
 

27 The Clorox Company. (n.d.) Stock Information. Retrieved January 26, 2016, from http://investors.thecloroxcompany.com/stock.cfm!
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Strategy 1 
Participate in strategic philanthropy.  
  
 Tactic 1 

Create an “every day should be earth day” volunteer campaign that provides a call 
to action for Burt’s Bees customers to volunteer in an effort to protect the 
environment. Ask for customers’ personal volunteer stories and feature them, 
along with their photos, on the Burt’s Bees website. Ask customers to use the 
hashtag “#everydayearthday” and document their volunteer work on social media.  

 
Tactic 2  
Increase the visibility of our partnership with the Eno River Association and 
expand Burt’s Bees philanthropic efforts with the organization both monetarily 
and with increased employee “workdays,” which are days when employees 
volunteer. Feature employee volunteer work with the Eno River Association on 
social media and on the Burt’s Bees website.  

 
Strategy 2 
Create a strong social media presence that highlights Burt’s Bees’ commitment to 
environmental conservation.  

 
 Tactic 1 

Create a Live Simply social media campaign that asks customers to show how 
they live simply, organically and similarly to Burt’s core values. Customers will 
post photos to social media, such as Facebook and Instagram, and use the hashtag 
“#livesimply.” 

 
 Tactic 2 

Create a series of videos that show Burt’s Bees’ core values and commitment to 
the environment. Video themes could include how Burt’s Bees products are 
conscientiously made, how customers can live simply like Burt, the ecological 
value of bees, and Burt’s Bees’ efforts to protect bees.  

 
 Tactic 3 

Connect with PR-friendly environmental bloggers to start an online conversation 
about how Burt’s Bees creates sustainable products. 

 
Tactic 4 
Post environmentally related content consistently to social media platforms and 
respond to comments, questions and concerns from customers in a timely, 
relatable and sensitive manner.   

 
Evaluation 
To measure outputs, we will monitor mentions of Burt’s Bees on social media before and 
after implementing tactics to determine the levels of engagement with Burt’s Bees 
pertaining to environmental topics. We will also analyze audience sentiment through 
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social media.  
 

To measure the outcome, we will distribute a survey that uses nonprobability, purposive 
sampling to customers ages 15-34. We will distribute the survey before and after 
implementing the tactics to gauge progress. The survey will include five questions to 
understand overall customer acceptance of Burt’s Bees’ environmentally friendly 
identity. The survey will also ask for demographic information, including age, gender and 
income.  

 
1. Burt’s Bees is an environmentally friendly company. 
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
2. Burt’s Bees prioritizes global sustainability.  
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
3. I consider myself to be well educated on environmental issues.   
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
4. I would purchase Burt’s Bees products over competing brands because Burt’s Bees is 
an environmentally responsible company.  
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
5. I would recommend Burt’s Bees to a friend who is looking to purchase eco-friendly 
products. 
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
Goal 2. Re-establish the customers’ trust.    
 
Objectives  

1. To raise awareness among 65 percent of customers ages 15-34 that Burt’s Bees is making 
an effort to listen to its customers by Jan. 1, 2017. 

2. To have 50 percent of these customers agree that Burt’s Bees is making an effort to 
establish transparent relationships with its customers and listen to their wants by Jan. 1, 
2017. 

3. To inspire 20 percent of these customers who previously felt uncomfortable purchasing 
Burt’s Bees products to be willing to purchase the products again by Jan. 1, 2017. 
 
Primary message 
Burt’s Bees listens to its customers.  

  
Secondary message 
Burt’s Bees will withdraw from the Pollinator Partnership. This is in direct 
response to customer concerns.  
  

Strategy 1 
Cultivate relationships with customers and demonstrate through action and transparent 
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communication that Burt’s Bees values customer opinions.  
 

 Tactic 1 
Burt’s Bees will no longer affiliate with the Pollinator Partnership. It understands 
customer concerns about the organization and would rather support research 
elsewhere to stay true to its core values.  

 
Tactic 2 
Release an open letter to our customers on the company website that explains 
Burt’s Bees decision to leave the Pollinator Partnership. Include it on the website 
for approximately three months. 

 
Tactic 3 
Conduct a video interview with high-level management and have an honest 
conversation about the decision to leave the Pollinator Partnership. Post this on 
the company website and on social media.  

 
Tactic 4 
Use social media to direct customers to the company’s open letter and video 
posted on its website. For example, a Twitter post will say something like, “We 
listened. Burt’s Bees is no longer working with the Pollinator Partnership.” It will 
then include a link to the letter and video. 

 
Tactic 5 
Be consistent with messaging about why Burt’s Bees left the Pollinator 
Partnership. Respond to customer comments, questions and concerns on social 
media in a way that is timely, relatable and sensitive. 

 
Evaluation 
To measure outputs, we will monitor mentions of Burt’s Bees on social media before and 
after implementing tactics to determine if there is increased positivity on social media 
surrounding the Burt’s Bees brand. 

 
To measure the outcome, we will distribute a survey that uses nonprobability, purposive 
sampling to customers ages 15-34 who may feel uncomfortable purchasing Burt’s Bees 
products. We will distribute the survey before and after implementing the tactics to gauge 
progress. The survey will include five questions to understand overall customer trust. The 
survey will also ask for demographic information, including age, gender and income.  

 
1. I feel comfortable buying Burt’s Bees products. 
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
2. Burt’s Bees makes decisions that align with its core values of environmental 
sustainability. 
 Strongly Disagree 1 2 3 4 5 Strongly Agree 
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3. Burt’s Bees communicates transparently with its customers.  
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
4. Burt’s Bees’ actions demonstrate a commitment to the preservation of bees. 
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
5. I would recommend Burt’s Bees products to a friend. 
 Strongly Disagree 1 2 3 4 5 Strongly Agree 

 
Goal 3. Earn the board of directors’ support. 
 
Objective:  

1. To have every member of the board of directors understand our reasoning for leaving the 
Pollinator Partnership. 

 
Primary message 
Burt’s Bees will no longer affiliate with the Pollinator Partnership based on its 
commitment to listen to its customers and stay true to its core values.   

 
Strategy 1 
Communicate effectively and transparently with the board of directors. 

 
Tactic 1 
Create a visual presentation that explains Burt’s Bees’ decision to leave the 
Pollinator Partnership and present it to the board of directors at a board meeting. 
Include research about how the decision will help the bottom line.  

 
Evaluation 
We will have a discussion with the board of directors after the presentation to ensure they 
understand all aspects of the decision to leave the Pollinator Partnership. We will give 
them the opportunity to ask questions in the time allotted at the meeting and write a 
follow-up email afterward to voice additional questions or concerns. All questions asked 
at the meeting will be answered directly, and emails will be addressed in a timely 
manner.  

 
Budget 
 
Total cost for goal one: $89,275 
 

Strategy 1, Tactic 1 - Create an Every Day Should be Earth Day volunteer campaign that 
provides a call to action for Burt’s Bees customers to volunteer: $6,750 
 

• Social media content production, planning and implementation: $750 
o $75/hour for 10 hours 
o Allocate additional content to the Burt’s Bees team  
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• Social media content promotion: $6,000 
o $100/Facebook promotion for 30 days (every day in April): $3,000 
o $100/Instagram promotion for 30 days (every day in April): $3,000 

 
Strategy 1, Tactic 2 - Increase employee “workdays.” Workdays give employees paid 
days off to volunteer: $44,725 

 
• Salaries for employee workdays: $42,000 

o One employee workday for 150 employees who are paid an average of 
$35/hour for 8-hour days: $280 per day per employee 

 
• Employee workday shirts: $2,725 

o $15/shirt for 150 employees: $2,250 
o Shipping costs: $100 
o Shirt design and collaboration with the printing company: $75/hour for 

5 hours for a total of $375 
 

Strategy 2, Tactic 1 - Create a Live Simply social media campaign: $22,800 
 

• Social media content production, planning and implementation: $750 
o $75/hour for 10 hours 
o Allocate additional content to the Burt’s Bees team 

 
• Content promotion in the form of magazine print media: $13,050   

o $4,350/full-page, color magazine advertisement for 3 magazines 
(Cosmopolitan, Teen Vogue and Oprah) 

 
• Social media post promotion: $9,000 

o $100/Facebook promotion for 45 days (late November and December): 
$4,500 

o $100/Instagram promotion for 45 days (late November and 
December): $4,500 

 
Strategy 2, Tactic 2 - Create a series of videos that show Burt’s Bees core values and 
commitment to the environment: $10,000 

 
• Video production: $10,000 

o $2,500/video for 4 videos 
 

Strategy 2, Tactic 3 - Connect with environmental bloggers to start an online 
conversation about the importance of protecting the environment: $0 

 
• Allocate labor to the Burt’s Bees team 

 
Strategy 2, Tactic 4 - Post environmentally related content consistently to social media 
platforms and respond to comments, questions and concerns from customers: $0  
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• Allocate labor to the Burt’s Bees team 

 
Evaluation for strategies 1 and 2 - Distribute a survey before and after implementing 
tactics to track progress: $5,000 

 
• $5/survey for 500 participants before tactic implementation: $2,500 
• $5/survey for 500 participants after tactic implementation: $2,500 

 
Total cost for goal two: $9,725 
 

Strategy 1, Tactic 1- Burt’s Bees will no longer affiliate with the Pollinator Partnership: 
$0 

 
• Allocate labor to the Burt’s Bees team 

 
Strategy 1, Tactic 2 - Release an open letter to our customers on the company website 
that explains Burt’s Bees decision to leave the Pollinator Partnership: $225 

 
• Letter composition: $225 

o $75/hour for 3 hours 
 
Strategy 1, Tactic 3 - Conduct a video interview with high-level management and have 
an honest conversation about the decision to leave the Pollinator Partnership: $2,500 

 
• Video production: $2,500  

 
Strategy 1, Tactic 4 - Use social media to direct customers to the company’s open letter 
and video posted on its website: $0 

 
• Allocate labor to the Burt’s Bees team 

 
Strategy 1, Tactic 5 - Be consistent with messaging about why Burt’s Bees left the 
Pollinator Partnership. Respond to customer comments, questions and concerns on social 
media: $0 

 
• Allocate labor to the Burt’s Bees team 

 
Evaluation for strategy 1 - Distribute a survey to a specialized audience before and after 
implementing tactics to track progress: $7,000 

 
• $7/specialized survey for 500 participants before tactic implementation: $3,500  
• $7/specialized survey for 500 participants after tactic implementation: $3,500  

 
Total cost for goal three: $950 
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Strategy 1, Tactic 1 - Create a visual presentation that explains Burt’s Bees’ decision to 
leave the Pollinator Partnership and present it to the board of directors at a board 
meeting: $950 

 
• Presentation planning, production and implementation: $750 

o $75/hour for 10 hours 
• Catering: $200 

 
Evaluation for strategy 1 - Have a discussion with the board of directors after the 
presentation and discuss their thoughts to ensure they understand all aspects of the 
decision to leave the Pollinator Partnership: $0 

 
• Labor costs for evaluation are accounted for in strategy 1, tactic 1  

 
The total cost of this public relations plan: $99,950 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

!
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◄ Feb 2016 March  2016 Apr 2016 ► 

Sun Mon Tue Wed Thu Fri Sat 
  1  

Burt’s Bees will no 
longer affiliate with 
the Pollinator 
Partnership 

2  
Begin the process 
of ending the 
partnership 
 

3  
File the appropriate 
paperwork to end 
partnership 
 

4  
Solidify necessary 
work to end the 
Pollinator 
Partnership in 
preparation for 
further steps 
 

5  
 

6  
 

7  
Create a visual 
presentation that 
explains Burt’s 
Bees’ decision to 
leave the Pollinator 
Partnership and 
present it to the 
board of directors 
at a board meeting 
 

8  
Inform the board of 
our decision 
 

9  
Conduct a follow-
up for the board of 
directors to ensure 
they understand the 
information from 
our presentation 
 

10  
Release an open 
letter to our 
customers on the 
company website 
that explains Burt’s 
Bees decision to 
leave the Pollinator 
Partnership 
 

11  
Include the open 
letter on the 
website for 
approximately three 
months 
 

12  
 

13  
 

14  
Facebook post - 
open letter 

15  
Twitter post - 
Pollinator 
Partnership 

16  
Conduct a video 
interview with 
high-level 
management and 
have an honest 
conversation about 
the decision to 
leave the Pollinator 
Partnership. Post 
this on the 
company website 
and on social media 
 

17  
Facebook post - 
video, promotion 

18  
Twitter post - 
video, promotion 

19  
 

20  
 

21  
Begin planning and 
production of a 
series of four 
videos that show 
Burt’s Bees core 
values and 
commitment to the 
environment 
 

22  
Check social media 
and website data to 
evaluate traction of 
video posted 
previous week 
 

23  
Facebook post - 
Pollinator 
Partnership 
 
 

24  
Twitter post - 
Pollinator 
Partnership with 
link to video 
 

25  
Instagram post - 
Pollinator 
Partnership 

26  
 

27  
 

28  
Respond to public 
feedback 
 

29  
Respond to public 
feedback 

30  
Website and 
Facebook post - 
Pollinator 
Partnership 
 

31  
Instagram and 
Twitter post - 
Pollinator 
Partnership 
 

Notes: 
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◄ Mar 2016 April  2016 May 2016 ► 
Sun Mon Tue Wed Thu Fri Sat 

     1  
Update social 
media and website 
- Pollinator 
Partnership 

2  
 

3  
 

4  
Facebook post - 
environmentally 
related content 
 

5  
Twitter post - 
environmentally 
related content 
 

6  
Instagram post - 
environmentally 
related content 

7  
Respond to public 
feedback 
 

8  
Evaluate attention 
and traction social 
media posts have 
garnered this 
week 
 

9  
 

10  
 

11  
Launch Every 
Day Should be 
Earth Day 
volunteer 
campaign that 
provides a call to 
action for Burt’s 
Bees customers to 
volunteer in an 
effort to protect 
the environment 

12  
Ask for 
customers’ 
personal volunteer 
stories and feature 
them, along with 
their photos, on 
the Burt’s Bees 
website 

13  
Ask customers to 
use the hashtag 
“#everydayearthd
ay” and document 
their volunteer 
work on social 
media 
 

14  
Facebook post- 
Every Day Earth 
Day, advertising 
Instagram post- 
Every Day Earth 
Day, advertising 
Twitter post- 
Every Day Earth 
Day, advertising 

15  
Update website 
and social media - 
Every Day Earth 
Day, volunteer 
profiles 
 

16  
 

17  
 

18  
Update website 
and social media - 
Every Day Earth 
Day, advertising 

19  
Update website 
and social media - 
Every Day Earth 
Day, volunteer 
profiles 

20  
Update website 
and social media - 
Every Day Earth 
Day, advertising 
 

21  
Update website 
and social media - 
Every Day Earth 
Day, volunteer 
profiles 

22  
Update website 
and social media - 
Happy Earth Day! 

23  
 

24  
 

25  
Facebook post - 
Every Day Earth 
Day, volunteer 
profiles  

26  
Twitter post - 
Every Day Earth 
Day, volunteer 
profiles  

27  
Instagram post - 
Every Day Earth 
Day, volunteer 
profiles 
 

28  
Twitter and 
Instagram posts - 
Every Day Earth 
Day, advertising  

29  
Evaluate attention 
and traction social 
media has 
garnered this 
week 
 

30  
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!
◄ Apr 2016 May  2016 Jun 2016 ► 

Sun Mon Tue Wed Thu Fri Sat 
1  
 

2  
Website post - 
Every Day 
Earth Day, 
volunteer 
profiles 
 

3  
Facebook post - 
Every Day 
Earth Day, 
advertising 
 

4  
Twitter post - 
Every Day 
Earth Day, 
volunteer 
profiles 
 

5  
Instagram post- 
Every Day 
Earth Day, 
advertising 
 

6  
Evaluate 
attention media 
has garnered 
this week 
 

7  
 

8  
 

9  
Website post - 
Every Day 
Earth Day, 
advertising  
 

10  
Facebook post - 
Every Day 
Earth Day, 
volunteer 
profiles 
 

11  
Twitter post - 
Every Day 
Earth Day, 
advertising 
 

12  
Instagram post 
- Every Day 
Earth Day, 
volunteer 
profiles 
 

13  
Evaluate 
attention media 
has garnered 
this week. 
Respond to 
online feedback 
 

14  
 

15  
 

16  
Release first 
video on 
website from 
the series of 
four that show 
Burt’s Bees 
core values and 
commitment to 
the 
environment 

17  
Facebook post - 
first video 
release, 
advertising 
 

18  
Twitter post - 
first video 
release, 
advertising 
 

19  
Instagram post 
- first video 
release, 
advertising 
 

20  
Evaluate 
attention and 
traction social 
media posts 
have garnered 
this week  

21  
 

22  
 

23  
Website and 
Youtube post - 
video series 

24  
Facebook post - 
video series 

25  
Twitter post - 
video series 
 

26  
Instagram post 
- video series 
 

27  
Evaluate 
attention and 
traction social 
media has 
garnered this 
week 

28  
 

29  
 

30  
Respond to 
public feedback 
- Every Day 
Earth Day and 
video series 
 

31  
Facebook post - 
video series  

Notes: 
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◄ May 2016 June  2016 Jul 2016 ► 
Sun Mon Tue Wed Thu Fri Sat 

   1  
Twitter post - 
video series 
 

2  
Instagram post - 
video series 
 

3  
Evaluate attention 
and traction video 
series has 
garnered thus far  

4  
 

5  
 

6  
Facebook post -  
environmentally 
related content 
 

7  
Twitter post -  
environmentally 
related content 
 

8  
Instagram post -  
environmentally 
related content 
 

9  
Website post -  
environmentally 
related content 
 

10  
Evaluate how 
much attention 
media has 
garnered this 
week  
 

11  
 

12  
 

13  
Respond to 
public feedback 
 

14  
Twitter post -  
environmentally 
related content 
 

15  
Connect with 
environmental 
bloggers to start 
an online 
conversation 
about the 
importance of 
protecting the 
environment and 
how Burt’s Bees 
creates 
sustainable 
products 
 

16  
Develop 
conversations 
with bloggers 
 

17  
Continue 
conversations 
with bloggers 
 

18  
 

19  
 

20  
Check in with 
bloggers to 
continue 
conversations 
 

21  
Facebook post -  
environmentally 
related content 
 

22  
Twitter post -  
environmentally 
related content 
 

23  
Instagram post -  
environmentally 
related content 
 

24  
Evaluate how 
much attention 
media has 
garnered this 
week  
 

25  
 

26  
 

27  
Continue 
conversations 
with bloggers 
 

28  
Twitter post - 
environmentally 
related content 

29  
Instagram post -  
environmentally 
related content 
 

30  
Facebook post - 
environmentally 
related content 
 

Notes: 
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◄ Jun 2016 July  2016 Aug 2016 ► 
Sun Mon Tue Wed Thu Fri Sat 

     1  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

2  
 

3  
 

4  
Facebook, 
Twitter and 
Instagram posts 
- Fourth of July 

5  
Continue 
conversations 
with bloggers 
 

6  
Twitter post -
environmentall
y related 
content 
 

7  
Facebook post - 
environmentall
y related 
content 
 

8  
Instagram post - 
environmentall
y related 
content 
 

9  
 

10  
 

11  
Website - 
release the 
second video 
from series 

12  
Facebook post - 
video, 
promotion 

13  
Twitter post - 
video, 
promotion 

14  
Instagram post 
- video, 
promotion 

15  
Evaluate how 
much media 
attention the 
video has 
garnered thus 
far 
 

16  
 

17  
 

18  
Website post - 
video series, 
promotion  

19  
Facebook post - 
video series, 
promotion 
 

20  
Twitter post - 
video series, 
promotion 
 

21  
Instagram post 
- video series, 
promotion 
 

22  
Continue 
converstaions 
with bloggers 
 

23  
 

24  
 

25  
Website post - 
Eno River 
Association 
partnership and 
employee 
volunteer work 
days 

26  
Social media 
and website - 
employee 
volunteer 
profile 
 

27  
Facebook post - 
employee work 
days 
 

28  
Twitter post - 
employee work 
days 
 
 

29  
Instagram post - 
employee work 
days 
 
 

30  
 

31  
 

Notes: 
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◄ Jul 2016 August  2016 Sep 2016 ► 

Sun Mon Tue Wed Thu Fri Sat 
 1  

Website post - 
Eno River 
Association 
update 

2  
Continue 
conversations 
with 
environmental 
bloggers 

3  
Facebook post 
- Eno River 
Association 
update 

4  
Twitter and 
Instagram post 
- Eno River 
Association 
update 

5  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

6  
 

7  
 

8  
Facebook post 
- volunteer 
work days 

9  
Twitter post - 
volunteer work 
days 

10  
Instagram post 
- volunteer 
work days 

11  
Continue 
conversations 
with 
environmental 
bloggers 

12  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

13  
 

14  
 

15  
Website post 
- release third 
video from 
video series 

16  
Facebook post 
- video, 
promotion 

17  
Twitter post - 
video, 
promotion 

18  
Instagram post 
- video, 
promotion 

19  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

20  
 

21  
 

22  
Facebook post 
- video series, 
promotion  

23  
Twitter post - 
video, 
promotion  

24  
Instagram 
post - video, 
promotion 
 

25  
Send press 
release about 
video to 
environmental 
bloggers 
 

26  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

27  
 

28  
 

29  
Facebook post 
- 
environmentall
y related 

30  
Twitter post - 
environmentall
y related 

31  
Instagram post 
- 
environmentall
y related 

Notes: 
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◄ Aug 2016 September  2016 Oct 2016 ► 

Sun Mon Tue Wed Thu Fri Sat 
    1  

Facebook post 
- 
environmental
ly related 
content 

2  
Respond to 
public 
feedback 

3  
 

4  
 

5  
Website post - 
Eno River 
Association 
update 

6  
Facebook post 
- Eno River 
Association 
update 

7  
Twitter post - 
Eno River 
Association 
update 

8  
Instagram 
post - Eno 
River 
Association 
update 
 

9  
Evaluate how 
much 
attention 
media has 
garnered this 
week 
 

10  
 

11  
 

12  
Facebook post 
–volunteer 
work days, 
profile 

13  
Twitter post –
volunteer 
work days 

14  
Instagram 
post –
volunteer 
work days 

15  
Continue 
conversations 
with bloggers 

16  
Evaluate how 
much 
attention 
media has 
garnered this 
week 
 

17  
 

18  
 

19  
Website post - 
environmental
ly related 
content 

20  
Facebook post 
- 
environmental
ly related 
content 

21  
Twitter post - 
environmental
ly related 
content 

22  
Instagram 
post - 
environmental
ly related 
content 

23  
Respond to 
public 
feeback 

24  
 

25  
 

26  
Evaluate how 
much 
attention 
media has 
garnered 

27  
Facebook post 
- Eno River 
Association 
update 

28  
Twitter post - 
Eno River 
Association 
update 

29  
Instagram 
post - Eno 
River 
Association 
update 

30  
Continue 
conversations 
with bloggers  

Notes: 
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◄ Sep 2016 October  2016 Nov 2016 ► 
Sun Mon Tue Wed Thu Fri Sat 

      1  
 

2  
 

3  
Website post - 
environmentall
y related 
content 

4  
Facebook post - 
environmentall
y related 
content 

5  
Twitter post - 
environmentall
y related 
content 

6  
Instagram post 
- 
environmentall
y related 
content 

7  
Respond to 
public feeback 

8  
 

9  
 

10  
Website post - 
Release the 
fourth and final 
video from the 
series 
 

11  
Facebook post - 
video, 
promotion 

12  
Twitter post - 
video, 
promotion 

13  
Instagram post - 
video, 
promotion 

14  
Conclude video 
series 
production and 
execution. 
Continue media 
promotion of 
the finished 
videos  

15  
 

16  
 

17  
Facebook post - 
video series, 
promotion 

18  
Twitter post - 
video series, 
promotion 

19  
Instagram post 
- video series, 
promotion 

20  
Respond to 
public feedback 

21  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

22  
 

23  
 

24  
Website post - 
video series, 
promotion 

25  
Twitter post - 
video series, 
promotion 

26  
Instagram post 
- video series, 
promotion 

27  
Facebook post - 
video series, 
promotion 

28  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

29  
 

30  
 

31  
Facebook post - 
environmentall
y related 
content 

Notes: 
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◄ Oct 2016 November  2016 Dec 2016 ► 
Sun Mon Tue Wed Thu Fri Sat 

  1 
Twitter post - 
environmentally 
related content 

2  
Instagram post - 
environmentally 
related content 

3  
Respond to 
public feedback 

4  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

5  
 

6  
 

7  
Facebook post - 
environmentally 
related content 

8  
Twitter post - 
environmentally 
related content 

9  
Instagram post - 
environmentally 
related content 

10  
Respond to 
public feedback 

11  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

12  
 

13  
 

14  
Launch Live 
Simply social 
media campaign 
that asks 
customers to 
show how they 
live similarly to 
Burt’s core 
values 
 

15  
Customers will 
post photos to 
social media, 
such as Facebook 
and Instagram, 
and use the 
hashtag 
“#livesimply.” 
 

16  
Facebook, 
Twitter and 
Website posts - 
Live Simply 

17  
Instagram post - 
Live Simply 

18  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

19  
 

20  
 

21  
Facebook post - 
Live Simply 

22  
Twitter post - 
Live Simply 

23  
Instagram post - 
Live Simply 

24  
Website, 
Facebook, 
Twitter, 
Instagram posts – 
Happy 
Thanksgiving! 

25  
Evaluate how 
much attention 
media has 
garnered this 
week 
 

26  
 

27  
 

28  
Facebook post - 
Live Simply 

29  
Twitter post - 
Live Simply 

30  
Instagram post - 
Live Simply 

Notes: 
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◄ Nov 2016 December  2016 Jan 2017 ► 
Sun Mon Tue Wed Thu Fri Sat 

    1  
Respond to 
public feedback 

2  
Evaluate how 
much attention 
media has 
garnered this 
week 

3  
 

4  
 

5  
Website post - 
Live Simply  

6  
Facebook post - 
Live Simply  

7  
Instagram post 
- Live Simply 

8  
Twitter post - 
Live Simply 

9  
Twitter and 
Instagram 
posts- Live 
Simply 

10  
 

11  
 

12  
Continue 
conversations 
with bloggers 

13  
Instagram post 
- Live Simply 

14  
Facebook post - 
environmentall
y related 
content 

15  
Twitter post - 
environmentall
y related 
content 

16  
Evaluate how 
much attention 
media has 
garnered the 
last two weeks 
 

17  
 

18  
 

19  
Instagram post 
- Live Simply 

20  
Twitter post - 
Live Simply 

21  
Facebook, 
Instagram and 
Twitter posts - 
Winter Solstice 

22  
Continue 
conversations 
with bloggers 

23  
Facebook post - 
Live Simply 

24  
Website, 
Facebook,  
Twitter, 
Instagram posts 
- Happy 
Holidays 

25  
Website, 
Facebook,  
Twitter, 
Instagram posts 
- Happy 
Holidays 

26  
Facebook post - 
Live Simply 

27  
Twitter post - 
Live Simply 

28  
Instagram post 
- Live Simply 

29  
Website, 
Facebook, 
Twitter, 
Instagram posts 
- Live Simply 

30  
Evaluate how 
much attention 
media has 
garnered the 
last two weeks 
 

31  
Conclude the 
the Live Simply 
social media 
campaign 
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Meet the Team 
 

Kaitlin Ellis 
Kaitlin is a junior at the University of Oregon pursuing a Bachelor of Arts in 
public relations. She has experience as a social media intern at the Arts and 
Business Alliance of Eugene and as a marketing intern for the Los Angeles 
Coliseum’s media team. She plans to intern at The Hoffman Agency in San 
Jose, California, this coming summer. Kaitlin’s favorite Burt’s Bees product 
is the Blueberry & Dark Chocolate Lip Balm because she believes chocolate 
is an essential component of any productive daily routine. In her free time, 
she enjoys looking at maps and spending too much time in bookstores. 
 
 
Claire Johnson 
Claire Johnson is a junior working toward a Bachelor of Arts in public 
relations at the University of Oregon. She works for the university as a 
contributing member of the Organization Against Sexual Assault and 
serves as the student government’s vice president. After graduation, she 
plans on pursuing a career in communication in Berlin, Germany, before 
returning to the Pacific Northwest or California’s Silicon Valley. Claire’s 
favorite Burt’s Bees product is the tinted lip balm. In her spare time, you 
can find her exploring local coffee shops or hiking trails always 
accompanied by a philosophy book. 
 
 
Alletta Simons 
Alletta Simons is a senior at the University of Oregon working toward a 
Bachelor of Arts in public relations. She is an account executive for the on-
campus public relations firm, Allen Hall Public Relations, and she is 
currently interning for a start-up distillery in Silicon Valley. This past 
summer she studied abroad in Vienna, Austria, as well as Segovia, Spain, 
practicing editorial journalism. Alletta’s favorite Burt’s Bees product is the 
classic beeswax lip balm with peppermint. She enjoys spending her free 
time taking pictures of Eugene’s many murals or frolicking through 
lavender fields. 
 
 
Melissa Thibodo 
Melissa Thibodo is a senior at the University of Oregon pursuing a 
Bachelor of Arts in public relations with a minor in business 
administration. She is an account executive, as well as the firm editor, for 
the university’s student-run public relations firm, Allen Hall Public 
Relations. Last year, she studied communication, new media and 
journalism in Seville, Spain, for eight months and now dreams in perfect 
Spanish. Melissa’s favorite Burt’s Bees product is the Almond & Milk 
Hand Cream. In her spare time, you can find her looking at airline tickets 
online or making enchiladas. 


